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足球遺產作為文創運動觀光：以利物浦足球俱樂部為例 

 

摘要 

 

在現代消費社會中，足球遺產已經被形塑為一種高度規劃後的消費模式。

透過運動觀光，觀光客親身參與觀看(spectating)、崇敬(venerating)足球遺產，重

新詮釋屬於他們的運動記憶(sporting memory)。在運動觀光中，參觀足球遺產，

並不是一個全新的現象，但在運動觀光中和球場觀光有關之研究往往卻忽視了再

現政治(representation politics)和記憶政治(memory politics) 在景點製造(destination 

making)中發揮的影響力。 

利物浦足球俱樂部(Liverpool Football Club)遺產，包括：球場觀光、球隊博

物館、紀念碑，在一個生產建構的框架(produced framework)中伴隨著參觀者、導

覽和球場的演出(performance)和中介(mediation) 成為一個再造的(re-invented)足球

遺產觀光產品，使得運動記憶成為一種人們購買的運動商品。因此，球隊歷史經

由運動商品化的過程，將歷史包裝過後再現 (representation)，到頭來只有淨化

(cleansed) 後的歷史記憶得以傳唱下去。  

針對利物浦足球俱樂部相關遺產及其相關之運動記憶建構(sporting memory 

construction)，筆者透過田野調查、質性訪談以及文獻分析進行資料收集及分析參

照，本研究旨在探討足球場如何在運動觀光的脈絡下，成為運動記憶和家庭記憶

構連上一個重要的媒介(mediator)及平台。除此之外，本研究也深入詮釋此特定類

型的足球遺產觀光，論述參觀者和導覽有意識地將自己變為演出者以便重現及延

續討喜的大眾記憶(popular memory)。 

筆者以利物浦足球俱樂部做為個案研究，試圖對足球遺產觀光，以及運動

記憶和文化創意的結合樣貌，提出一個更脈絡化的分析方式與批判詮釋。 

 

關鍵字：足球遺產、足球場、運動商品化、記憶政治、文化創意 
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Football Heritage as A New Creative Genre of Sports Tourism: A Case 

Study of Liverpool Football Club (LFC) 

 

Abstract 

 

Football heritage has become intensively stage-managed and constructed as 

modes of consumption in contemporary society. Through the lens of sport tourism, 

visitors participate in spectating and venerating football heritage both mentally and 

somatically to re-interpret their own sporting memory. Paying a visit to football heritage 

sites as a type of sports tourism is far from a recent phenomenon, but recent research 

pays little attention to examine how representation politics and memory politics are 

involved in destination-making.  

Liverpool FC heritage (stadium tour, museum, memorial sites) exemplify a re-

invented product of football heritage tourism in a fairly produced framework 

concomitant with the performance and construction from co-visitors, guides and the 

stadium, making the related memories the commodities for people to buy into. As a 

result, the club history is represented and constructed in the forms of story-telling and 

commodities. In the end, it is only the cleansed memory that gets to be passed on.  

Through fieldwork, interviews, document analysis on the making of Liverpool 

FC heritage and the construction of sporting memory, the research targets on illustrating 

how the stadium becomes a mediator where sporting memory and family memory are 

compounded and produced. In addition, by delving into the specific type of football 

heritage tourism, it is worth noting that how visitors and guides both turn themselves 

into performer in order to keep the popular memory alive. With the case study of 

Liverpool FC, the research aims at providing a critical interpretation of the football 

heritage tourism as a combination of sporting memory and creativity in modern era.  

 

Keywords: Football heritage, football stadium, sports commodification, memory 

politics, creativity 
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Chapter 1 Introduction 

I. Research Background 

Liverpool Football Club’s anthem, “You’ll Never Walk Alone”, is probably one of the 

most famous football songs in the world. People from all around the world might speak 

different languages, but when it comes to football, a song like "You'll Never Walk 

Alone" is able to transcend language barriers, geographical frontiers and beyond. 

Football is congested with mass media production and mediation. It has been assumed 

by sports sociologists with interests in sporting policy that professional spectator team 

sports are only driven by marketing, profits and becoming a global system. The 

argument is still open to question, but football certainly has the most salient portfolio.   

 Having taken advantage of football's global broadcasting, I was captivated by its 

pure passion and charm, even though I was thousands of miles away. It was the 2006 

World Cup that ignited my devotion for football and for Liverpool Football Club, as 

Steven Gerrard scored his first ever World Cup goal with a thunderous effort in a 2-0 

win over Trinidad and Tobago. The sounds and images of players and fans cheering, 

both on the pitch and outside the stadium, was enough to transform an audience like me 

into a sports lover through live broadcasting and media coverage alone. After the World 

Cup tournament in 2006, I traced back Gerrard’s roots to Liverpool, and that was the 

commencement of this ‘overseas sweetheart’ relationship.  
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Spending so many sleepless nights watching football games became my 

motivation to go to Anfield ever since and the motivation has become stronger and 

stronger as time goes by. If it hadn’t been for my passion for Liverpool, I wouldn’t have 

travelled far and wide to create and collect as many memories related to Liverpool 

Football Club as I can. For Liverpool FC supporters, Anfield is not only the place that 

houses those sporting events, but also the vehicle of identity which is one of the 

essential power of football heritage, attracting people all around the world with 

multifaceted purposes.  

Finally the years of waiting have come to an end in summer 2013. The moment 

at which I stepped into Anfield struck me with a feeling beyond description. Hearing 

“You’ll Never Walk Alone” resound in the stadium and being surrounded by ‘the Reds’ 

was, indeed, magical. As a global fan, being at Anfield is surreal already, not to mention 

the ‘Scouser touch’ once you are in Liverpool. I believe that people who have been to 

Anfield are definitely no stranger to the situation which I just mentioned, but a lot of the 

times we just let the on-site emotion slip away. That’s why I would love to use this 

research to capture the fleeting moments, explore and illustrate what kind of memory is 

being produced through the representation of football heritage and how fans interact and 

identify with the sporting memory in the context of sport tourism. 
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Re-evaluation of sport and tourism  

Sport has a Janus-faced value in modern life. On the one hand, millions of people 

choose to play sports or become supporters of sports. For these people, participating in 

sports-related activities is something which brings people together for a shared purpose 

and provides a sense of belonging. On the other hand, there is an over-generalisation 

happening in sports, especially in association football. Football clubs used to be a 

celebrated traditional working-class sport that repays its local community by providing 

a focus and a source of civic pride. However, the advent of technology has turned 

football into a banal entity as people have access to almost everything.  

Nowadays, football clubs are becoming international corporations. Fans may 

feel sickened by the way their favourite sports have been tainted by global commerce, 

but the truth is that they have no choice. Despite the fact that the globalisation of 

football has generated a much bigger and better picture for the global football industry, 

it is a bittersweet feeling for local fans who may now struggle to maintain their 

connection to their football clubs.  

 Tourism has become a widespread and a protean practice that occurs in 

mundane settings, everyday routines, home cities and as well as in far-flung places 

(Edensor, 2011). The fact that people are in a constant state of departing and arriving 

makes tourism nothing but a routine procedure of borders and hotel receptionists. The 

scale and influence of commercialisation in sports is also immense. As regional and 
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global events have made sport one of the world's most profitable and globalised 

products, the use of sport as a touristic endeavour has been taken into account from the 

perspective of philosophical and entrepreneurial development since the 1990s 

(Kurtzman and Zauhar, 1993). The scope of sport tourism is fairly broad, including 

sport tourism attractions, sport tourism resorts, sport tourism cruises, sport tourism tours 

and sport events tourism
1
.  

Leisure and sports are both seen as important forms of cultural expression, as it is 

often suggested that football probably has the most universal demographic appeal 

because of its huge global exposure all over the world. This occurrence perfectly 

provides an incentive for me to draw on some debatable and contested struggles 

happening in the football industry as a newly emerging leisure commodity.  

The use of heritage as both motive and provider for tourism is widely adopted and 

appropriated in tourism, yet sport heritage is surprisingly less documented. Sport 

heritage may include just about anything, from old sports equipment and other related 

paraphernalia, to museums and halls of fame, choosing what pieces of sporting history 

contemporary society should inherit and pass on.  

Sport in England, like in so many countries, represents heritage on a number of 

levels, which has probably taken on an almost global heritage appeal. A particular sport 

can be representative of a nation or a community’s identity. Sports stadia are one type 

                                                        
1
 The categories identified used here are extracted from Kurtzman and Zauhar’s serial work on sport 

tourism. Detailed definitions see: Kurtzman, J. & Zauhar, J. (2003).   
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of sport heritage evolve from being functional utilitarian buildings to places that hold 

meaning and instant recognition to both fans and non-fans alike (Bale, 1994; Gaffney 

and Bale, 2004). We can assume that stadia are the containers of important socio-

economic, demographical and psychological issues that can produce interactions and 

memories. Gammon also points out that sports museums and halls of fame are arguably 

the most obvious examples of where heritage, sport and tourism meet, and in England 

are mostly situated within sports clubs (Gammon, 2007). As the emotional attachment 

to football is slowly giving way to the commercial practicalities, nostalgia is not what it 

used to be. Yet, for one thing is clear, the understanding and perception of an object, 

performance or social practice as football heritage lies in the eye of the beholder. 

The development of modern football: Liverpool and its ‘Liver bird’ 

With the foundation of the Football Association in 1863 and the growth of football 

professionalism in the 1870s, football has expanded both geographically and socially to 

encompass the industrial, working-class heartlands of London, the Midlands and the 

North (Crolley and Hand, 2002). It might be the moment when people start recognising 

football as a major element of working class culture in England, but how was has this 

stereotype been constructed and imbedded in our minds to the modern day? How did 

the success of 11 men running around the pitch in short trousers stimulate such 

passionate and wider view of ‘Englishness’? How does association football distinguish 

itself among all other spectator sports in England? Before starting to tackle the issues 

mentioned above, I want to take a look at Liverpool, a city known as a 'football city'. 
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Some may have suggested that football is mediated as an extension of social structures, 

values and ‘organised religion’. In Liverpool, the assumption is affirmative based on the 

mutual support between football and religion. Football and religion are essential 

components of the social fabric that provide focus and shape in the lives of countless 

individuals and communities (Davie, 1993). Since both religious practice and football 

attendance take place on a regular basis in a collective form, they are capable of 

producing and enforcing bonding constantly. 

Since the 1960s, the performance of Liverpool Football Club fans on the ‘Kop’ 

stand at Anfield has become a fundamental part of the spectacle and has maintained its 

hallowed reputation till now (Taylor, 2011). The fact that Liverpool Football Club has 

directly involved in two significant disasters, Heysel (1985)
2
 and Hillsborough (1989)

3
, 

has triggered an emancipation of differentiation one and the other emic and etic. It 

certainly mitigates the struggles with contested power relationships between fan 

rivalries. With such a rich historicised identity of Liverpool FC supporter, the emotional 

investment, identity formation, community cohesion and political economy generate 

conflicts between one another is gradually on the rise in a global context when putting 

into the sport tourism context.  

                                                        
2
 A stadium disaster happened in Brussels, Belgium. On 29 May 1987 when Liverpool FC met Italian 

football club Juventus in the European Cup Final. A large group of Liverpool fans breached a fence 

separating them from a "neutral area" which contained mostly Juventus fans and resulted in the collapse 

of the wall. 39 supporters of Juventus were crushed to death.  

3
 A stadium disaster happened in Sheffield, England.  On 15 April 1989 during the FA cup semi-final 

match between Liverpool FC and Nottingham Forest FC. A human crush resulted in the death of 96 

people. 
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II. Problematiques 

Sport and sport mega-events have become an increasingly central rather than peripheral 

cultural form in the growth and spread of capitalist consumer cultures, including 

tourism, consumerisation and global visitor destinations (Horne, 2006. Cited in Horne et 

al, 2013). Consequently, the sporting event has become a destination people travel to far 

and wide, galvanising local and national identities as well as giving visitors a ‘unique 

and authentic’ insight into a place’s cultural past and present.  

Liverpool FC heritage (stadium tour, museum and memorial sites) is neither a 

sport mega-event nor a match-day experience. In fact, it is well-choreographed and the 

site is re-invented for visitation purpose. Since everything is constructed, what makes 

Liverpool FC heritage worth spending time on? How does Liverpool FC heritage brand 

itself as a rewarding site to visit? That said, how can a visit to Liverpool FC heritage 

truly unveil what is behind the scenes when everything is manipulated and re-invented 

in the first place? Why do people have to go all the way to do Liverpool FC heritage 

tour to re-experience the cleansed and self-congratulatory history that they have already 

known? What kind of production of representation is involved in the construction of 

sporting memory?  

 Therefore, it is worth shedding light on why and how Liverpool FC heritage 

sites contrive the sporting landscape in Liverpool and how those sites make anticipated 

destinations, sum up the city and boost up its visitation potential. It seems to be a 
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paradox if a tour of empty stadium would offer a more authentic perspective than, say, 

watching a match at the same venue with the terraces full of screaming and cheering 

fans. Thus, it is intended that this research aims at spelling out how Liverpool FC 

heritage (stadium tour, museum and memorial sites) produces a certain piece of history 

and memory. What are the roles of guides (Liverpool FC legends) in representation of 

Liverpool FC heritage? How is Liverpool FC heritage-scape produced and constructed? 

The primary problematiques are:  

1. Among all types of sport heritage, how does football heritage capitalise its related 

constituents in the destination making? 

2. Under the construction of representation of football heritage, what kind of the 

politics of representation and memory are involved in sporting memory 

construction? How does the tour operator manage that it is only the cleansed 

history get to be presented? How do the representation and production of history 

engage in the construction of sporting memory?  

3. On the making of Liverpool FC heritage, how is the club-history being constructed 

and reinvented? Judging on the filtering role the guides (Liverpool FC legends) 

play, what kind of the sporting memory visitors will obtain after their visit to 

Liverpool FC heritage?  
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Chapter 2 Literature Review 

The chapter has several goals, which centre on reviewing the literature surrounding the 

main constructs used in this research. Firstly, I tend to bring attention to the new 

emergence of sport tourism in football industry and explore how British football culture 

synergises with its supporters that generates a highly symbolic value on the destination 

making and further enhances the heritage value of the site. Next, the representation of 

heritage is considered. Critical issues on the ways of representation of heritage and 

politics of memory will be discussed and how those threads connect to the collaboration 

of creativity will also be reflected on. Finally, the literature sheds light on the human 

dimension to explore how visitors and guides perform and mediate in the representation 

of heritage and the production of creative tourism experience.  

I. Sport Tourism 

Sport Tourism as a new genre of tourism 

Sport tourism is a comparatively new concept in the light of contemporary academic 

field, but its scope of praxis is, in fact, far from a recent phenomenon. Since 1990s, 

sport and tourism have merged and proliferated notably, depending on the two facts that 

sport activity is regarded as a part of our social world and tourism is predicted to 

become the most lucrative industry (Kurtzman and Zauhar, 1993, 2003; Gibson, 1998).  

Sport tourism is as all forms of active and passive involvement in sporting 

activity, whether participating in casually or in an organised way for non-commercial or 
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business/commercial reasons that necessitate travel away from home and work locality 

(Standevan and De Knop, 1999). There are plenty of possibilities to define types of 

sport tourism, and the definition of sport tourism is often open to be reinterpreted. To 

begin with, generally speaking, sport tourism could be defined as leisure-based travel 

that takes individual temporarily outside from their home communities such as 

participating in physical activities [Active Sport Tourism], watching physical activities 

[Event Sport Tourism], or venerating attractions associated with physical activities 

[Nostalgia Sport Tourism] (Gibson, 2006). However, sport tourism is not a unitary 

phenomenon. The variety of sport tourism is always going to carry weight when it 

comes to defining sport tourism. Between different types of sport tourism, it seems to be 

impossible to clear cut between genres, as it is not the case that one can choose to take 

sides with. The style-changing happened within sports tourism has allowed sports 

attractions to bolster the collective sense of embracing the sporting heritage in a 

culturally-driven fashion (Redmond, 1991). Before moving on to the more detailed 

discussion in sport tourism, it is important to understand what kind of the collective 

sense permeates within football that drives people to travel.  

Football Culture in England 

During the last quarter of the 19
th

 century, association football has become the most 

popular (spectator) sport among the working classes in Britain in the wake of the 

increases in wages and free time (Taylor, 2011). There is no single explanation for 
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sport’s cross-cultural appeal. Like art, music and cinema, sport is a kind of human 

medium that unites people, at least for a certain period of time.  

Different sports facilitate different interaction with particular landscapes. In 

British sporting culture, class is striking both by its presence and by its absence. Class 

cultures are prevalent in the following sports, such as Wimbledon tennis, Royal Ascot, 

Rugby League, squash, Greyhound racing and of course, Association football. 

Association football used to be clearly marked by class culture, but the 

classification seems to be slowly shifting in the epoch of football globalisation. Tracing 

back to football’s traditional period, football is rooted in a strong, masculine and 

working class culture (Giulianotti, 1999); while nowadays football seems to be 

embraced by all sections of the British, and much of the world’s population. Sport 

globalisation allows different cultures to explore old and new identities and conflicts. 

Ensued the celebrated and overflowing worldwide coverage of sport, it helps football 

industry grow into a  potential leisure commodity for consumers to play or watch their 

favourite sports, but meanwhile the tendency leads on criticism of sport inflation.  

As the century proceeds, the commercial world pays more attention to sport’s 

cultural capital value to raise the global profile and appeal of corporate brands (Smart, 

2007). The popularity of watching football increased, but it has somehow turned 

football into a pure profit-driven leverage to run a successful business. Namely, 

everything about football, the club, football culture and the past, has all been exploited 
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in branding. Back in the days, football was popular for the way in which it symbolised a 

two-day holiday for mill and factory workers whose annual holidays totalled only eight 

days and as well as for the catalyst of reunion of family and friends (Horne et al., 2013) 

but it is not until the early 1870s that football had finally arrived as a spectator sport 

(Taylor, 2011). Although modern sports have retained the ritual parallels such as league 

matches, cup finals and championship seasons, the modern football in the UK was 

wrought by massive, new capital injection from pay-television stations, merchandise 

outlets and advertisers from the late 1980s.  

Thus, as a nation saturated with the strong class culture like Britain, going to a 

football game is more than a straightforward leisure choice but an articulation of 

identity. This may start at a very young age and pass down as the social habit 

generations after generations. What has passed becomes tomorrow’s history. Sport is 

not stagnant, but is always evolving with time. 

Spectacles that hark back to a purified version of the sporting past become 

highly desirable and produce positive and strong emotions such as nostalgia and it has 

been used as the sanitizer of the complex and problematic sporting past, which is 

largely ignored in the public displays. Shields has addressed that consumption is a form 

of social exchange through which commodity has become valued for their aura of 

symbolic meanings and values, rather than their use or exchange value (Shields, 1992). 

It is the occurrence and texture of the collective gathering of football crowd that 
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fascinate people the most, and nostalgia has played an extremely critical role in the 

destination making.  

Construction of nostalgia and destination  

Nostalgia has been integrated into tourism greatly, both in terms of marketing materials 

and the way destinations have been renovated all around the world  

(Dann, 1994), based on the fact that the present we claim to own proudly today depends 

greatly on the sporting past. Urry explicates in his work on how people’s popular 

memories of a place, industry or social practice mould into a prevalent sense of 

nostalgia and transform from a potential documentation of remembrance into a 

commodified site in order to attract the majority of people from the society (Urry, 1996). 

Recognising the fact that sport attractions are not simply about celebration and 

veneration but also sites of education and memorialisation. By leveraging the history, 

the gaze is constructed through signs in various cultural styles. In conjunction with 

tourism, an industry features the collection of signs and the cognitive work of 

interpreting, evaluating, drawing comparisons and making mental connections between 

signs and the referents (Urry and Larsen, 2011).  

For people who have passion for sports, they are no stranger to the associations 

mentioned above. People may travel for plenty of reasons, but for sport tourists, 

something matters much more. Their destinations seem to be comparatively easier to be 

predicted and foreseen, comparing to the general travelling public. 
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Recognising the fact that sport tourists always have the yearning to return or relive 

a past period somehow cultivate an omnipresent and lucrative possibility of in sport 

tourism, to be more specific, nostalgia sport tourism. Nostalgia sport tourism provides 

sport tourists outlets to allege their identification by visiting, venerating and indulging 

themselves in an evocative shared-experience in sport museums, halls of fame and 

stadia (Gammon, 2002; Ramshaw and Gammon, 2005; Fairley and Gammon, 2006). 

What’s more, nostalgia sport tourism need not to be generated solely from fixed 

monuments and artefacts, but also from social experiences evoked in a manner to 

solidify group bonding (Fairley, 2003), because the latter relies more on the intangible 

factors which people assume that money cannot buy. Going back to where everything 

starts, the monetary investment is actually the very first thing that people contribute in. 

Even there is a strong linkage between nostalgia sport tourism and the cultural heritage 

of sport, the heritage is not necessarily to be admission free.  

The growth of sport-based tourist attractions depends heavily on the construction 

and representation of the sporting past, no matter how those sport tourism attractions are 

packaged, whether in the form of museums, halls of fame, stadia tours, or sporting 

events. The possibility of sport tourism is always undergoing a sea change. As has been 

mentioned above, the construction of those sport tourism attractions is based on a 

shared social or cultural purpose, categorising them as sport heritage and each of them 

is potentially complementary for one another.  

Let’s weigh up the forms of sport tourism attractions in the general run of things:  
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1. The sports museum is a significant contributor to the broader tourist attraction 

market and a persuasive instigator of nostalgia by displaying all kinds of miscellaneous 

heritage connected to sport (Fairley and Gammon, 2006). Not far from the arrangement 

of sports museums, sports halls of fames are also the consequence and instigator of 

nostalgia.  

2. Unlike museums, hall of fame focuses on more about exhibiting outstanding 

players, glorious record and sporting paraphernalia. Both forms of sport tourism 

attraction with historical framing can generate and mitigate the nostalgic motivation that 

decides who choose to visit (Fairley and Gammon, 2006). Underpinned by my 

observation, it is not uncommon to see the integration between these two attractions 

incorporating characteristics from one another. The all-in-one kind of exhibitions that 

combine both regular museum exhibits and halls-of-fame is a prevailing phenomenon in 

construction and representation of sport attractions nowadays.
4
  

The reason why I want to put an emphasis on the stadium tour is based on what I 

have observed from a majority of the present-day football clubs that are inclined to 

brand their stadium tour as all-encompassing nostalgia-based sport tourism experience. 

Club policy makers are totally aware of the fact that stadia represent huge emotional 

receptacles and contain highs and lows of spectators’ memories and this sort of 

                                                        
4
  Such arrangements are seen in every sports-related museum that the author had paid a visit to, as listed 

below: Wimbledon Lawn Tennis Museum: London, UK; The Arsenal Museum: London, UK; LFC 

Museum: Liverpool, UK; National Football Museum: Manchester, UK; Manchester United Museum: 

Manchester, UK.  
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attachment is irreplaceable for those who have emotion anchorage to the club. A multi-

textured backstage access is intentionally designed to attract the outsiders and generate 

profits as much as possible. Sport tourists or fans don’t fancy visit every stadium in the 

city, but the stadium they identify with. Thus, it is credential for a club to have an 

accredited brand image in the global context, but that really depends greatly on the 

meditation and the reinterpretation. According to Gammon and Fear, the stadium tour 

represents an opportunity to be reminded of the great deeds of yesterday while offering 

an authentic insight into areas normally reserved for the very privileged (Gammon and 

Fear, 2007). The idea of going behind the scenes coincides with the appeal of tourism, 

because tourism permits our ‘everyday masks’ to be discarded, offering opportunities to 

explore different identities and take on new roles. As Edensor has observed, the kinds 

of postmodern staging have proffered a realm of improvisation and contestation for 

tourism, where tourist practices and attractions synergise to theme the tourist space in 

highly commodified ways (Edensor, 2001). Additionally, the notion of synergistic 

theming coincides the term of creative turn (Richards, 2011) in tourism studies, which 

will be further discussed in the next section.  

Creative football tourism in bloom  

The emergence of creative tourism reflects the growing integration between tourism and 

place-making strategies. In football industry, the once known as passive fans have 

become more and more spectacular in expressing their allegiance in commodification 

of sport. Ostensibly, the commodity gives football fandom new meanings, memories 
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and values, as the football culture is always being produced, reproduced and relived, but 

the truth is that a lot of the times, people are set to see what has arranged to fit the 

tourist gaze of heritage in the first place. Is it possible for a tourist to be fully detached 

from the politics of representation? Since tourism is understood as manifestations of the 

relationships between tourists one way or another, what they see and how their 

interaction relationships evolve could be a key factor to connect disparate experiences 

(MacCannell, 1999), because the assumption is often made that football provides the 

common languages and motifs, required for expression of identity. How to retain 

football club’s distinctiveness in the era of football commercialisation becomes an art of 

manipulation, especially for those elite league clubs.  

The generation of extended cultural tourism and creative tourism dedicates to the 

employment of creativity, which shifts focus from the tangible heritage towards the 

intangible heritage and in the meanwhile, find greater involvement and interaction with 

the destinations in everyday lives (Richards, 2011). Stadium experiences are being 

produced in mass forms of consumption, making everything purchasable in an appalling 

fashion.  

Stadium as Janus-face creative space 

The initial motivation for travelling has never changed. Tourists always pine for getting 

involved with the society and experiencing a new culture in a deeper level (MacCannell, 

1999). However, owing to the fact that moving between countries and countries is not 
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as arduous as it used to be, the distinction between tourism and everyday life is 

obscuring. MacCannell has suggested that tourist attractions are signs which are 

formulated through the relationship between a sight marker and tourist (MacCannell, 

1999).  

Take the football stadium as an example, the building itself is an instrumental 

architecture, but it has slowly turned into a touristic spot for its growing iconic appeal. 

The architecture in the system of capitalism is a pure product just like any other 

commodity that promotes the generation of profit, the increase of production and the 

stimulus of consumption (Klingmann, 2007). Stadium becomes a medium connects the 

face-to-face interaction and the construction of memory. Even the experience inside the 

stadium has grown to be a form of mediation wherein human interaction is regulated 

and sold as a leisure commodity.  

Popular culture is defined as essentially contradictory and paradoxical, where 

semiotic conflicts or sign warfare never cease in commodification of sport. To rail 

against the profit-driven tendency, Smart has proposed that sports are more than 

universal signifiers which not only ‘travel across borders’, rise above difference of 

politics, culture and religion, but also promote a positive feeling of a shared experience 

and a sense of common meaning (Smart, 2007), but unfortunately, the meaning has 

become an utter sign-generator, turning almost everything about football for the sake of 

making profits. 
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Architecture has become part of the system of signs that perpetuates distinction 

among different lifestyle attitudes, creates or moulds identities through the consumption 

of visual and emotional stimuli (Klingmann, 2007). In addition to the features 

mentioned above, football stadium also functions as a means to conduct people’s 

behaviour. As such, it is often acknowledged that football stadium serves more than 

projecting a place to people, but at the same time it provides a potent vehicle for 

collective identification in which modern rituals take place (Bale, 1993). Making a trip 

to an empty stadium when there are no sporting events seems to be enigmatic for sports 

lovers, not to mention for those who barely have interest in sports. How the ‘place myth’ 

is formed in a socially selective way requires a fair amount of cultural capital to find 

pleasure in the dead scenery (Urry, 1995), because the destination brand is no different 

than the other brands. The destination image has to be introduced in the first place 

where structured power relations are always accorded to the football clubs and its city, 

reflecting football’s complex structural relations to wider social system.  

The destination’s brand is not solely about its name, logo, or slogan, but refers to 

the overall impression which is evoked in the minds of potential tourists with its 

functional and symbolic elements (Chalip and Costa, 2005). Structures of buildings, 

representations of power and cultural capital embed altogether in the fabric of 

architecture and lead to the formation of a prevailing ideology mediated through bricks 

and mortar. Fiske also shares what he has noted, almost all popular audiences engage in 

varying degrees of semiotic productivity and produce meanings and pleasures that 
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pertain to their social situation out of the products of the culture industries (Fiske, 1992). 

However, the representation and over-mediation of sport have over-generalised the 

stadium and have made every stadium look almost identical. Giulianotti (1999) suggests 

that contemporary association football stadia have been subject to a process of 

‘mallification’ that coerces football into exploiting their supporters by turning them into 

loyal consumers.   

If that’s the case, what kind of the linkage identifies Anfield as a visitation-worthy 

destination in Liverpool? Why is Anfield the destination that one travels to, instead of 

visiting the other football clubs? How does the visitation worth value unfold during the 

stadium experience? In an epoch that people are always hungry for uniqueness, how 

does Anfield attempt to endow visitors’ with autonomy by providing a seemingly 

exclusive experience, but, in fact, a sheer scripted orchestration?  

Frankly speaking, Anfield is not a modern and fanciful stadium as other newly-

built stadia in Britain, such as Wembley Stadium
5
, Emirates Stadium

6
, and so on. How 

to pinpoint Anfield remains to be discussed further, because on the one hand, Anfield is 

yet to be a heritage and on the other hand, Anfield is not necessarily defined as the 

iconic architecture. How is Liverpool FC and its supporters’ history woven into the 

                                                        
5
 The old Wembley Stadium got demolished in 2003, and the new stadium finally got completed in 2007. 

Wembley Stadium is, after Camp Nou (home ground of FC Barcelona), the second largest stadium in 

Europe and the standard playing venue of the English national team. 

6
 To expand its home ground of Highbury, Arsenal FC began its relocation in Ashburton Grove in 2002. 

Due to financial difficulties, the relocation took extra years to finish. Finally, with the sponsorship from 

Emirates Airline, the stadium finally completed relocation in 2006. 

 



 

21 

fabric of Liverpool and the way how Anfield is being displayed are to be further 

explored in the later chapters. 

II. Heritage and Memory 

The section will first discuss the representation of sport heritage and explore how the 

representation of heritage changes as time goes by, memory fades out and identity 

builds up in the epoch of commercialisation. Last but not least, it is worth delving into 

what kind of values are being displayed and transmitted through the heritage and the 

memory related to it. As the past has become a profitable selling commodity, the 

following discussion will unfold how the mechanism of creativity is embedded and 

applied assumingly to ameliorate the homogenised representation of sport heritage by 

constructing of a home from home from social and cultural perspectives. 

 Representation of sport heritage  

History has been gathered up and presented as heritage because it is often 

acknowledged that meaningful pasts that should be remembered; and more and more 

buildings and other sites have been called on to act as witness of the past (MacDonald, 

2009). In the face of the world full of plurality, heritage sites endeavour to claim 

themselves as qualified heritage worth seeing by various ways of mediation and display. 

As such, Ashworth et al. indicate that there seems to be a basic difficulty in authorising 

discourses of heritage, because heritage and its messages could be multi-vocal, relayed 

simultaneously from many sources and both public and private at many scales 
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(Ashworth et al.,2007). Heritage can be, contradictorily, an instrument for social 

fragmentation and as well as social cohesion. However, in the particular context of 

heritage tourism, the past is excessively sanitised to meet the demand of the 

contemporary world service economy and what people perceive and see might be a 

completely scripted spectacle with the staged authenticity as the sanitizer.  

 Entanglements between identity and memory raise the questions about practice 

of selection, preservation, cultural comparison and witnessing (MacDonald, 2009). 

Despite of the increase interest in the heritage from the travelling public, sports heritage 

attractions are still the other, receiving too little attention for its interpretive complexity. 

The growing body of sports studies helps us to understand how sport is often put to 

work as an expression of recent political economic transformation towards the 

construction of sporting experience which has also become a vehicle of mediation. 

Sport heritage is part of the wider cultural landscape that often seeks to remember, 

enliven, teach, create personal/collective legacies and enhance the value of places for 

communities and society as a whole (Ramshaw, 2005). Landscape elements act as, as 

suggested, specialisation and compartmentalisation of power and memory, resulting in 

the fluctuation of power relationships when it comes to maintaining the discourse of 

sport heritage.  

As it is often suggested, sports constantly evolve with social involvement and time. 

We have arrived in an era of standardisation where our daily routines, desires and 
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leisure activities synchronise with the rhythms of the machine. Museums, as a result, 

have become the demonstrative chronicles that help people to relive the memory and be 

in the past once again. According to Moore, museums of sport are generally a relatively 

recent phenomenon in the UK (Moore, 2008). In the 1990s, British football has 

witnessed a noticeable increase of the practices of commemoration and memorialisation, 

which have become central taken-for-granted features of British football culture within 

the last two decades. It was also the period that museums have become the natural home 

for the collections so as to help the public remember the past. This situation typically 

involves the promotion or valorisation of a specific history, but also the politics of 

memory and representation of heritage  

The debate of ways of seeing the stadium is more than the exhibition displayed in 

the museum and the politics of representation does not end at the doorstep of the 

museum. Therefore, I intend to open up the discussion about those little considered 

establishments such as the naming of grandstands and roads, the erection of statue, the 

practice of living memorials, the building of informal shrines, the frequent holding of 

minute silence and other rituals. We have ignored the cultural meanings behind those 

rituals for far too long in the late modern football culture, because normally we just do 

as what others do.  

To locate sport heritage in a cultural context, I have drawn upon on the notion of 

the cultural landscape. The cultural landscape, together with the signs and symbols, 

plays a crucial role in legitimating particular political and social orders, and in 
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contributing to narratives of group identity (Whelan, 2005), but chances are that sites 

may find themselves being interpreted and mediated not the way they want in the 

representation of heritage sites.  

Sport heritage attractions are not only potent tourist attractions in their own right, 

but also powerful creators and protectors of particular heritage values and outcomes by 

addressing themselves as sites of organisational propaganda, sites of worship and 

pilgrimage, and sites of cultural and economic consumption (Ramshaw, 2009). One 

man’s Utopia might be another man’s dystopia and stadium probably exemplifies this 

metaphor the best. In Bale’s opinion, it is often understood that most of the people 

regard the stadium as a religious shrine and a mediator to contextualise their love of the 

place and their sense of the place-loyalty in order to strengthen their bonding with 

places, but we cannot underestimate that football could possibly constitute a nuisance 

and sometimes generate real fear (Bale, 1993).  

In the 1980s, the public, within and without England, had a strong inclination to 

see the English football stadium as a place of violence and social malaise rather than a 

place of the social solidarity. Indeed, the fan-generated violence in England from the 

mid-1960s to the early 1990s created occasions of weekly social unrest to a degree 

almost unknown in a politically and economically stable state (Robinson, 2010). The 

patterns of popular commemoration emerged since the 1980s, which problematizes the 

impression of football stadium.  It can be seen as a salient and quasi-religious position 

in urban city landscape where modern rituals and pilgrimages take place, but on the 
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other hand, it may be a place of trauma, especially in Britain, the world hub of football 

memorabilia. The following section will move on to the discussion about memory 

politics and how the memory politics affects the ways of perception.  

Always on your mind: Selective remembering 

History and heritage are cultural products and social constructs that conjoin our 

received identities and imagined affinities of time and place (Hollinshead, 2002) and the 

memory derives from which, stays with us ever since. The sporting past is part of our 

here and now, intertwined with the complex fluidity and inter-textuality of remembering 

and memory accumulation. Research in tourism studies shows that tourists travel not 

only seeks for the experience, but also for the sake of making every moment counts.  

The ways to display is never just representations of incontestable facts, but always 

involves the cultural, social and political implication to be presented and gazed upon 

(Macdonald, 1998) and prepare us with the pursuit of what never really was, a longing 

for becoming nostalgic. The commercialisation of nostalgia teaches us to miss the 

things we have never lost, alluring us to beautify everything in the past, no matter how 

dreadful the situation was back in the days. Through consumption, we seem to forget 

the trauma when all the sorrow evaporates in an instant with the expense and what 

remains with us is the soothed feeling and the commodity we have bought for past-

evoking.  
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What we keep in our mind is unlikely to be a plain truth, because history always 

undergoes a process of tenderisation for a wider or fresher mixture of contemporary 

uses and consumption, connecting to the broader socio-political concerns (Hollinshead, 

2002) and people could be quite selective on remembering and forgetting.   

The notion of home is powerful and widespread in sport. In the scope of sport 

tourism, the concept of home is both culturally and economically important in the 

representation of sport heritage. Robinson has drawn attention to examine the role the 

stadium has played in transforming perceptions of English football from outside the 

game, as well as how practices and rituals that occur inside the stadium have extended 

beyond football (Robinson, 2010). It would not be an exaggeration to say that, at least 

in England, football stadium is considered as home to its supporters in a metaphorical 

way. Referring to what Ramshaw and Gammon have indicated, the construction of sport 

heritage and stadium tours might have become the most obvious and structured 

experiences for visitors to engage with (Ramshaw and Gammon, 2010) and probably 

the easiest access to take part in. The notion of home, sports-wise speaking, often 

combines both the literal and the spiritual meaning, as stadium is a tangible location of 

bricks and mortar where games, traditions and rituals are actually practised on site 

(Wood, 2007). Having said that, the construction of home en masse causes more and 

more people realise that they are encountering troubles in finding the uniqueness in 

sport heritage tourisms. The television, international transportation and the Internet have 

suggested that today and in the future fandom can and will exist as a community 
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without propinquity (Bale, 2000). It seems that the distance is sheer imagined and 

surpassable without making a physical presence and the community of fans is being 

liberated from a confined frontier, such as a city.  

Served as the analytical lens, the notion of sports commodification has turned the 

sporting past into a collectible commodity and has transformed stadia from repositories 

of collective memory to memory-work tools. There is nothing we can do about the past, 

so why are we so attached to it? What do we obtain from buying a sporting experience? 

With the more and more increase interest in tourism and the greater recognition of sport, 

we can see that sport stadium is becoming more readily integrated and accepted as a 

fundamental component of the leisure industry and tourism (Stevens, 2004), but how 

does a stadium ensure its consistent distinctiveness and keep its appeal to the public will 

be something I wish to inquire into in the next section. 

Creative turn in representation of heritage 

As has been discussed above, meaning and memory have the capability of transforming 

neutral spaces into sites of ideology and generating a sense of collective identity by the 

creation of a shared past, whether it exists or not, that stirs up the politics of power and 

identity (Whelan, 2005). The dominant predilection of consumption put the 

representation of sport heritage into a limbo, because sport heritage sites start to share 

no difference between one another.  
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Collecting is a significant feature in football fan culture and tourists are equally the 

same. It is important to collect authentic experiences in which people find meanings and 

anchorage to make sense of their lives. Football industry has capitalised on the 

proliferation of consumer goods, but has also suffered from the homogenisation. Thus, 

the call for the creativity touch becomes an urgent need to ameliorate the inherent 

opposition between culture and commerce.  

Creativity is seen as a process which creates new cultural forms in a position to 

develop innovatory new cultural products and to nourish the cultural economy 

(Richards and Wilson, 2006). An enormous range of material has been produced to give 

football fans the access to display the objects of fandom, such as football replica jerseys, 

accessories and all sorts of endorsed products. In modern society, MacCannell has 

pointed out the fact that the commodity has integrated into the fabric of everyday life 

(MacCannell, 1999), while on the other hand, from the standpoint of nostalgic reflection, 

Fairley explains that the liminoid social experiences and the focus of associated 

memoires do not only depend on the sport itself, but also on the important social (or 

group) relationships (Fairley, 2003), because memories of group experience are also 

related and anchored to one’s identity. 

Group experience includes intangible heritage practised at the stadium, such as 

club anthems and particular chants, legitimises specific heritage discourses that are 

important for the commercial success of the stadium. Through the particular discourse 

of power generated from those new cultural forms, sport heritage sites are constructed 
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and developed once again in the context of commodification. Football fans are being 

put in a tricky position: They choose to consume their favourite sport, but at the same 

time, they are being consumed as they are part of the commodity, the intangible and 

highly-mediated one.  

Garnham calls attention to struggles happening in the society doesn’t restrict 

between economic power and material distribution, but also intertwines with the desire 

for recognition from sub-cultures groups and legitimation of their entity in face of a 

society dominated by the strong cultural hegemony (Garnham, 2005). In terms of 

tourism, the creative turn has turned tourism into a creative arena for the development 

of skills and performance (Richards, 2011), but creating bias as guides transform 

themselves into products and services of greater mediation. The symbolic economy of a 

site relies on the physical assets and also the series of contrived experiences, which 

result in a paradox of uniqueness that only concentrates on the upscale consumption. 

Will creativity be the solution to the mediocre (re)production of culture and experiences? 

Creative power in architecture 

Architecture can be seen as material ideology which attempts to shape bodily 

comportments and ways of seeing (Macdonald, 2009) and its power over people tends 

to be disregarded by us. The performative and place-bound character of tourism unfolds 

considerably through architecture in two directions: spatial production and social 

production. However, it is not one-sided relying on the hard infrastructure, but also 
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depends on the inter-mediator. The inter-mediator is needed to tell the audience what is 

important about, what has happened, what to look for and what to experience so as to 

(re)discover and (re)construct a cultural heritage or a social identity (MacCannell, 1999). 

Performative conventions and normative choreography are carried out both by visitors 

and guides under the power of the organised space. 

The role of tour guide is seen as a performance, which requires the collaboration 

from the tourists in order to complete the performance. However, the existence of the 

guide could be a filter that decides what should be seen and remembered in advance. 

Moreover, according to Bæ renholdt et al., they also address that tourist places are 

produced by the cooperative efforts of territorially defined relations and by mobile 

interactions among tourist industry, tourist organisations and tourists across places and 

boundaries (Bæ renholdt et al., 2004). As today the production of experiences does not 

necessarily depends on the organiser, tourists pick up the role as the co-maker, a dual-

role combined with consumer and producer.  

The staging of experience will not be harmonised, if it only depends on either 

guides or visitors. As tourism is seen as a distinct complex of services, tour guides have 

become speakers of referential discourse about sight features and motivations for 

tourists to get more involved with the engagement in expressive and phatic discourse 

(Fine and Speer, 1985). The making of the experience cannot be accomplished if either 

of them doesn’t exist, because the texts need to be consumed and deciphered by the 

people with the right cultural capital with politics involved. 
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Experience economy as commodified products 

Following by the examination of hard infrastructure and human dimension in producing 

of experiences in last section, I would like to open up some ideas on consumption 

whether the socialisation has surrendered to the pure commercialisation of culture. This 

is not a recent phenomenon as Crang points out in the end of twentieth century, in an 

image-dominated post-modern society, tourism-related employment performances of 

commodified products are not simply imagined constructions, but also are temporally 

and spatially constituted constellation of embodied social practices (Crang, 1997). The 

exterior outlook becomes way too decisive on sorting out the identity crisis, as people 

always seek for being different from others but at the same time they still want to be 

identified with like-minded people to gain the sense of belonging through a great deal of 

conspicuous consumption.  

Still we cannot underestimate that the architecture has become part of a system of 

signs that perpetuates distinctions among different lifestyle attitudes by reflecting and 

promoting social values (Klingmann, 2007). Consumption shows who you are and what 

sort of lifestyle you are leading. In connection of football, stadia have been endowed 

with the prowess to evoke and summon the crowds as the prevalent usage for an 

articulation of identity, in which we can see that the stadium has become a social tool to 

connect with the society. In the next section, I will delve into two groups of people: 

sport tourists and fans, and how they leverage their influence on the making of 

experience. 
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III. Sport Tourists and Fans 

The last section of this chapter begins with the debate on the transformation of fandom 

and further connects to the autonomy of sport tourists and fans, which they seem to be 

endowed with the ability of being the co-producer with both their on-site and off-site 

presence. Last but not least, the discussion ends on the exploration of struggles between 

fans and consumption from cultural and social perspectives.  

Transformation of fandom 

Spectatorship practice has spread out into everyday life. Abercrombie and Longhurst 

(1998) suggest that there are three types of audience, the simple audience, the mass 

audience and the diffused audience. Living in the information-saturated era, the 

boundaries to classify the audience begin to dissolve. A football fan is possibly to cross-

cut all three audience types.  

Everyone is all fans of something. Stereotypically, fandom is seen a psychological 

symptom of a presumed social dysfunction with the obsessed individual and the 

hysterical crowd (Jenson, 1992). However, this sort of impression of fans might be 

outdated in the present day.  

Fans are, in fact, active producers and consumers, who always decode, encode and 

appropriate their fan knowledge in the whole meaning-creating and value-enhancing 

process. Bale also argues that a community of fans is a social network of interacting 

individuals but it is not necessary for such a community to be concentrated in a defined 
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territory such as a city (Bale, 2000). Without fans, football will be completely different, 

because much of football’s appeal as a spectacle comes from the crowd itself. However, 

a lot of their behaviour has become a sheer mediation, of their garments, singing, 

cheering, swearing etc. Gradually, these spontaneous and individual gestures have 

become more and more organised but also have been appropriated in the context of 

sports consumption. It certainly has set up a stage for amplifying a commonality of 

emotions in actions, but unfortunately, all the performances are not admission-free. 

Transnational social relations have come to be routinised within football. Most 

football clubs have greater interconnections with other nations, such as through the 

recruitment of migrant players and the attraction of foreign fans (Giulianotti and 

Robertson, 2007). Intensified dependency between the local and the global changes the 

demography of football fans drastically. Clubs endeavour to create a carefully 

constructed series of thematic and branded consumption experiences to boost their 

revenue. Supporting a club somehow becomes a lifestyle-maker.  

Sport tourists and fans on the move 

Tourism is considered as a range of performances that tourists bring particular contexts 

to enact the roles to display, transmit the cultural power and inculcate the ongoing 

process of (re)construction of self in touristic space (Edensor, 2000). According to 

Gammon and Robinson, they have classified sport tourists to either ‘hard’ or ‘soft’ 

participants: A hard sport tourist travels for either active or passive involvement in 
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competitive sport while a soft sport tourist is primarily involved with sport tourism as a 

leisure pursuit (Gammon and Robinson, 1997). A hard tourist participates in active 

activities such as parachuting, rowing, running etc while a soft tourist is involved with 

less active activities such as spectating a sporting event, visiting a stadium etc. Active or 

not, as we have mentioned earlier, tourists seem to be entitled with autonomy on the 

making of experience. The essence of creative tourism appears to lie in activities and 

experiences, as some may suggest, but the crucial part would be the display of self-

realisation and self-expression in which tourists become co-performers and co-creators 

during their visitation (Richards, 2011). Sport tourists and fans are growing to be the 

off-site marker, suggesting wherever they are; there is the atmosphere that one is 

looking for. Also, global football fandom is facilitated principally by media connectivity 

or indirect socio-symbolic ties, such as when a favoured foreign player joins a specific 

club and has made the interconnecting ties between football clubs and fans. 

The changing structure of society has changed the historic working class football 

club relationship and has led to an increase in middle class occupations, with some 

football fans becoming obsessive in consuming, producing and even transforming 

themselves into texts (Cleland, 2010). The conspicuous consumption is, in reality, a 

rather complex and critical issue in fans’ behaviour, because fans seem to push 

themselves to strengthen the appeal of stadia and cast an enticing form of personal and 

collective meanings to attract the pilgrims and the sport tourists unwittingly.  
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To date, the overlapping roles of fans and sport tourists have developed stadia into 

hospitable venues where spontaneous comings-together spring up, since stadia 

endeavour to satisfy as many visitors as possible. It shares a great resemblance to the 

conventional touristic spots, as more and more stadia start attracting visitors in a similar 

fashion in the context of sport consumption (Gammon and Fear, 2007) in the world full 

of events and performances for those who are either gazers or gazees (Abercrombie and 

Longhurst, 1998). Moreover, Urry and Larsen have also proposed that gaze can take 

two forms, the romantic and the collective, and this distinction leverages how these 

tourism-related industries are developed to meet and guide different kinds of gazes 

(Urry and Larsen, 2011). That is to say, whoever is involved in the stadium experience, 

the representational and performative role will always be signalled, formed and 

negotiated through bodily movement and emotion exchange. Individuals under 

mediation have become diffuse audience performing in their quotidian lives and 

observing the performances of others at the same time, both in a material and an 

immaterial way.  

Indeed, football stadia have mutated as stages where conspicuous consumption 

happens such as image-selling and experience-packaging on site and off site. It is one of 

the reasons why I try to put forward a re-evaluation on football consumption in the 

context of football heritage tourism. 
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Football club and its communities 

Historically, football clubs in England have deep roots in their communities based on 

mutual support, but professionalism of football creates friction between football clubs 

and communities. Those critical issues derive from the complication of the ownership of 

football clubs and the commodification of football. 

Football clubs and their stadia are connected to their home city intrinsically, 

because, to some extent, the pride of the city and its surrounding area may rest on the 

success of its team(s). Home, as Bale terms, is a construction of fan identification that is 

tied with a particular team and the loss or change of ‘home’ is akin to losing part of 

oneself (Bale, 2000).  

Being exposed to overflowing global mediation, fan communities are far more 

diverse and community representation has become more and more complicated. 

According to Taylor, fan communities refer to groups of fans who identify themselves 

with the football club, although it does not depend on the area where the club is based 

as much as it used to be (Taylor, 2004). No fandom is territorially confined in the city 

anymore and fans are no longer expected to live close to a club or to attend matches in 

order to feel part of the club. What makes a group of like-minded people as a fan 

community is open to question. On the one hand, the emancipation from boundaries is 

beneficial for the clubs as they will not feel confined to the territorial boundaries 
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anymore, but it somehow brings out the serious sociological debates on football 

supporters’ protest against the various commercialising processes in recent years. 

When skilful consumption turns sour 

Since the 1960s, football’s political economy has undergone rapid modernisation with 

its star players and clubs being incorporated more deeply within wider commodification 

of popular culture (Giulianotti, 1999). Indeed, fans are considered to be specialist 

consumers and are capable of appropriating texts as an act of consumption of cultural 

goods to reclaim new instances of exchange-value (Hills, 2002), but on the one hand, it 

somehow suggests the vulnerability implemented on fans as an endless buying stream 

of club-related products. Improved catering and integrated amenities highlights a 

postmodern turn of the growing multi-functional football stadia (Bale, 2000) which is 

easy to tell by observing contemporary association football stadia that have been 

subjected to a process of ‘mallification’ (Giulianotti, 1999). As mentioned previously, 

the overlapping roles of fans and sport tourists might encounter several conflicts in this 

context. Sport tourists might only expect a well-organised itinerary for their holidays 

while for fans, all the orchestration tends to cause the loss of authenticity.  

In fans’ match-day experience, football crowds perform and display all the feature 

of communities and commonality when everyone co-presents together as one, even just 

for an ephemeral period. Football club is part of the local community, which in turn is 

part of fans’ identity but that identity has spread world-widely and gained global appeal 
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via TV, the web, and social media in a too-fast-to-digest fashion. In turn, fans gain 

nothing from the copy-paste pattern of fandom where the club and other international 

corps obtain all the revenue. Even though they always try to appease their supporters 

that the revenue is effective to help the club grow and keep the club successful and 

avoid the fact that the huge capital is actually backfiring to the delicate relationship 

between football and supporters. Wagg already noticed the problem in Premier League, 

saying that many of the games have already lost their soul to an alliance of 

merchandisers and inauthentic Johnny/Jackie-come-lately supporters and this have led 

football consumption to an over-practical (time, money etc.) rather than philosophical 

direction (Wagg, 2004). The club seems losing its role as vehicles for identity but more 

as a brand. The confusion about what football clubs are truly aim for and whose interest 

they serve is still questionable and we need to be aware of that the touch of creativity 

might have arrived to stagnation under the over-exploitation of emotion in order to 

produce memorable experiences.   

To conclude, history and time are crucial to a football club. In a global world, 

people have access to just about everything. Namely, there will always be plenty of 

decisions to make. Thus, it is worth furthering the understanding of how the Anfield 

Experience becomes fans/sport tourists’ first choice of stadium tour beyond the deep 

geographical and cultural root. How should we evaluate the fact that history and 

nostalgia are being overly used as a profitable selling point in sport tourism? What kind 

of memory is being produced and purchased in the Anfield Experience? 
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Drawing upon on the pertinent theories discussed above, the research seeks to 

tackle how the past of Liverpool Football Club is mediated and retold in the Anfield 

Experience and open up the examination of whether and how these two roles, fans and 

sport tourists, have been appropriated and consumed on the making of an authentic 

football experience? What has been preserved and articulated in the Anfield Experience? 

What makes the Anfield worth attending or possibly re-visiting in the near future? The 

intricate relationship between social practice of sport and architecture still remains the 

periphery of discussion. 
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Chapter 3 Methodology 

The chapter begins with the introduction of the research object, Liverpool Football Club, 

from the league it belongs to (Premier League), the club (LFC), its home ground 

(Anfield), the museum and the related memorials. By reviewing LFC history briefly, I 

want to hallmark why Anfield has a vantage point on the making of atmospheric 

experience based on what Liverpool Football Club and its supporters have been through 

in the past. For the second section of this chapter, I will explain the methods that I used 

in this research and conclude the chapter with the limitations I have encountered. 

I. Research Object  

Football Leagues in England 

Nowadays, the economics of sport are dominated by a power matrix that features top 

sports governing bodies, transnational corporations and global media networks 

(Giulianotti, 2005). The English football league system, also known as the football 

pyramid (See Table 3.1), is probably the most intensified power matrix among others. 

The football pyramid is a series of interconnected leagues for men's association football 

clubs in England, with six teams from Wales and one from Guernsey also competing. 

The system has a hierarchical format with promotion and relegation between leagues at 

different levels, suggesting that even the smallest club has the hypothetical possibility 

of ultimately rising to the very top of the system. However, we all know that the status 

quo is not as ideal as expected. Although those football teams are from different parts of 

 

http://en.wikipedia.org/wiki/Association_football
http://en.wikipedia.org/wiki/Promotion_and_relegation


 

41 

the country and may cause rival localities, the national league system provides a 

unifying framework in the scope of football (Giulianotti, 1999). Be that as it may, the 

founding of Premier League somehow ushered in a new era of football’s hegemony and 

swamped smaller clubs in lower leagues in modern football. 

 English Premier League (EPL), which Liverpool FC competes in, can be seen as 

a sphere of a transnational space of flows and has received the most appeal all around 

the world. The EPL was born as the FA Premiership in August, 1992, and its new 

broadcasters, BSkyB, seized the opportunity to rebrand the sport by using billboard 

adverts (Baimbridge et al., 1996. Cited in Millward, 2012). According to Ebner’s article, 

it is reported that The Premier League is the most-watched football league in the world 

(its TV audience is 4.7 billion) and the broadcast rights have been sold in 212 territories 

and there are none left to conquer (Ebner, 2013).  

Table 3.1 The English football league systems 

Level League(s) Division(s) 

1 Premier League 

20 clubs-3 relegation 

2 Football League Championship 

24 club- 3 promotion- 3 relegation 

3 Football League One 

24 club- 3 promotion- 4 relegation 

4 Football League Two 

24 club- 4 promotion- 2 relegation 

5 Conference National 
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24 club- 2 promotion- 4 relegation 

6 Conference North 

22 club- 2 promotion- 3 relegation 

Conference South 

22 club- 2 promotion- 3 relegation 

7 Northern Premier League 

Premier Division 

22 club- 2 promotion- 4 

relegation 

Southern Premier League 

Premier Division 

22 club- 2 promotion- 4 

relegation 

Isthmian Premier 

League Premier 

Division 

22 club- 2 promotion- 

4 relegation 

Liverpool Football Club 

Liverpool has strong historical claims as a dynamic and cosmopolitan seaport that 

nurtures the strong sense of Liverpool-ness through sport and popular culture. In 1892, 

Liverpool Football Club was born within and detached from its origin, Everton Football 

Club. Contrary to the more ‘local’ Everton, Liverpool has been revolving around 

symbolic and commercial notions as a comparatively ‘global’ club ever since. By the 

early 1900s, Liverpool has marked itself as an authentic footballing ‘hot bed’ at the turn 

of the century, comparable to any site in the football-mad north (Williams, 2001a). 

Shortly, Liverpool FC had become a relatively well-supported and ‘commercialised’ 

club for the period.  

Apart from the popular consciousness with football, featured a strident working-

class culture, Liverpool also has strong connections with Ireland and was being subject 

to a massive wave of Irish immigrants in the 19
th

 century (Boyle, 2001) that 

undoubtedly diversified their lived football supporting experience and the profiles of 

supporters on Merseyside. In the early 1960s, Liverpool FC was becoming the 
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international focus, because of the synergy between music and football in the city, the 

cultural inventiveness and the independent creativity generated from its fans (Ward and 

Williams, 2001) until the relative fall among the league football dominance in the 1980s.  

 Liverpool FC has directly involved in two significant tragedies, Heysel (1985) 

and the most striking one, Hillsborough (1989). The public mourning had engulfed the 

city in the aftermath of the tragedy. In the post-Hillsborough period from 1989, 

Liverpool’s major footballing power started to ebb. At the same time, football in 

England in the early 1990s had commenced to hum to the new rhythms of global 

capitalism to an increasingly internationalised market for both players and coaches 

(Williams, 2001a). Until the collaboration with the Granada Media and Leisure group to 

better manoeuvre the club’s lucrative internet rights, Liverpool FC finally had its own 

official website in Premier League by the end of millennium (Williams, 2001b). The 

core form of mediation and production continued to be material.  

Inside Anfield Stadium 

In the 1960s, new traditions for travelling and watching football began to emerge in 

Liverpool in the wake of the arrival of the more media-conscious manager, Bill 

Shankly
7
. The main Liverpool home terrace, Spion Kop (See Figure 3.1) has become as 

a spotlight for national and even international spectators. The grandiose theme song 

“You’ll never walk alone” aggregates the home fans to be involved as a part of the 

                                                        
7
 Bill Shankly, a former Scottish football player, is best known for his time as manager of Liverpool 

Football Club from 1959 to 1974. 

 

http://en.wikipedia.org/wiki/Liverpool_F.C.
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active text of a game. Williams concludes that the Kop also has near-unique relationship 

with the Liverpool players, marking off the great terrace as an emphatic public site and 

a collective cultural place for public expression and exchange among working-class 

people with their symbolic representatives (Williams, 2012). Following the public 

inquiry in the aftermath of Hillsborough in Sheffield, the Liverpool Kop finally 

succumbed to seats on 30
th

 April 1994, denoting that sport has finally moved on from a 

generally troubled period in the 1980s (Williams, 2001c). 

 

Figure 3.1 Kop Stand at Anfield
8
 

Memorial sites around Anfield 

The terrace culture has lost some of its passion and edge ever since. However, the 1990s 

is also the era that has witnessed a salient increase of the practices of commemoration 

and memorialisation within British football, particularly in Liverpool. Liverpool 

                                                        
8 Photo taken by the author 14th August, 2014. 
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Football Club is deemed a potent symbol when speaking of local Liverpool culture. The 

imbrications of football as religion intensified after Hillsborough. In the aftermath of 

Hillsborough, the pilgrimage to Liverpool Football Club’s Anfield stadium signifies not 

only a material practice to commemorate but also a performance of meaning-making 

and the construction of the football heritage. 

Generally speaking, football showed little enthusiasm for permanent 

memorisation, but the death of retired Liverpool manager Bill Shankly in September 

1981 unveiled an interesting starting-point of new ways of popular commemoration that 

includes a fairly rich repertoire of commemorative practices (Russell, 2006). Apart from 

the temporary memorials such as accessories-wearing, anthem-singing, banners-holding, 

Liverpool FC had Shankly’s widow, Nessie, unlocked the gate as the first of the new 

generation of permanent memorials in August, 1982 (See Figure 3.2). The very idea of 

Liverpool Football Club, “You’ll never walk alone” has taken permanent form since 

then and has been transmitted all around the world. The stress on Anfield as a place of 

worship in Liverpool intensified and consolidated even more after Hillsborough. In fact, 

several memorials have been erected in memory of the victims of the Hillsborough 

disaster and it touched not only Liverpool, but clubs in England and Europe. The 

permanent memorial that is closest to Anfield, Hillsborough memorial, is placed 

alongside the Shankly Gate. (See Figure 3.3).  

The wave of setting permanent commemorations continued. On December 4th, 

1997, the statue of Bill Shankly (See Figure 3.4), created from bronze by Liverpool 
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artist Tom Murphy, was unveiled at the new Visitor's Centre in front of the Kop at 

Anfield. The pose, chosen specifically by Murphy, is a representation of the time, in 

1973, when Shankly and his team were parading the League Championship trophy in 

front of the Kop. A young supporter tossed his scarf onto the pitch in front of Shankly 

and an over-eager policeman kicked it away before being admonished by the great man. 

"It's only a scarf to you, but it's the boy's life."Shankly said. Then he picked up the scarf 

and tied it round his neck. Shankly’s philosophy was always about the people. Later, the 

club intended to reify Shankly’s spirit with the statue.  

The Paisley Gateway (See Figure 3.5) was a belated set of commemorative gates 

unveiled on 8th April, 1999, which is in front of the new Kop stand on Walton Breck 

Road. The establishment of the gate is in honour of a great former manager, Bob 

Paisley
9
. The Paisley Gateway was designed by with architects Atherden Fuller Leng, 

who also designed the Shankly Gates and the Hillsborough Memorial, which somehow 

brings out football’s tradition: continuity based on memory construction. 

                                                        
9
 Bob Paisley was an English footballer and manager who had spent almost fifty years with Liverpool as a 

wing half, physiotherapist, coach and manager. He was appointed as Shankly's successor. 
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Figure 3.2 The Shankly Gate
10

 Figure 3.3 Hillsborough Memorial
11

 

 

 

Figure 3.4 Statue of Bill Shankly
12

 Figure 3.5 The Paisley Gateway
 13

 

  

 
 

                                                        
10

 Photo taken by Steve Parry in 2011. 
11

 Photo taken by the author on 17th August, 2013. 

12
 Photo taken by the author on 18th August, 2013. 

13
 Photo taken by the author on 18th August, 2013. 
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LFC Museum 

On the Kop stand’s end houses the Liverpool FC museum. The latest Liverpool FC 

Story Museum is renovated from the old club museum and re-opened on 23
rd

 October, 

2013. The museum contains Halls of Fame dedicated to stars of the past and present 

into four sections: Midfield Maestros; Attack, Attack, Attack
14

; Goalkeepers and 

Flatback Four
15

, trophy exhibition and photo-shooting area. Each area is curated for a 

specific period of club history representation, prolonging and reinforcing the popular 

bits of memory.  

Next to the museum is the Boot Room Sports Café (expense excluded from the 

admission fee to the museum) where the club has decorated the space with Bill Shankly 

Exhibition featuring his memorabilia in order to accomplish and sell a well-themed 

football heritage experience (See Figure 3.6 and 3.7).  

 

 

Figure 3.6 The interior design of Boot 

Room Sports Café
16

  
Figure 3.7 Boot Room Sports Café 

online advertisement
17

 

                                                        
14

 The section dedicated to Liverpool FC defenders. 
15

 The section dedicated to Liverpool FC managers. 
16

 Retrieved from: http://www.liverpoolfc.com/ [Accessed on 10th July, 2015]. 
17

 Retrieved from: http://bootroom.liverpoolfc.com/restaurant [Accessed on 10th July, 2015]. 

 

http://www.liverpoolfc.com/
http://bootroom.liverpoolfc.com/restaurant
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II. Methods  

The chapter proceeds on the illustration of methods used in this research. Three 

methods are adopted in this research: field work, document analysis and interviews. 

Each will be introduced and demonstrated in detail. Then I will elaborate on the data 

collection process, especially the reason why I want to collect data from different 

sources to answer my research questions: a combination of document evidence and 

semi-structured/in-depth interviews. In addition, data were not quantified at any stage, 

as the intention was to explore the issues of how. 

 As mentioned earlier, the research is trying to locate football heritage in the 

imbrications of football industry and football tourism. Both fans and visitors have 

played an essential role in each field respectively. However, in sports tourism, these two 

roles (fans and tourists) have integrated as one. By carrying out fieldwork, I aim at 

collecting first hand data as much as possible and trying to feel what people perceive 

during the experience so that I can better illustrate the production of the football 

heritage experience of Liverpool FC. 

Fieldwork 

Liverpool Football Club has provided an array of stadium tours, including Stadium 

Tour and The LFC Story, Matchday Tour and The LFC Story, Off Peak Stadium Tour 

and The LFC Story, Legend Tour and The LFC Story, The Anfield Experience and The 
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Ultimate Anfield Experience. After a detailed comparison between those tours (See 

Table 3.2) I have chosen the Anfield Experience as the main case study for the research. 

The Anfield Experience contains the elements to compose a particular 

experience in its own niche such as having a luncheon in the executive box and having a 

chat about old times in company of fellow fans and former Liverpool FC players in an 

easily accessible fashion to the general public
18

. Take another type of stadium tour that 

the club offers for example, The Ultimate Anfield Experience. The visitors will engage 

a training session with Academy Coaches and Legends on the pitch, which could be a 

technical barrier that hinders visitors to enjoy the stadium tour fully. 

Table 3.2 Types of stadium tours offered by Liverpool Football Club 

Type of stadium tour Content of the tour Price (Adult) 

 

Normal Stadium Tour and 

The LFC Story 

(1) One hour exclusive behind the 

scenes access to Anfield - the home of 

Liverpool FC. 

(2) Touch the world famous 'This is 

Anfield' sign. 

(3)Visit the Anfield Press Room. 

(4)View the Home Team dressing 

room. 

(5) Take a seat in the Manager's dug 

£17 

                                                        
18

 Neither Liverpool FC membership nor football skills is required for attending Anfield Experience.  
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out. 

(6) Listen to stories from behind the 

scenes as told by our Tour Team. 

(7) Opportunity for souvenir photos. 

Matchday Tour and The 

LFC Story, 

Normal stadium tour itinerary takes 

place on a match day. 

£20 

Off Peak Stadium Tour 

and The LFC Story 

Normal stadium tour itinerary takes 

place in early mornings. 

£12.5 

Legend Tour and The LFC 

Story 

(1) Exclusive behind the scenes access 

to Anfield. 

(2) Choose from a selection of LFC 

Legends including Phil Thompson, 

Phil Neal, John Aldridge plus lots 

more. 

(3) Listen to insights and dressing 

room tales as told by the Legends 

themselves.  

(4) Fun filled question and answer 

session with your Legend guide. 

(5) Touch the world famous 'This is 

Anfield' sign. 

(6) Visit the Anfield Press Room. 

(7) View the Home Team dressing 

room. 

(8) Take a seat in the Manager's dug 

£35 
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out.  

(9) Opportunity for souvenir photos 

with your Legend guide. 

The Anfield Experience (1) Welcome refreshments at Anfield. 

(2) An exclusive guided Stadium Tour 

of Anfield including access to the 

press room and home team dressing 

room 

(3) Delicious three course meal served 

in an Executive Box overlooking the 

pitch and a visit from an LFC Legend. 

(4) Opportunity for souvenir photos. 

£75 

The Ultimate Anfield 

Experience 

(1)Welcome and Footballer's 

Breakfast with two of our famous LFC 

Legends. 

(2) Once in a lifetime training session 

with Academy Coaches and Legends.  

(3) Exclusive luxury transport to and 

from The Academy. 

(4) Fabulous three course meal in the 

Legends Lounge.  

(5) Guided stadium tour of Anfield. 

(6) Fun filled question and answer 

session with the LFC Legends. 

£245 
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The research has chosen the Anfield Experience as a type of stadium experience to 

illustrate how football heritage performs as a new creative genre in sports tourism. 

However, there is no guaranteed premise that sport tourists will share equivalent 

predilection as hardcore fans in experiencing Anfield and other Liverpool FC related 

heritage.  

The price for the Anfield Experience is 75 pounds for an adult and 45 pounds for 

a child under 14 years old. It approximately takes five hours or so for each experience 

(Detailed itineraries shown in Table 3.3). 

Table 3.3 Itineraries of two Anfield Experience the author has participated in 

1
st
 Visit on 27

th
 July, 2013 2

nd
 Visit on 29

th
 August, 2014 

Your legends on the day will be Ian 

Callaghan and Alan Kennedy. 

 

10.15 – Guests to arrive at The Centenary 

Stand Reception for welcome 

refreshments and Check in.  

 

10.40 – Briefing by a member of LFC 

staff before being escorted to LFC 

Museum and Tour Centre. 

 

11.00 – Tour of the Historic Stadium and 

Your legends on the day will be Jimmy 

Case and Alan Kennedy. 

 

08.45 – Guests to arrive at The Centenary 

Stand Reception for welcome 

refreshments and Check in.  

 

09.20 – Briefing by a member of LFC 

staff before being escorted to LFC 

Museum and Tour Centre. 

 

09.30 – Tour of our Historic Stadium. 
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visit the Museum and Megastore. 

 

13.00 – Arrive back to Centenary Stand 

for a drink and lunch in the Executive 

Boxes. 

 

13.15 – Enjoy a wonderful 3 course lunch 

in one of our Executive Boxes 

overlooking the pitch.  

 

14.30 approx – After lunch, a Question 

and Answer session and signings will 

take place with LFC Legends. 

  

16.00 approx – Vacate with Unique LFC 

Gift and fabulous memories of your 

Special Day at Liverpool Football Club. 

 

 

 

11.30 – Arrive back to Centenary Stand 

for a drink and an Exclusive Photograph 

as your gift with your Legend for the day. 

 

11.45 – Enjoy a wonderful 3 course lunch 

in one of our Executive Boxes 

overlooking the pitch.  

 

13.15 approx – After lunch, a Question 

and Answer session and signings will 

take place with LFC Legends. 

  

14.30 approx – Vacate with fabulous 

memories of your Special Day at 

Liverpool Football Club. 

 

As shown above, we can have a rough understanding of the Anfield Experience, as for 

the debate on how sections leverage the production of representation and memory-

construction will be analysed in later chapters. 

I have visited Anfield five times for different types of stadium experience, 

including two ‘Anfield Experiences’, one Legends Tour, one football match (accessed 

from the membership ticket sale) and one football match with hospitality package. The 
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dates for five field works are: 27
th

 July, 2013 (1
st
 Anfield Experience), 17

th
 August, 

2013 (football match accessed by membership ticket sale), 18
th

 August, 2013 (Legends 

Tour), 29
th

 August, 2014 (2
nd

 Anfield Experience) and 14
th

 September, 2014 (football 

match with hospitality package). I have spent about 6 hours for each visit to Anfield on 

my own and participated different sort of programs as mentioned above. 

Besides the environs of Anfield mentioned above, I have also capitalised on the 

sojourn in England to visit Hillsborough Stadium (The home ground of Sheffield 

Wednesday where Hillsborough disaster happened) in Sheffield, which is directly 

related to Liverpool Football Club’s history. Through a good friend of mine, Maurice 

Roche, I’ve got in touch with John Rutherford, Operations Manager at Sheffield 

Wednesday FC and had an individual guided stadium tour (See Figure 3.8 and Figure 

3.9) and the memorial site nearby the stadium in memory of the 96 victims in 

Hillsborough Disaster (See Figure 3.10 and 3.11).  

 

 

Figure 3.8 Hillsborough Stadium
19

 Figure 3.9 View seen from the specific 

area for media and broadcasters 

Hillsborough Stadium
20

 

                                                        
19

 Photo taken by the author 22
nd

 August, 2014. 
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 Document Analysis 

The wider sense of belonging to a football club doesn’t isolate itself in the city where it 

situates, especially in modern times. The advent of technology has taken modern 

football clubs to another level, an era of all-time mediation. Thus, to keep updated with 

the latest news becomes extremely important in this case since the meaning and use of 

the stadium and its paraphernalia could be re-interpreted on a constant basis. Second-

hand information such as journals, research papers, archival books and associated 

websites will also be included and used to support the discussion in the research. I will 

embark on, to begin with, journal articles and research papers on the key concept 

mentioned in the thesis as the preliminary step to build up the groundwork.  

Besides the academic resources, I will also refer to sources such as press media 

reports, Liverpool Football Club official website, independent fan sites, blogs and 

                                                                                                                                                                  
20

 Photo taken by the author 22nd August, 2014. 

21
 Photo taken by the author 22

nd
 August, 2014. 

22
 Photo taken by the author 22

nd
 August, 2014. 

  

Figure 3.10 Hillsborough Memorial in 

Sheffield
21

 
Figure 3.11 Hillsborough Memorial in 

Sheffield
22
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magazines as archival documentation of news stories about the club, the stadium and 

the fan (Details shown in Table. 3.4) to support and verify the first hand data I have 

collected. 

Table 3.4 Sources of data collection from media 

Type of media  Name 

Website Visit Britain Blog 

http://www.visitbritainblog.com/  

Website Football Ground Guide 

http://www.footballgroundguide.com/ 

Website Football Stadium Tours co. UK 

http://www.footballstadiumtours.co.uk/  

Website  Trip Advisor UK 

http://www.tripadvisor.co.uk/ 

Website Visit Liverpool 

http://www.visitliverpool.com/  

Website Liverpool FC Official Website 

http://www.liverpoolfc.com  

Website This is Anfield (Independent Liverpool FC fans 

Website) 

http://www.thisisanfield.com/  

Website BBC Sport 

http://www.bbc.com/sport/0/  

Daily Newspaper Liverpool Echo 

 

http://www.visitbritainblog.com/
http://www.footballstadiumtours.co.uk/
http://www.visitliverpool.com/
http://www.liverpoolfc.com/
http://www.thisisanfield.com/
http://www.bbc.com/sport/0/
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http://www.liverpoolecho.co.uk/  

Broadsheet Newspaper The Daily Telegraph 

http://www.telegraph.co.uk/sport/football/ 

Online News Publication International Business Times UK 

www.ibtimes.co.uk/ 

 

Official Liverpool FC Monthly Magazine 

 

English Heritage (2008) Ordinary Landscapes, 

Special Places: Anfield, Breckfield and the 

growth of Liverpool’s suburbs. English 

Heritage.  

Website Official Pub Guide 

http://officialpubguide.com/  

 Interviews 

A. Semi-structured interviews 

The interviews carried out during the fieldwork were less formal, because they were 

conducted in situ (i.e. during the stadium tour or at a football match). Each semi-

 

http://www.liverpoolecho.co.uk/
http://www.ibtimes.co.uk/
http://officialpubguide.com/
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structured interview began with a general question to inquire about interviewees’ 

visiting experiences of Anfield. The semi-structured interviews lasted for about 10 to 15 

minutes. Based on their responses, interviewees were asked a series of questions to 

further the depth of the understanding of their perception of the experience and also 

encouraged to elaborate their views in an open-ended fashion. Moreover, I have also 

inquired about their previous experiences at Anfield whether the well-developed 

commodified types of activities cause conflicts about their identification with their 

home. 

 In fact, one of the advantages of these semi-structured interviews has actually 

created another concern in this case. Indeed, it is because the interviews were carried 

out in situ that the answers received are fairly emphatic. However, it may seem to be 

fragmental since I was experiencing the stadium at the same time, just as the other 

visitors. There were some moments during the stadium experience that people prefer to 

feel without engaging in any conversations. Thus, I have adopted structured interviews 

after I returned from England in order to have visitors recollect their experience in a 

more holistic and structured fashion. 

B. Structured-interviews 

Those structured interviews were carried out via emails and social network platforms, 

where interviewees have more time to talk about their experience in a better-structured 

context. The interviewees are consisted of visitors I had met during fieldwork or people 
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introduced by my friends and fellow supporters. The questionnaire contains thirteen 

questions (See Appendix A), and the answers from the interviewees will be kept in text 

form for further analysis. 

 I have interviewed nine people and they all share the commonality as Liverpool 

Football Club supporters: five British from England, one European, two British 

expatriates living in East Asian countries and one Taiwanese who lives in Germany.  

Table 3.5 Profile of Interviewees 

Name Nationality Residency Interview 

Date 

D.H. British England 16.02.2015 

05.05.2015 

E.G. British England 22.01.2015 

J.R. British Liverpool, England 05.02.2015 

A.C. British England 01.03.2015 

V.S. British England 02.02.2015 

M.D. French Paris, France 30.03.2015 

S.P British Hong Kong 27.03.2015 

S.H. British  Taipei, Taiwan 22.01.2015 

R.H. Taiwan Germany 18.02.2015. 

With the profile of LFC supporters as the control variables, the different 

nationality and residency will be the independent variables so as to draw out the diverse 

interpretation one could perceive from the same football heritage and to see if the 
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proximity and nationality will influence the production of the stadium experience. 

Besides their stadium experience, their commencement of their fan-ship and their 

thought about the expansion of Anfield are something will come in use in the discussion 

as well, because I would like to draw out from their answers to unfold how they value 

Anfield, especially when their home ground is undergoing a great transformation. As 

the old stand is being demolished, how the old meaning of home integrates the new one 

is something worth examining for the construction of football heritage from supporters’ 

points of view. 

The interview is consisted of three sections: fan’s profile, stadium experience 

and perception towards Anfield expansion. From the commencement of being a 

Liverpool FC supporter, recollection of their stadium experience, finally to the 

reflection on Anfield expansion, a short memoir of their days as Kopites. The questions 

related to those themes are organised in a chronicle fashion so that the interviewees will 

be inclined to share their experiences more naturally. By taking advantage of a smooth 

and well-descriptive discourse, I aim at mapping out a trinity of football stadium-fans-

tourism and derive the inter-connected and inter-dependent relationship from 

interviewees’ answers in the context of sport tourism.  

One city, two clubs-but why Liverpool FC? 

Indeed, Liverpool Football Club (LFC) is not the only one Premier League football club 

in Liverpool. Everton Football Club is the other important half of Merseyside Derby 
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(See Figure 3.12), the longest running top-flight derby in England. As mentioned earlier, 

we have entered an era of football brands. What are increasingly being produced are not 

the tangible objects but our corporal activities.  

Comparatively, Liverpool FC tends to acquire better symbolic notions as a 

global club, with Everton as a more local club. In fact, we should never forget that 

LFC’s origin actually lies inside Everton Club (See Figure 3.13). The idea of ‘One city, 

two clubs’ has been universal since then. Since the scope of this research is focused on 

football heritage as new creative genre of sport tourism, it is conducive to capitalise on 

LFC’s global identity to delve into the ‘new niche’ of football heritage by conducting 

fieldwork, document analysis and interviews in order to deepen the understanding of 

mechanism of sports tourism wherein football industry, football clubs and football fans 

interact with one another closely. 

  

Figure 3.12 A painting hung in the 

lobby at Lord Nelson Hotel, 

Liverpool:UK
23

 

Figure 3.13 A street publicity near 

Albert Dock, Liverpool:UK
24

 

                                                        
23

 Photo taken by the author 29
th
 August, 2014. 

24
 Photo taken by the author 19

th
 August, 2013. 
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Chapter 4 Liverpool FC Heritage as A Collective 

Construction 

Sport is, in fact, a key space for controversies and issues over access and power. It is a 

key space for the construction of identity, belonging and community, the place for 

meaning-making. Football stadium can play a dominating part in the staging of the 

spectacle and specific forms of entertainment and sports consumption. However, the 

branding in football somehow excessively enforces the imposition of the intensified 

passivity of human agency. Commodifying of football stadium and icon-making have 

become the primary or sometimes the only pursuit in the football industry. Numerous 

studies have explored that the experience of going to the match and focused on the fan 

culture practice within stadia, while the particular off the pitch landscape of being a fan 

is often missed in the discussion. The surrounding sites and spaces, pubs, shops, street 

vendors are, de facto, the pivotal resources that influence the constructed rhythms of the 

architecture brandscape. They are just as important as the stadium itself, because the 

staging of experience cannot be completed single-handedly. 

Paying a visit to a stadium seems to become a new sense of public ritual. Of course, 

it is not a new phenomenon to visit iconic sporting venue, because it can be seen as a 

form of urban spectacle which is culturally extended but privately owned in the sport-

tourism complex. As we can observe that there are more and more football clubs in 

England are expanding their variety of stadium tours and hoping to develop experiences 

more creatively than others in order to generate as much revenue as possible to make 
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the best use of the stadium. According to Visit Britain Blog’s report in 2011, there are 

about 750,000 people come to the UK every year to experience football
25

in forms of 

match-day experience or stadium tours all year round. Of course, the most thrilling way 

to experience football is to actually see a game, but unfortunately it is season-abiding; 

while as for stadium tours, it can be arranged all year round and it is happening all over 

in England (See Table 4.1).  

Table 4.1 Latest stadium tours promoted on Football Stadium Tours co. UK
26

 

City Stadium Tour 

Birmingham Villa Park Tour (Aston Villa) 

Liverpool Anfield Tour (Liverpool) 

London Wembley Stadium Tour (England 

National Football Stadium) 

London Stamford Bridge Tour (Chelsea) 

London Craven Cottage Tour (Fulham) 

London Emirates Stadium Tour (Arsenal) 

London White Hart Lane Stadium Tour 

(Tottenham Hotspur) 

Manchester City of Manchester Stadium Tour 

(Manchester City) 

Manchester Old Trafford Tour (Manchester United) 

                                                        
25

 More details see: http://www.visitbritainblog.com/blog/2011/08/19/top-10-uk-football-experiences/ 

[Accessed on 12
nd

 June, 2015]. 

26
 Retrieved from: http://www.footballstadiumtours.co.uk/[Accessed on 12

nd
 June, 2015]. 

 

http://www.footballstadiumtours.co.uk/football-stadium-tours/wembley/wembley-stadium-tour.html
http://www.footballstadiumtours.co.uk/football-stadium-tours/chelsea/stamford-bridge-tour.html
http://www.footballstadiumtours.co.uk/football-stadium-tours/fulham/craven-cottage-tour.html
http://www.footballstadiumtours.co.uk/football-stadium-tours/arsenal/emirates-stadium-tour.html
http://www.footballstadiumtours.co.uk/football-stadium-tours/tottenham-hotspur/white-hart-lane-stadium-tour.html
http://www.footballstadiumtours.co.uk/football-stadium-tours/manchester-city/city-of-manchester-stadium-tour.html
http://www.visitbritainblog.com/blog/2011/08/19/top-10-uk-football-experiences/
http://www.footballstadiumtours.co.uk/
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Bolton Reebok Stadium Tour (Bolton 

Wanderers) 

Newcastle upon tyne St James Park Stadium Tour (Newcastle 

United) 

How is Anfield Experience sold as a themed creative experience in the context of 

football heritage tourism? In Anfield Experience, what parts of football history, memory 

and identity are being mediated and re-invented? What kind of memory politics is 

involved in construction of sporting memory?  

I. Stand Still and Deliver: The 21
st
 century Anfield 

We might all have to agree that football industry has become global enterprises. As is 

well known, English Premier League has become a global phenomenon since its 

foundation and Liverpool FC is not excused from it. There is no doubt that the abundant 

media-coverage of sports has widened the accessibility of football for the general public 

and fans far and wide, but meanwhile it has allocated spectators in a hierocracy 

consisted of those powerful elements such as commercial sponsorship, global media 

coverage and football authorities. The hierarchy has not only split fans into groups 

(local, non-local and mediated) and upset the definition of the true fan and make it a 

subject of much critical discussion. According to Wagg, the alliance of merchandisers 

and inauthentic fair-weather supporters has resulted in the loss of the game’s soul 

(Wagg, 2004), because the football industry has to align itself to be one of the members 

in this fastest growing and publicly visible industries of leisure and entertainment. 

 

http://www.footballstadiumtours.co.uk/football-stadium-tours/reebok-stadium/reebok-stadium-tour.html
http://www.footballstadiumtours.co.uk/football-stadium-tours/newcastle-united/st-james-park-stadium-tour.html
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In the 1880s, football fever has taken hold in working class areas throughout 

England and football crowd has grown greatly in the North West (Williams, 2001a). In 

the split of 1892, Everton was set to quit Anfield and planned to build a new ground at 

nearby Goodison Park
27

. In March 1892, John Houlding
28

was voted out of office by 

Everton members and left with a first-class ground without a team; as a result he then 

decided to form a new club and ploughed his own fortune into making it a successful 

club-to-be
29

. Before Liverpool FC was established, the national status of Anfield was 

also rising, as evidenced by its hosting of an England vs. Ireland international match in 

1889 (Williams, 2001a). It is not until the establishment of Liverpool FC in 1892 that 

Anfield has been given new meanings.  

For Kops, Anfield is a stadium rich in history, atmosphere and memories and a 

place where traditional values and routines of community and loyalty are built up and 

upheld over generations. As Davie points out in his work that the analogy of football, as 

if it were a religion in Liverpool, builds the linkage that enables football fever to take 

over the individual perceptions towards sacred places, club anthems, rituals or 

pilgrimages (Davie, 1993). It is hard to ignore how influential the well-developed 

technology affects the way people live and feel, but surprisingly, the greater availability 

of sports neither truly expands the audience nor deconstructs the ingrained class culture 

in sports. Smart points out the tendency in football industry that global sporting events 

                                                        
27

 The home stadium of Everton FC. 
28

The founder of Liverpool FC. He was an Irishman who was a self-made brewer, notable local 

conservative politician and one of the board of Everton FC before Liverpool was established.  
29

 See Official Liverpool FC Monthly Magazine, Issue 12, p. 61 (August, 2013). 
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and iconic global sporting celebrity figures have become increasingly important to the 

promotion of commodity consumption (Smart, 2007). Focusing on clubs’ abilities to 

generate revenue from match-day experience (including ticket and corporate hospitality 

sales), broadcast rights (including distributions from participation in domestic leagues, 

cups and European club competitions) and commercial sources (including sponsorship, 

merchandising and other commercial operations), Deloitte points out that the 2013/14 

season saw substantial growth for the top 20 clubs in the Money League and as 

predicted, the aggregate annual revenue of these clubs has now exceeded €6 billion for 

the first time (Deloitte, 2015).  

 
Figure 4.1 Top 20 of annual revenue in 2013/14 season

30
  

As we read down from the chart, football clubs around Europe, especially clubs in 

Premier League, are instrumentally standardised, pre-packaged as commoditiesin order 

                                                        
30

 Retrieve from Deloitte Football Money League: Commercial breaks.  
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to sustain their industrial capitalism. The most significant story in this year’s Money 

League is the influx of Premier League clubs whose substantial uplifts (8 clubs in the 

top 20) in the league’s broadcast deals have translated into sizeable revenue increasing 

at all clubs across the league, with every Premier League club reporting record revenues 

in 2013/14 (Deloitte, 2015). 

It seems that modern stadia have been trapped in the pitfall of the leisure 

industry, causing there is nothing unique about the unique and nothing new anymore 

about the new. A diverse range of commercial establishments and activities, such as 

mega-stores, social clubs and museums, restaurants, cafes, stadium tours, hospitality 

suites, executive boxes and catering facilities, are provided and well-staged in situ. 

These modern arrangements radically alter the spatial dynamics between the club and 

visitors. As the theme song goes, Anfield is by no means the exception ‒ as no club will 

be walking alone and absent in the commodification era.  

Better moving or staying? 

Liverpool FC has been trying to build a new stadium since June 2000. However, the 

finances didn’t allow the plan to proceed, which also forced the two previous owners
31

 

to sell the club. Given all the issues surrounding Anfield over the last 20 years, the 

redevelopment of Anfield is finally drawing to a conclusion. In the very beginning, the 

                                                        
31

 Due to the disagreements between George Gillett and Tom Hicks on covering the club’s debts and the 

lack of fans’ support that resulted in the pair looking to sell the club. Liverpool FC was sold to Fenway 

Sport Group (FSG) on 15
th

 October 2010. 
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club had considered and taken the idea of relocating the home ground to Stanley Park
32

 

into consideration. Relocating the stadium is never an easy task, considering the fact 

that football stadium is always seen as a collective assertion of identity, community and 

mutual affinity, let alone Anfield and the history related to it. In popular parlance, 

Anfield conjures up a persisting and all-pervading theme, composed of the regularity of 

the match, the topophilic affinity towards the ground and the habitual practice that 

construct the stadium experience. The dynamic forged between individuals and 

spatiality through the rituals makes the moment count and visitation-worthy. As David 

Fairclough
33

told the official Liverpool FC monthly magazine, “More than once I’ve 

encountered supporters from Europe who were in the UK to play someone else and they 

also made the journey to Anfield because they wanted to see [emphasis added] the 

stadium (Fairclough, 2015).” Back in the days, Kop was not as heterogeneous as it is 

nowadays. Kop used to be the platform of catholic working-class people to address their 

ways of socialisation, the Liverpool Way so to speak. Working-class men used to spend 

some of their greatest communal moments grasped and flung around in the lurching and 

soft-sided human waves in pre-Hillsborough era. The implementation of seats was 

enforced after Taylor report and the ritual of standing at football does not feel the same 

as it used to be. A new sense of pubic ritual has lost its essential constituents of the 

                                                        
32

 Stanley Park sits in between Anfield and Goodison Park. Stanley Park Stadium is a proposed stadium 

to be built in Stanley Park by Liverpool FC. The stadium was granted planning permission in February 

2003 and it was scheduled to open in August 2012. However, the construction never started due to the 

economic conditions. 

33
 Retired English football player who is most famous for his time in Liverpool as the striker during 70s 

and 80s. 
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buzzing atmosphere and people have turned out to pay more attention to the 

spectacularity of the hard infrastructure itself. Inevitably, the club has to make sure the 

revenue is stable and affluent enough since money is where the spectaculartiy begins.  

In October 2012, Liverpool City Council announced its plans to transform the 

Anfield area with the expansion of Main Stand in Anfield, which could add additional 

8,500 seats and take overall Anfield capacity to around 54,000
34

. In the Questions and 

answers section in the official magazine
35

, the club addresses their first idea about the 

added tickets which half of them will be hospitality tickets and the remainder split 

between general admission and season tickets. Indeed, a multitude of price entry points 

is proposed and seems to be something for everyone. It is acknowledged that to retain 

the unique atmosphere in Anfield has always been a key consideration throughout the 

whole redevelopment process. The idea of “More people with more noise bring more 

atmosphere” is being unfairly used to justify the club’s intention of maximising the 

commercial effects. Those different types of family, premium and standard seats will 

indeed create a wider pricing structure that will appeal to more people in order to 

contribute the heterogeneity of crowds, but no matter how diverse it is, football will not 

be the same. 

The truth is, the new £5.1 billion Premier League television deal and the reds’ 

kit deal with Warrior Sports – the second-biggest in English football history (Howson et 

                                                        
34

 Retrieved from: http://www.liverpoolfc.com/news/latest-news/161747-lfc-reveal-stadium-expansion-

vision [Accessed on 21
st
 November, 2014] 

35
  See Official Liverpool FC Monthly Magazine, Issue 30, p. 17 (February, 2015). 

 

http://www.liverpoolfc.com/news/latest-news/161747-lfc-reveal-stadium-expansion-vision
http://www.liverpoolfc.com/news/latest-news/161747-lfc-reveal-stadium-expansion-vision
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al., 2015) have already been a massive boost to income while the relative importance of 

the stadium income has been far behind. Still, tickets prices are not going to cheaper for 

many (McGurk, 2014). 

Like other forms of popular culture, it is not uncommon to observe that 

professional team sport has become a sheer marketable product. In the 1990s, English 

club football rapidly became a cultural product of considerable seductiveness, global 

significance and enormous commercial value (Williams, 2006). The open borders and 

global sporting capital flows, non-local financing and probably the additional 

commodification that go with the modern sports industry somehow wash off the cultural 

significance which is exactly the elements that people are looking out in their sporting 

experience. It seems that, paradoxically, the means will never justify the ends.  

Flowers (2011) has pointed out the fact that the most recent generation of 

contemporary stadia has shed light on the production of the iconic elevation, lending the 

stadia to reproduction in landscape illustration (Flowers, 2011). In these venues, sport is 

seen as a form of spending machines and has reached its apotheosis or nadir (depends 

on one’s point of view). Thus, it is necessary for us to be critical and reflective on how 

the senses of fandom, of family, of mutual support, of the need to be together have 

somehow come to be widely seen as a matter of manipulation and a way of generalising 

hegemonic interpretations of Liverpool FC through the expenditure of capital. In 

concert with the merging of football and tourism, the research proposes to tackle the 

issues by paying critical attention to how Anfield is staged and constructed through the 
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forms of local cultural practices and identity formation by the grim realities of 

globalisation and foreign ownership. 

II. Representation and Memory Construction in Liverpool FC Heritage 

production 

Architecture and sport are both social practices. The use of football stadium by the 

players on the pitch and fans at the stands have been long commented by analysts and 

observers, but there is far less critical attention has been paid to the representation of 

stadium in which display politics still take place even when there are no football 

matches.  

In concert what Flowers (2011) addresses, the symbolic power of the stadium; 

however, has not been limited solely to sporting contests (Flowers, 2011). Stadium tour 

was being called in to build and shape what a single football match alone cannot: a 

product of sporting and urban lifestyle maker legible to a national or even global 

audience. 

Anfield as a building type 

Anfield is central to the definition of the club and city for fans and foes alike. Anfield is 

very much a traditional English stadium, with four stands (Main Stand, The Kop, 

Anfield Road and Centenary) disposed around the pitch (See Figure 4.2).  
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 The famous Kop end we see today is firstly built in 1906 and redesigned with a 

roof in 1926. The famous Kop Terrace at one end of the ground was replaced in 1994 

by a huge stand, designed to emulate the shape of the old Kop for its kind of semi 

circular look and large single tier. The other end, the Anfield Road Stand (See Figure 

4.3), part of which is given to away supporters, is the most recent addition to the ground, 

having been opened since 1998. It boosted not only the overall capacity of the stadium, 

but gave Anfield a more balanced and enclosed feel as the remaining corners were filled. 

On one side of the stadium is the large, two tiered, Centenary Stand. The Centenary 

Stand was originally called the Kemlyn Road Stand, part of which was built in 1963 

with an additional tier and row of executive boxes being added in 1992. Opposite is the 

Main Stand which is opened in 1973. This stand has a TV gantry suspended beneath its 

roof. In the corner between the Kop and Centenary stands is an electric scoreboard that 

shows the match score in bright red letters (See Figure 4.4). 
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Figure 4.2 Anfield Stadium Plan
36

  

 
Figure 4.3 Anfield Road Stand shot from The Kop

37
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 Image retrieved from Liverpool FC official website [Accessed: 24
th

 March, 2015]. 
37

 Photo taken by the author on 18
th

 August, 2013. 
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Figure 4.4 Crowds at Liverpool v.s. Stoke City match
38

 

Football crowds were previously a swaying mass of bodies, whose movement was 

restricted only by occasional internal barriers and perimeter walls and fences, while 

nowadays spectators are coerced into their own ticketed seats, leading to the 

marginalisation of experience of terracing (Finnegan and Rookwood, 2008). 

Historically, every club has the hard core at one end in the stadium, such as the North 

Bank at Arsenal, Stretford End at Man United and Jock Stein Stand at Celtic Park.  

Without human touch, a visitation to stadium could be perceived exactly 

identical all around the world due to the modernisation of stadium and the acceleration 

of sports commercialisation. There are plenty of ways to experience a stadium. A 

stadium tour might be the easiest access for the general public since the stadium has 

become a highly segregated space, where private boxes, lounges, corporate and VIP 

areas have taken a lot of space which should belong to the supporter areas.  

                                                        
38 Photo taken by the author on 17

th
 August, 2013. 

 



 

76 

Improved Anfield Experience was re-launched in 2006
39

(Liverpool FC Official 

Website, 2006) and in April 2011, Liverpool FC has added some new elements to the 

visiting route, such as visiting to the Club lounge/Legends Lounge, Press Conference 

Room, Directors Box. The old visiting route used to put a lot of emphasis on going on 

the famous Kop, but for the regular match-goers, it seems to lack appealing reasons to 

book the tour when seats and the pitch are empty.  

“To be honest I didn't think the tour added much if you're a match-goer - for 

example they made a big thing about going into "the famous kop" but if you've 

sat there a game that bits pointless. The only standout bits were touching the 

sign and getting some photos in the dugout. Still, it's not exactly expensive 

and our guide was funny and informative so I wouldn't want to put you off, 

just don't expect any big surprises.” 

(D. commenting on Red and White Kop website
40

 on 4
th

 April, 2011) 

The aim of always providing a more anticipated tour has somewhat unsettled investors 

and consumers/supporters with its burgeoning inequalities in English football in the 

postmodern, consumer-led age of twenty-first century. Where is the spirit of “Footie 

should be affordable for everyone”? Continuity and tradition were the hallmarks of the 

club, but somehow the thirst for becoming a global brand has outshone them. 

                                                        
39

 Retrieved from: http://www.liverpoolfc.com/news/latest-news/the-ultimate-lfc-xmas-gift [Accessed on 

13
th 

June, 2015] 
40

 An independent Liverpool FC fan forum: http://www.redandwhitekop.com/ [Accessed on 13
th

 June, 

2015] 

 

http://www.liverpoolfc.com/news/latest-news/the-ultimate-lfc-xmas-gift
http://www.redandwhitekop.com/
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Paradoxically, Anfield Experience is probably one of the segregation strategies coated 

with tourism as an overpriced package tour. We have to understand the fact that football 

used to be a ‘working-class featured’ sport, but it is now seen as a popular cultural 

prominence, a global phenomenon and sometimes a passion a la mode to possess at 

present.  

It intends to sell those privileged opportunities to take a look at those reserved 

areas and the power over others without sacrificing the Liverpool Way spirit in the 

meantime in an one-off fashion, but does it somehow suggest there is a fixed-price that 

filters out people who are not affluent enough to be a football fan? Is it possible to 

achieve an authentic representation of what Liverpool FC is all about through a single 

tour? What kind of practices and memories is staged through the materialised form of 

stadium? What has been constructed and re-invented during the tour? What has been 

diluted and missed in terms of delivering a popular memorable football experience?  

The choreography of stadium tour 

In the practice of stadium tour, Anfield has shaped not only Merseyside footballing 

passions, but the very sense of place, identity and memory. Besides the stadium itself, 

the aforementioned memorial sites have also contributed in constructing and 

reconstructing the history of Liverpool Football Club. In the next section, I plan to look 

at how the stadium tour serves the social, political, cultural and commercial agendas 
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that are often yoked onto modern sport by storyboarding Anfield Experience section by 

section.  

First, visitors were kindly asked to round up at The Centenary Stand (See Figure 

4.5) for welcome refreshments (See Figure 4.6) and were designated to a specific table 

in order to simulate a sense of togetherness and camaraderie, at least, for a short period 

of time during the stadium tour. As Russell argues, there is a trend within recent 

football culture for fans to adopt behaviours and performance styles that emphasise how 

much they care, the strength of their sense of duty and obligation, their true fandom 

(Russell, 2006). Namely, the connection between spatial configuration and cognitive 

images plays an even more dominating role in stadium tours, rather than in match-day 

experiences since the heritage values of fandom has a lot to do with the rituals and 

traditions of attending a game, which is something that tour organisers endeavour to 

construct and re-construct with the limited objects and performers through the forms of 

tours. 

 

Figure 4.5 Plaque of The Centenary Stand
41
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 Photo taken by the author on 27
th

 July, 2013. 
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Figure 4.6 Reception at The Centenary Stand
42

 

Later, Visitors will be led to Club Guest Lounge and Press Room (See Figure 4.7 and 

4.8). Visitors are encouraged to do as many as photo-takings as they would like during 

the tour, in company with a guide and two chaperones whose mission is to make sure 

that the tour groups go through the visiting route smoothly and are provided with the 

proper knowledge since a majority part of the sense of belonging comes from the 

shared events and memory construction. Those are the crucial sediments in the branding 

of the stadium as “a home from home”, a home that is not just exclusively for the 

supporters, even for the new-comers.  

Before letting visitors take pictures in the home dressing room, the guide will 

have everyone seated and try to re-recreate a dressing room team talk by reiterating the 

past and some anecdotes so as to build up the excitement when visitors are approaching 

to the pitch (See Figure 4.9).  

                                                        
42 Photo taken by the author on 29

th
 August, 2014. 
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Figure 4.7 Club Guest Lounge
43

 

 

Figure 4.8 Press Room
44

 

 

Figure 4.9 Home Dressing Room with the guide
45

 

Down to the corridor, the visitor will reach the well-known landmark in Anfield, 

the “This is Anfield” sign (See Figure 4.10) which is touched by the players before 

every game kicks off, as a gesture of their talisman. The 'This is Anfield' sign was 

introduced by Bill Shankly in order to strike fear into opposition sides as they waited to 

take to the Anfield turf. In fact, the sign was there since 1974 until 1998 and the period 

                                                        
43

 Photo taken by the author on 29
th

 August, 2014. 
44 

Photo taken by the author on 18
th

 August, 2013. 
45

 Photo taken by the author on 29
th

 August, 2014. 
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of success within that is phenomenal. In 2012, Brendan Rodgers
46

 has helped to restore 

the oldest surviving 'This is Anfield' sign to its place in the tunnel. Rodgers explained 

why the club has decided to retro-fit this particular sign to Liverpoolfc.com:  

“So for me it's a mark of the Anfield of old[emphasis added]. We're very 

much in the modern era but I think it's very important to remember the great 

past of this football club and the 'This is Anfield' sign is a massive part of 

that."
47

 

It goes without saying that Rodgers is not the only one who shares the thought, 

especially in Anfield. When the interviewees were asked to describe the highlight 

during the stadium tour, they have expressed their ardent admiration towards the sign:  

“……Touching the LFC sign before going out to the stadium just like all the 

Liverpool players would do before they play at the pitch”. 

(Extracted from the interview with R.H. on 19
th

 February, 2015.) 

“Entering the dressing room is special, but walking down to the pitch and 

touching the famous ‘This is Anfield’ sign is the ultimate Liverpool 

Experience, as every player and manager have done so since the days of Bill 

Shankly.” 

(Extracted from the interview with S.P. on 27
th

 March, 2015.) 

                                                        
46

 Northern Irish, the current manager of Liverpool FC since 2012.  
47

 Retrieved from: http://www.liverpoolfc.com/news/latest-news/rodgers-restores-anfield-sign. [Accessed 

on 26
th 

March, 2015] 
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“I think there were three highlights: the home team dressing room, seating on 

the LFC bench, but I have to say my favourite was walking through the tunnel, 

touching the This is Anfield sign with You’ll Never Walk Alone sung by the 

Kop being played on loudspeakers. It was a very special moment to me, very 

emotional.” 

(Extracted from the interview with M.D. on 30
th

 March, 2015.) 

As exemplified in the quotes above, we can observe that the power of nostalgia and 

memory undergoes construction and reconstruction all the time. Visitors seek tangible 

verification through their practice for their intangible senses. The stadium, accordingly, 

can be seen as playing in a defining role in a new phase of capitalist accumulation to 

orientate itself to the global public stage since there is no simple authentic 

reconstruction of history, but instead, is involved with constant re-invention and re-

production. Indeed, touching the sign is definitely one of the highlights in the stadium 

tour and plenty of time was given in the section from the guides in order to make sure 

all the visitors have marked their alternative interactions down perfectly with their 

cameras. Photography is ritualised theatre and in which the romantic gaze is also an 

important mechanism to spread tourism on a global scale to attract large numbers of 

visitors (Urry and Larsen, 2011). This is when fans can interact with their identification. 

When it comes to place-making, such as memory of a place that has been lost, or 

memory as an imaginative force to spread the dominant manipulation in visitors’ mind, 
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picture-taking is probably the most effective means, because tourists can obtain some 

iconic memory about Anfield. Thus, the possible two challenges will be how to 

transform the horror of being an outsider into something memorable and meaningful for 

both general sport lovers and tourists. Tour operators also need to bear in mind about 

how to keep the uplifting spirit for dedicated supporters in programming the tour.  

 

Figure 4.10 “This is Anfield” Sign
48

 

Finally, visitors have arrived inside the stadium, sitting in the Managerial Dug-Out Area 

(See Figure 4.11) and finishes at Kop end. Another brief talk was provided by the guide 

so as to visualise the regular scene at every match in the forms of story-telling. 

Afterwards, visitors are given a comparative longer time to explore the stadium at their 

pace (with confined area though), accompanying with the song “You’ll Never Walk 

Alone” playing.  

                                                        
48

 Photo taken by the author on 18
th

 August, 2013. 
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Figure 4.11 Managerial Dug-Out Area
49

 

There is little doubt that the sense of sight is the most striking sensory receptor for 

humans. For the global fans, this part would be another highlight for them, because, at 

last, they are able to see the stadium that they have always seen on their screens. Lots of 

gasps of admiration were involved during the fieldwork. This is especially the case for 

the one whose visit is the stadium tour for the very first time. I was one of them for my 

first-time visit as well. I was totally besieged by the commonality of emotion and the 

high-levels of identification as Kopites
50

. When being asked to reiterate their first-time 

visit to Anfield in the form of stadium tour from global fans, their perception towards 

the experience is more likely to be positive and less critical due to the lack of local 

memories and the moments of ‘being there’, so that the club-endorsed representation 

could be sold more smoothly and in a more likeable way.  

“My first time visit to Anfield was in summer in 2004. I went to Liverpool to 

participate a wedding and joined Anfield tour. Holy! [emphasis added]” 

                                                        
49

 Photo taken by the author on 29
th

 July, 2013. 
50

 Liverpool FC fans usually refer to themselves as Kopites. 
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(Extracted from the interview with R.H. on 19
th

 February, 2015.) 

“I visited Anfield for the first time in February 2009, with my mum. She 

offered the trip to me as a Christmas gift. We went on the stadium and 

museum tour and the LFC-Manchester City game……Anfield within a phrase? 

A place where emotions drive you forward [emphasis added].” 

(Extracted from the interview with M.D. on 30
th

 March, 2015.) 

“Being able to see the stadium I have been watching from screens for the past 

few years is definitely a dream-come-true. I can still recall the moment when I 

stepped in the stadium and smelt the grass. Literally, I had two watery 

eyes……”  

(Extracted from the field note from the first fieldwork on 27
th

 July, 2013.) 

As for the locals, each stadium event could be a historical experience and those seminal 

moments could be discussed over and over again as their own sporting memory. 

Gaffney and Bale also re-vindicate that the sense of historical continuity is a powerful 

component of the stadium experience in which collective identity is both formed and 

maintained (Gaffney and Bale, 2004). Yet, it is problematic to categorise the stadium 

tour as one of the historical experiences in a straight line, because, technically speaking, 

stadium tour has little to do with the fixtures and the ongoing club-history development, 

only the scripted manipulation and re-invention. As such, the special attachment to the 

ground, place-bound loyalties and a sense of community are seemingly being eroded 
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through homogenising and commodifying tendencies (Edensor and Millington, 2009). 

But as for the locals, it seems to be a total disappointment of collecting their sporting 

memory through Anfield Experience: 

“As a local lad, I don’t really enjoy being around all the non-locals. Although 

a tour is about tourism, so I understand them being there…I have been to 

Anfield Experience three times. To be honest, every time I go there, I feel 

heartache…” 

(Extracted from the interview with J.R. on 5
th

 February, 2015.) 

“……With the way modern football has evolved, especially at the top, it is 

getting more and more difficult for fans to relate what is happening on the 

pitch.”  

(Extracted from the interview with A.C. on 1
st
 March, 2015.) 

“I don’t do the Anfield Experience as I meet the legends who do these quite 

often, so it has little value for me personally…I have a hospitality season 

ticket, so I actually can have a 3 course meal and meet one or two legends at 

every game if I want…” 

(Extracted from the interview with S.P. on
 
27

th
 March, 2015.) 

Afterwards, visitors were shepherded back to The Centenary Stand Reception to 

get ready for the luncheon. As I mentioned earlier, each visitor is assigned to a table 
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when checking-in the Anfield Experience, because the tour organisers intend to nurture 

a sense of fellowship for participants to carry all the way and compensate the lack of 

buzzing atmosphere. Those who sit together will enjoy the most distinctive memories 

with one another, having a three-course lunch while overlooking the pitchin the 

executive box (See Figure 4.12 and 4.13).  

A ‘destined’ identification with football  

Following a series of reforms in the 1980s and 1990s through which, market 

forces became effectively unrestricted in the English football world and the clubs have, 

consciously or not, turned into a flagship for the neo-liberal policies and practiced being 

urged on institutions throughout the world (Wagg, 2004). Back in the old days, 

possession of the right culture ticket guarantees a promising adaptation to the norms of 

the fan communities, but with fortune operates as a criterion, the access to acquire the 

culture ticket has proven to be a lot more difficult. However, no matter how allegiance 

is calculated and the social meaning of football changes, the crave for being with the 

crowd has never changed.  

 Thierry Henry
51

 used to describe his passion for football into the following 

passage: I eat football, I sleep football and I breathe football. I’m not mad. I’m just 

passionate.” The feeling that mentioned above is no stranger to football fans who have a 

predilection to relate everything to football. Within the contemporary venue, everything 

                                                        
51 A retired French football player who used to play as a forward in French national team. 
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has become ever more commodified and purchasable, through consumer goods, guided 

tours and museum attractions (Bale, 1993). Eating, drinking and wearing of clothing are 

those associated acts of consumption that always take in place at the stadium and 

signify certain team allegiances. In addition, food has become more of an integral part 

of the economies of signs and space in popular culture and hospitality industry, 

attracting more people from the general public. As such, football stadium has somehow 

been elevated and transformed into a stage where consumption becomes as a popular 

spectacle that never makes the curtain call. 

In Anfield Experience, football has been well-permeated from the beginning to 

the end, turning the experience into a privatised public spectacle. Everything is well-

organised in a thematic and exclusive fashion with Liverpool FC feel, such as the 

kitchen (See Figure 4.14) and the autographed placemat for guests to take it home as the 

souvenir (See Figure 4.15). To live the fully branded experience, brands can act as 

powerful catalysts to raise the value of a particular place, a person, or an event 

(Klingmann, 2007).  

Hanging on the wall, there were two screens playing a selection of brilliant goals 

from the previous matches. For the youngsters, they can use this opportunity to increase 

their knowledge and feel increasingly integrated to the tour, while for the all-time 

supporters; it provides an extra tour to memory lane. By doing so, it allows the history 

to be constructed in visitors’ mind and embed Liverpool FC theme fully in the fabrics of 

Anfield Experience. All the settings are served to fulfil the aim of multiplying the 
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textures of memory in Anfield Experience and exemplify a means for visitors to taste 

football culture ‒ an embodying practice of Thierry-style way of loving football. 

Kennedy also concludes that in professional sports, the community of spectators is a 

thoroughly commodified cohesion, packaged and sold with great marketing skills, with 

the borrowed power of the state adding to its presumed and pre-mediated communality 

(Kennedy, 2001). Besides the configuration of the site, we cannot forget the significant 

organic feature in Anfield Experience - the legends that trigger the aliveness in a world 

of constructed experiences. 

In Britain, expressing violent opposition to the rival team and dissatisfaction to 

their team is part of the sporting culture, while in Anfield Experience it may not be as 

intense as what we see in the sporting season. A chitchat or banter with the legends (See 

Figure 4.16 and 4.17) will have participants to claim a trace of authenticity about 

witnessing. After all, one of the essences of tourism is a form of being there. One of the 

most consistent features of theatrical modernism was a desire to control perception, 

conditioning or requiring the spectator to assume a set of gestural, postural, visual and 

perceptual attitudes (Kennedy, 2001). Those legends were positioned a similar role to 

work on the audience participation and manipulated the proper perception of in their 

football-related theatrical performance. 
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Figure 4.12 Pitch overlooking from 

Executive Box
52

 

Figure 4.13 Table setting in Executive 

Box
53

 

   
Figure 4.14 Kitchen inside the box

54
 Figure 4.15 Placemat for each guest

55
 

  

Figure 4.16 Jimmy Case and Alan 

Kennedy in the Q&A session
56

 

Figure 4.17 Participants at Q&A 

session
57
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 Photo taken by the author on 29
th

 August, 2014. 
53

 Photo taken by the author on 29
th

 August, 2014. 
54

 Photo taken by the author on 29
th

 August, 2014. 
55

 Photo taken by the author on 27
th

 July, 2013. 
56 Photo taken by the author on 29th August, 2014. 
57

 Photo taken by the author on 29th August, 2014. 
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Although the primary tangible and enduring legacy of the stadium is the pitch 

itself, but the living artefacts offered in the tour create connections between different 

eras of supporters coming from every nook and cranny. As is usually assumed that the 

appeal of stadium tour is mostly about going behind the scenes and meeting the sport 

starsin the Question and Answer session, the legends have provided particular cultural 

context and knowledge for the cultural representations, in order to authenticate the 

stadium performance and sometimes lend a manipulating hand to anchor unforgettable 

meanings in the repertoire. As the photos shown below (See Figure 4.18 and 4.19), the 

legends multitask and produce themselves as various roles in the tour. At one minute, 

they can be the storytellers restating the old times and then all of a sudden, they will 

turn into idols that add stardom-touch to their performances. The changing of roles 

suggests that meanings are constantly being manipulated and re-invented. However, this 

indicates exactly what Crang mentioned in his work that there is always a complex 

entangling of employee and employment in performative labour (Crang, 1997). Star-

gaze will have to be devoted to those legends, so that the production of experiences can 

be completed with performance carried out by both the host and guest. Imagine the tour 

would be totally different, if the visitors barely have any clues for any of the exhibition 

displayed in front of them. Is Anfield Experience still going to be as memorable and 

unique as the club claims or will it be another forgettable commodity that seems to 

over-stress its on-site impact on visitors?  
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Figure 4.18 Ian Callaghan delivered 

anniversary gift to the wife
58

 

Figure 4.19 Jimmy Case at the signing 

session
59

 

120 year history of LFC in house 

The entry to the museum is included in any types of stadium tour, as one can walk 

around the museum before and after the tour as many times as one would like on the 

same day of tour. The new Liverpool FC Story museum inaugurated on 23
rd

 October, 

2013, with a new image promoted by the club as the club’s interactive museum. My 

fieldwork of Anfield Experience has covered both of the old and the new museum.  

The new museum prepared fans to see some never-before-seen pieces of LFC 

history, such as Bill Shankly’s passport (See Figure 4.20), his private farewell dinner 

menu (See Figure 4.21) such seemingly trivial pieces, but somehow appeals to the 

public greatly based on the fact that they are or have been, used and experienced by 

heroes and legends. Star-gazing, whether directly or indirectly, is an important part in 

stadium tour. Unlike the old museum, the museum has replaced of plenty of text 

                                                        
58

 Photo by the author on 27
th

 July, 2013. 
59 Photo by the author on 29

th
 August, 2014. 
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hoardings with displays more visual (See Figure 4.22 and 4.23), as it is often supposed 

that sight is the reflection of the world.  

  

Figure 4.20 Shankly’s passport
60

 Figure 4.21 Private farewell dinner menu 

for Bill Shankly’s retirement
61

 

  

Figure 4.22 Board of Bill Shankly
62

 Figure 4.23 Hillsborough Memorial inside 

the museum
63

 

In the previous museum, the arrangement of the visiting route is more linear, 

while in the new interactive museum, the visiting route is diffused from a key object. 

Visitors orbit the centre piece of one area, moving from one to another. In addition, the 

                                                        
60

 Photo retrieved from: http://www.liverpoolecho.co.uk/sport/football/football-news/hidden-anfield-

gems-revealed-new-6199661 [Accessed: on 23rd May, 2015]. 
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 ibid.  
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 Photo taken by the author on 27
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 July, 2013. 
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 Photo taken by the author on 29th August, 2014. 
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new guiding handset is launched, with Phil Thompson
64

 as the official voice sharing his 

experience as a fan, becoming a player, and the captain who is also one of the line-up of 

the legends.    

 

Figure 4.24 Trophy room in the new museum
65

 

The works of selective memory and nostalgia in orchestration have come to play a 

crucial role in selling of popular themed experiences, as a way of manifesting the 

authorised interpretations of club culture and history, so that the practice of visiting a 

stadium is not secluding the general public and becomes much more popular and 

anticipated, just as what the club wants.  

It can be seen that the stadium tour is operated in a comparatively less-macro 

scale, but the building-up of atmosphere is, in fact, a lot more difficult comparing to 

match day experiences, because the individual is situated spatially as a node in a chain 

that circles the pitch. On the general occasions, the stadium exists as an urban 

entertainment destination where performances are provided to be witnessed.  

Drawing on the analysis conducted in this chapter, we can observe that the 

spatial orchestration of the scene is, indeed, a truly manipulating element to illustrate a 

                                                        
64

 A retired English footballer, who played as a defender for Liverpool FC between the 1970s and 1980s. 

During this time, he also represented the England national football team on 42 occasions.  
65

 Retrieved from: http://www.liverpoolfc.com/stadiumtours/the-liverpool-fc-story.  
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distinct experience. Each coding placed in the stadium tour awaits people with the right 

cultural capital to decode and interpret it so as to complete this collective performance, 

but at the same time, it is sanctioned strictly by the tour operators. Still, if it had not 

been for people, no meanings created will be given to the stadium and everything will 

probably become less memorable and presentable than expected.  
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Chapter 5 Visitors as the ‘Creativity Amplifier’ 

In this chapter, a further exploration will be paid to the concept of visitors’ gaze as 

mediation and the mediation indicators from both the host and guest side (guides and 

visitors) in order to propose new perspectives to locate football heritage tourism through 

the critical lens of sporting-memory making. 

Back in the days, football clubs were just the local teams. However, it’s all 

changed now. There seems to be no local teams. The hybrid profile of supporters has 

been capitalised in a lucrative yet symbolic fashion. Sporting spectators have become 

the subject in the reign of global media and commercial sponsorship in which fans 

assume [emphasis added] to have the freedom to make sense of their identities from 

their spectation, separated from the text of the game or the meanings assigned to it by 

the media or official agencies (Kennedy, 2001).  

As what I have proposed in the previous chapter, the construction of Anfield can 

be seen as a collective art of reinvention. Besides the artwork itself, the response to the 

stadium experience is also part of the artwork as well. It is often to observe that football 

stadia have been framed as significant tourism attractions in their own right nowadays. 

Anfield could either be a must-go destination or simply an iconic site worth taking a 

look like those well-known tourist attractions that hurdle visitors with multifaceted 

motives.  
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As a result, this chapter intends to draw critical attention to the role-shifting 

process of fans/visitors and probe into the football heritage-participant creativity nexus. 

Before getting into how Liverpool FC supporter community is constructed, I would like 

to carve out the three main identities: fans, sport tourists and general tourists, which one 

may possess singly or wholly in a shifting fashion during the stadium experience.  

Liverpool, as it is voted as the fourth friendly city
66

 and is also known as 

football city in the world. Due to the fact that Liverpool has directly involved in two 

significant tragedies: Heysel (1985) and Hillsborough (1989) and with an ingrained 

rivalry with another club to have experienced a disaster (Manchester United and the 

1958 Munich air crash
67

). Liverpool FC and the various related rivalries
68

 established 

partly through representations of these fatal events and turn those traumatic memories 

into connections across England and beyond, constructing a need to be fulfilled from 

the ardent Kopites, football followers or even those who are non-football followers. The 

destination making is a constructed work, making a visit to LFC a must-go when being 

in the region as both local and overseas visitors have shared their feedback after their 

                                                        
66

 According to the survey carried out by Rough guides in 2014. Liverpool was voted as the fourth 

friendly city in the world. http://www.roughguides.com/gallery/the-worlds-friendliest-cities-as-voted-by-

you/ [Accessed on: 5
th

 June, 2015].  

67 The Munich air disaster occurred on 6 February 1958 when British European Airways flight 609 

crashed on its third attempt to take off from a slush-covered runway at Munich-Riem Airport, West 

Germany. On the plane was the Manchester United football team, along with supporters and journalists, 

which resulted in 23 people died.  

68
 Mersey derby rivalry with Everton FC and the rivalry with Manchester United are the two long-

standing rivalries that Liverpool FC has.  
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visit on Trip Advisor
69

. Below is the table of some reviews made recently, after the end 

of the 14/15 season when the void of league football needs to be filled up in the busy 

season of travelling. For sport lovers, a trip to the stadium will probably work perfectly 

as a sporting dosage alternative.  

Table 5.1 Reviews of Anfield on Trip Advisor 

Reviewer Review of Anfield 

R. (Melbourne, Australia) “Anfield is a place all football supporters 

should go once in their life time…” 

W. (Dallas, Texas) “I have been to the stadium and toured 

the museum twice now. Being an 

American that is not bad…This is one of 

the most storied clubs in the history of 

English soccer so do the tour too.” 

U. (Parkland, Florida) “If you a Liverpool FC fan, especially if 

you have only watched the LFC matches 

on television, this is a cannot miss 

attraction.” 

K. (London, England) “Although I'm not a fan of Liverpool, I 

enjoy the history and the place. It was 

exciting for the family to see their 

rivalries home field. Worth going to and 

                                                        
69

 Retrieved from: http://www.tripadvisor.co.uk/Attraction_Review-g186337-d999329-Reviews-

Anfield_Stadium-Liverpool_Merseyside_England.html [Accessed on 6th June, 2015] 
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the trip.” 

P. (Liverpool, England) “Was lucky enough to go on the tour a 

number of times for work, so I've seen it 

performed by different staff. It's 

informative and funny and if you're a fan 

you'll enjoy it a lot. Even if you're not, the 

history and stories are rich enough to 

keep you interested.” 

M. (Preston, England)  “It feels like stepping in history. Whether 

you’re a football fan or not, this will take 

you on a journey of fab times, successful 

days, heady heights of European success 

and a hard day’s night!” 

Indeed, these reviews are quite sporadic and are definitely the tip of the iceberg. 

However, we can somehow induce that it is the history and the stories that make a trip 

to Anfield worthwhile, drawing a great cross section of visitors to the tour, from locals 

to tourists from afar Anfield. How is the communal sense constructed and mediated far 

and wide? 

In addition, according to Liverpool FC’s announcement last April, the record 

numbers visiting Anfield Tour and Museum are nearly, 200,000 in the last twelve 

months, an increase of 50,000 on the previous year’s total where top ranking 
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nationalities travelling from are: Ireland, Norway, Spain, Australia and the U.S.
70

. 

However, it will be too arbitrary to jump to the conclusion that Liverpool FC is a global 

club simply judging by those five countries mentioned above. Whether stadium 

experience has genuinely achieved the universality or is it on its way as those tour-

operators claim allegedly still requires further examination and discussion.  

In the next section, I will embark on the excavation of Liverpool FC fans and the 

cultural meaning behind it so as to acquire a better understanding of their representation 

politics of history, stories and sporting memories. 

I. Liverpool’s twelfth man  

In Liverpool FC’s case, tradition is very important and a great strength for supporters to 

identify the values, principles, the essence of what a club such as Liverpool is all about, 

because the unchanged historical memory proffers a seemingly stable framework in an 

increasingly unstable football world (Parry, 2001) since people have been waiting for 

something to hold on to in the modern world, where everything happens to be just too 

much to perceive and digest.  

“For me, the core value of Anfield is its community [emphasis added].” 

(Extracted from the interview with V.S. on 2
nd

 February, 2015.) 
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“……The unfailing loyalty of the fans is definitely one of the core values of 

Anfield.” 

(Extracted from the interview with D.H. on 16
th

 February, 2015.) 

“LFC is a family [emphasis added] of players, supporters and staff.” 

(Extracted from the interview with E.G. on 22
nd

 January, 2015.) 

“The core value of Anfield is consisted of history, the Kop and the connection 

with the people [emphasis added].”  

(Extracted from the interview with J.R. on 5
th

 February, 2015.) 

“Anfield’s core value has to be the supporters [emphasis added], I don’t 

think there’s a player who has played at Anfield who was not impressed by 

the power of the fans [emphasis added].” 

(Extracted from the interview with M.D. on 30
th 

March, 2015.) 

“……Anfield is a place you meet you family [emphasis added] and simply our 

home [emphasis added].” 

(Extracted from the interview with S.P. on 27
th 

March, 2015.) 

As those quotes corroborate, it is the kind of bonding tied between the supporters of 

Liverpool FC and the stadium that has been mediated and manipulated since the 

Shankly era. The bonding is also proved to be a pivot when it comes to brand the club. 
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Ostensibly, the modern Liverpool FC fan community is more encompassing, as more 

and more armchair fans join aboard to this global family, but it is somehow losing its 

original distinctiveness and reducing their allegiance to a plain social good. This is not 

to say that locality is necessarily of less significance in contemporary society and sport, 

but rather that a sense of locality and belonging is often re-constructed. As Ramshaw 

argues, public displays of the sporting past can only be viewed nostalgically if people 

choose to ignore the fact that sport’s legacy can be complex and problematic (Ramshaw, 

2007). On the one hand, people might be opposed to the commercialisation of sport, 

while on the other hand; people enjoy the commodified occasion of emotion exchange 

just as much as they rail against the inflation of sport, as football is gradually maturing 

as a sea of public discourse in which people all care to swim and clubs capitalise on in a 

profit-driven fashion. 

Fine line between global glory and universal plague 

Everything about Shankly was geared to fostering a community, a powerful team spirit 

that acknowledged the fact that no individual component was more important than the 

greater good (Ward and Williams, 2001). The make-up of football crowds has changed 

considerably in recent years in the wake of modernisation of facilities. In Britain, 

traditional working class fans are being priced out of attending live sport, while the 

clubs and leagues actively seek to attract a more affluent kind of support (Giulianotti, 

1999). Fans were to become consumers who deem themselves paying more for a better 

service, implying a shift of football support towards more affluent sections of society. 
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The alleged changing character and geographical spread of Liverpool supporters in the 

new football era have been a focus in marketing parlance in which media connectivity is 

the principal facilitator, which not only rings up the curtain on team identification but 

also reinforce it over time.  

“……supported LFC since I was 6 years old. I was brought up in North 

Wales about 140 km from Liverpool. Liverpool featured heavily in the local 

press [emphasis added], thus I began my interest.” 

(Extracted from the interview with S.P. on 27th March, 2015.) 

“They (Referred to football teams in Northampton) don’t play in Premier 

League. Liverpool is the closest team in Premier League to Northampton and 

I really enjoy watching [emphasis added] Liverpool play!”  

(Extracted from the fieldwork note on 27
th

 July, 2013.) 

“I have been a Liverpool FC supporter for 15 years. It all started in my home, 

in Paris, when I first watch LFC played on TV [emphasis added]. The 

atmosphere overwhelmed me.” 

(Extracted from the interview with M.D. on 30
th

 March, 2015.) 

“I’ve started watching [emphasis added] Premier League games in the 

beginning of year 2000, like most of the people I paid extra attention to the 
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BIG FOUR and realised Liverpool is the team with not only great history but 

also amazing never-say-die spirit plus amazing supporters.” 

(Extracted from the interview with R.H. on 18
th

 February, 2015.) 

Global fans and non-local fans are constantly void of proximity and the atmosphere. Yet, 

in fact, the local supporters are not as fortunate as we assume, even if they have the 

proximity advantage. In 1989-90, the year of Lord Justice Taylor's report following the 

Hillsborough disaster, in which he recommended stadiums become all-seat for the sake 

of safety, somehow became the platform to raise ticket prices. The figures from 1989-90, 

collated for the Labour government's Football Task Force, show the cheapest season 

ticket at Anfield was just £60 and £96 at United – the equivalent prices with inflation 

would be £106 and £170 now – but the actual lowest-priced season tickets this season 

are £725 at Liverpool and £532 at Old Trafford (1,108% and 454% inflation 

respectively). Speaking of the situation supporters are facing, Malcolm Clarke
71

 told 

The Guardian that some Premier League clubs do offer great deals, but it is the prices of 

top clubs that are mostly outrageous 
72

(Conn, 2011). 

Clubs were usually neither sophisticated nor commercial enough then to conduct 

demographic analysis of their own supporters (Conn, 2011). Moreover, class, nation and 

gender do not and could not offer a solid and stable base like how it used to be. The 

heterogeneity in the sporting world is reducing due to football’s global spread. To claim 

                                                        
71 

The chair of the Football Supporters' Federation.  
72

 Retrieved from: http://www.theguardian.com/sport/david-conn-inside-sport-blog/2011/aug/16/premier-

league-football-ticket-prices [Accessed: 14
th 

June, 2015]. 

 

http://www.theguardian.com/sport/david-conn-inside-sport-blog/2011/aug/16/premier-league-football-ticket-prices
http://www.theguardian.com/sport/david-conn-inside-sport-blog/2011/aug/16/premier-league-football-ticket-prices
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their own cultural ownership among others becomes a problematic issue since 

mediation is there at all times and even fans live in Liverpool are not spared from its 

influence, either. Unfortunately, live football experiences are beyond the reach of many 

younger people who used to have access to football, and now, if they are interested, 

they would prefer watching the game in the pub. It seems that mediation has become an 

omnipresent feature in football, even for local supporters, the form of mediation is 

surprisingly not a far cry from global fans: 

“I have been LFC supporter for 40 years. I just love watching [emphasis 

added] them when I was younger.” 

(Extracted from the interview with V.S. on 2
nd

 February, 2015.) 

“I have been LFC supporter since 1945. Living on Merseyside, people 

supported Liverpool or Everton. I chose [emphasis added] Liverpool.” 

(Extracted from the interview with D.H. on 16
th

 February, 2015.) 

“I was born in Liverpool, surrounded by friends and family [emphasis added] 

who are Liverpool FC fans. Therefore, it could be argued that I was a 

supporter from the day I was born.” 

(Extracted from the interview with A.C. on 1
st
 March, 2015.) 
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“I was a LFC fan from birth. My father is a LFC fan while my mother is an 

Everton fan. Father went to all home games and brought us up to be LFC 

fans.”  

(Extracted from the interview with E.G. on 22
nd

 January, 2015.) 

“I have been a Liverpool fan for as long as I can remember [emphasis 

added]. My father raised my brother and I to be avid Liverpool fans. You 

could say we were dyed in the wool!” 

(Extracted from the interview with S.H. on 22
nd

 January, 2015.) 

As mentioned in chapter three, Liverpool FC has a solid and wide fan base all around 

the world. Thus, it turns out to be very difficult for supporters of Liverpool FC to claim 

their uniqueness in the highly commercialised age. According to Williams, the 

emergence of a new kind of consumer/fan is burgeoning not only at Anfield but also 

around Europe, South East Asia and the Americas (Williams, 2001). The advent of 

communication technology has been increasingly used to engage with diasporic 

supporter communities in a self-transforming and manipulated way, cultivating some 

possible overseas sweethearts. These followers adopt a thick cosmopolitan social 

relationship which enables its particular habitus to shape significant aspects of their 

personal identities (Giulianotti and Robertson, 2007).  

Fan identity seems to become a brand in their own collective images, a type of 

lifestyle maker that offers selecting options out of available experiences. The global 
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fans, or so we called satellite supporters, have taken a critical position in the global 

market space. Concomitant with the touch of tourism, football allows more people from 

the young and old, the locals and global ones, women and men to obtain the access, but 

somehow it requires more construction to have visitors understand and feel the culture 

the way club authorises and delivers. 

In the next section, I will continue with the exploration of the ways in which 

objects and gestures are constructed and re-constructed in Anfield to produce the 

sporting memory for people to buy into and how a matrix of relational cultural elements 

such as politics of practices, representation and spatiality is appropriated so as to 

discover the inherent ambivalence and immateriality from the world sustained by the 

materiality. 

II. The immaterial textures in Anfield and the memorials 

In football world, football communities are acknowledgedly and invariably supported 

by a material infrastructure. The simplest classification according to the geography 

gives us two general types of communities: the local community and the non-local one. 

However, as the mobility of people enhances, the classification mentioned above may 

seem to be oversimplified and not applicable in reality. It is because the power of 

mediation somehow blurs the difference between the local and the non-local by 

constantly re-inventing the selective and authorised text. Even local and non-local 
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supporters live far from each other, but they are sharing the same memory and 

knowledge.  

That is, we cannot deny the fact that mediation has a certain agency, guiding 

people to make sense of the world and reconstruct the history. Before reading into how 

the human-object relationship is shown within the stadium tour framework, we need to 

understand that fandom as identity of a particular football club is a tripartite conception 

and practice, made up of players, supporters, and the club.  

‘Gaffers’ never get old 

As is true of that a player’s heroics for club have the capacity for creating identification 

of the team and cultivating new fans. As I have touched upon in previous chapters, the 

Premier League has become a global brand and footballers were transformed into 

popular icons and celebrities. Taylor observes that in an age of foreign players and 

ground relocations, although interest in the history and heritage of the game has 

blossomed (Taylor, 2011), it might have jettisoned what truly matters when the public 

only focuses on the pursuit of popular memory instead of what had really happened.  

The convergence of sport stardom and the celebrity culture has forwarded an 

objectification of the body and a commodification of the self (Horne et al., 2013), 

pushing top-flight sport stars trade their symbolic capital in for financial capital and 

prolong their football career in football industry. Up to season 14/15, there are nine 
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former Liverpool FC players (See Table 5.2) who worked as ‘The Legends’ in Anfield 

stadium tours.  

 Table 5.2 The Legends line-up  

Career as LFC player The most-known credit for LFC 

Jan Molby (1984-1996) Scored 42 penalties for the club  

Phil Neal  (1974-1985) Helped bring 22 pieces of silverware to 

the Anfield trophy room 

Terry McDermott (1974-1982) Scored arguably the best goal ever seen at 

Anfield during the 7-0 win over 

Tottenham at Anfield in 1978 

Phil Thompson (1971-1984) Lifted the European Cup in Paris in May 

1981 

Jimmy Case (1973-1981) Made his league debut at Anfield as a 20 

year old long-range shooter. 

Ian Callaghan (1960-1978) Made 857 times appearance during 18 

years at the club. 

Alan Kennedy (1978-1986) Clinched the 1981 European Cup Final 

winner.  

David Fairclough (1975-1983) Seven goals in 14 League appearances 

during his debut season.  

John Aldridge (1987-1989) Considered one of the best goal-scorers to 

wear a red jersey. 

 



 

110 

 Besides John Aldridge, the rest of the legends have played under the coaching of 

Bill Shankly, Bob Paisley and Joe Fagan
73

 throughout the seventies and the eighties. 

They were more than former players, but the eyewitnesses of a certain era.  

Football clubs never cease evolving, in fact, every moment has the potential for 

becoming an unforgettable momento. The visitors seem to be given the agency in order 

to create a unique and creative experience they pine for, but in fact, it is still produced 

and constructed within a framed discourse.  

In Anfield Experience and Legends Tour, those legends are installed as 

connectors to engage themselves in a social practice in order to impress the audience 

with their physical proximity. By performing conversations, the legends fortify the 

capacity of visitors to form and develop stronger cognitive images. They have turned 

themselves into a vehicle of history representation, commodifying their past into 

lucrative discourses (See Figure 5.1). In addition, to draw upon the point I made on 

sport tourism and selective remembering in chapter two, we don’t go travelling simply 

for the experience itself, but for the memory related to it. Bewilderingly, memory is 

something intangible, but in the context of modern industry, everything can be 

remembered unless it is represented and recorded in tangible form that is able to carry 

                                                        
73

 Joe Fagan, an English footballer and manager. From December 1959, he worked with Bill Shankly and 

Bob Paisley and was highly successful in his coaching of the club's reserve team. After Shankly retired in 

1974, Fagan became assistant manager to Paisley and finally manager himself when Paisley retired in 

1983. In his first season, Fagan achieved an unprecedented "treble" as Liverpool won the European Cup, 

the League Championship and the League Cup. 
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with (See Figure 5.2), because nothing lasts forever and having something in hand is 

probably the most assuring way for a visitor to take hold of one’s sporting memory.  

  

Figure 5.1 Alan Kennedy and Ian 

Callaghan
74

 

Figure 5.2 Souvenir photo from Anfield 

Experience
75

 

“I took the opportunity to purchase a photograph taken alongside a model of 

Steven Gerrard. The reason for this purchase was that I wanted to add this to 

my other photographs taken on the day. All the photographs will be put in an 

album to make a permanent [emphasis added] record of the day.” 

(Extracted from the second interview with D.H. on 5
th

 May, 2015.) 

Through the lens of stadium tour, everything was given the possibilities to be 

commodified. History is re-invented and packaged in the form of story-telling and sold 

as fragmented commodities in the experience, but sometimes it is way outrageous and 

incontrollable. The concept of making everything tangible and memorable, in a way, 

kills the pure joy of perceiving, because it forms a filter, adding another in-between and 

                                                        
74 Photo taken by the author on 27

th
 July, 2013. 

75 Photo taken by the author on 27
th

 July, 2013. 
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biased mediation from experiencing. After my second time visit to Anfield Experience, 

I have noticed that the excitement I gained from the tour has slightly changed. The 

second time participation in Anfield Experience was still amazing since I’m not locally 

from Liverpool, so I don’t get to see Anfield often. I don’t know if it’s because I have 

had a match-day experience or it is because I am well informed of the whole tour 

process from my previous Anfield Experience so that the freshness has been reduced.  

In fact, the scenario is fairly fixed in Anfield Experience, because the organisation 

of the tour seems to be far too tangible and visual for anything to be real. However, 

paradoxically, it is this in-between mediation that becomes the manipulation of feeling 

and endows organisers with the power of deciding what periods of history should be 

represented in the tour.  

Having a glorious history could be a problematic blessing. Unquestionably, the 

legacy of Shankly, Paisley and Fagan will continue to be mediated and passed down 

through over generations. At the present moment, the club is fortunate enough have 

legends from that era to tell their first-hand stories in person and bring back the good 

old memories with their presence, but with a concept we all understand that nothing 

lasts forever. The passing of time, in fact, leads to the loss of sporting memory and 

swamps the consistency of story-telling, influencing the whole constructing and re-

constructing in club culture representation. What if the legends are not able to retell 

their stories anymore? How will the history of the era of Shankly, Paisley and Fagan be 

delivered by other guides who learn the stories simply from impersonal archives after 
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decades? Is it ever possible to produce the past and have it re-produced and implanted 

into new generations’ sporting memory?   

Continuous partial involvement: star guiding and star-gazing 

People seem to live in a fear of not grasping every moment and storing enough memory 

from their lives. Owing to the constant influx of stimulation, our society somehow 

encourages distraction – that is to say, we are always partially distracted. Consequently, 

people believe that the memory will not exist if there is no material proof to help them 

remember or to show others in order to reinforce their sporting memory. Once the 

attempt of documenting everything appears, it completely dilutes the enjoyment of the 

stadium tour and the chance to interact with other fans. Full presence is already hard for 

almost all of us and the scheme of allowing visitors to document their own memorable 

moments somehow backfired. 

“When it is a full tour, the experience is obviously less interactive and you 

have to wait for taking pictures which can be rushed. However, if you get 

there early and have a sole experience or with just a few fans, it’s very 

interactive.” 

(Extracted from the interview with S.P. on 27
th

 March, 2015.) 

“If I’m guiding more visitors from Asia, basically I’ll cut down the history 

part, because it might be too heavy for them…Instead, I’ll save more time for 
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them to take pictures...After all, having a quiet crowd is not a big no-no for a 

guide…”
76

 

(Extracted from the field note from the fieldwork on 18
h
 August, 2013.) 

However, for the non-locals, meeting either former or current Liverpool FC players 

could be a far cry from the locals as they may bump into them in town easily. I am 

totally aware of the uprush of excitement since I am a non-local fan, meeting those 

players is as winning an exclusive tour to the memory lane and also a privileged chance 

to walk in the shadows of the legends and heroes, but at the same time, I cannot help 

wondering whether the somatic documenting and technological documenting could co-

exist or not. Is it worthwhile to sacrifice the chance to feel over the chance of having 

some material memories documented for future memorisation?   

As I have mentioned in Chapter Four, the stadium, undoubtedly, plays a leading 

role in the manifested rhythms of architecture brandscape and so are the surrounding 

sites. Dwelling on my fieldwork experience, I have come across with those star-struck 

moments which were not expected as what I normally had in stadium tours. When I was 

about to wrap up my second fieldwork, Simon Mignolet
77

 showed up in the stadium 

mega-store (See Figurer 5.3) out of blue, before attending his first press conference after 

his debut against Stoke City. There was a commotion in the store and everyone in the 

                                                        
76

 My question to the guide was “Being a guide, you always encounter people from different countries. 

How would you alter your way of guiding? Is there any challenges or necessary changes that need to be 

done?” 

77
 Belgian professional footballer who plays for English club Liverpool and the Belgium national team as 

a goalkeeper. 

 

http://en.wikipedia.org/wiki/Association_football
http://en.wikipedia.org/wiki/Liverpool_F.C.
http://en.wikipedia.org/wiki/Belgium_national_football_team
http://en.wikipedia.org/wiki/Goalkeeper_%28association_football%29
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shop succumbed to the power of the star-gaze, even the staffs work at the club store 

were greatly affected. Pictures-taking, signing and a bit of chitchat were all involved. 

Evidently, it was a different kind of excitement because I saw fans cheering for 

Mignolet’s wonderful save for his debut happened just a day ago and wish him good 

luck for his career in Liverpool FC. Comparing to what normally football fans have in 

their star-gaze in the stadium tour – the unconditional nostalgia, this unexpected 

occurrence is displayed in a timely fashion, relating to what is actually happening in the 

club. Suffice it to say, it is the indispensable relationship between football and time that 

makes football as an up-to-date commodity on a day-to-day basis where worship and 

memory are considered to be constructed works so as to complete the performance. 

Football players must be fully aware of the fact that once they stepped in the football 

industry, there is no going back, because from then on, their presence will not only 

symbolise themselves as an individual, but also a piece of living history, an icon of 

some certain image or a token of the club. Smart defines that the contemporary sport 

star is the product of a complex process of historical development that has involved the 

emergence of modern organised and commercially focused (Smart, 2005). They need to 

be ready for making memory-delivering accessible whenever constructive mediation is 

needed. Of course, we are no strangers to stardom in football culture. This can be a real 

vexatious situation for football clubs, because it truly is a tough call to choose a new 

player with either more star quality or more football talent, as we all know their 

influence is beyond the performance on the pitch. 
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 In 1997, with the top clubs now have formed a Premier League floated by 

sponsorship, satellite television revenue and club-endorsed commodity sales. The 

pursuit of business value intercepts fans’ appreciation and rips off the umbilical cords 

that used to tie them to football clubs. It is not just a matter of nostalgia, but a wake-up 

call. Sport globalisation has already resulted in the drastic change of the very fabric of 

the crowd since everything about football, including player, have become commodities 

that worsen the situation even more. How should we weigh up players’ role in their 

performance and to what extent the club history is being reconstructed and re-invented 

through their produced performance remains further discussion in the following section.  

 

Figure 5.3 Simon Mignolet showed up in the stadium mega-store
78

 

Another unplanned and out of the common experience I have encountered during my 

last visit to Liverpool, before I attended the home game against Aston Villa
79

 on 13
th

 

                                                        
78 Photo taken by the author on 18

th
 August, 2013. 

79
 A professional football team plays in the Premier League, based in Birmingham. 
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September, 2014. When I passed by the entrance of The Vines
80

(See Figure 5.4), a 

poster had caught my eye. The announcement was about a pre-match Legend’s Talk
81

 

with Alan Kennedy, scheduled two hours prior to the match against Aston Villa. The 

talk was rather casual, but still, it somewhat abided by the Q&A session style as the 

ones in the stadium tour I attended before. Based on the fact that it was held in a pub, 

not even a pub in Anfield stadium neighbourhood, it missed out the iconic elevation 

generated by the stadium. How the pub replicates Anfield’s representation of traditions, 

ritual and loyalty and reproduces an off-site spectacle is an instrumental alternative to 

examine the production of this emerging football heritage tourism.  

As it is shown below (See Figure 5.5), Kennedy has brought the European Cup 

trophy with him so as to release the sense of space and time in order to enhance the 

sense of Anfield, because it is usually assumed that our understanding of sport is shaped 

by constructed representations – by how the object is photographed, filmed, displayed 

and talked about.  

                                                        
80

 More commonly known as ‘The Big House’ which attract all walks of life due to its location, based 

right in the heart of Liverpool City centre. 
81

 The Legend Talk here was not a club official event, but a pub event held without a fixed schedule by 

The Vines.  
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Figure 5.4 The Vines
82

 Figure 5.5 Legend’s Talk at The 

Vines
83

 

The three talks I have participated in (two in Anfield Experience, one at The Vines), 

participants were allowed to ask all kinds of questions. Instead of asking the legends to 

retell their greatest moments, those legends have been asked about how they feel about 

the current manager and players and some of the questions can be quite touchy and 

certainly require some good performing skills to make sure the banter will not ruin the 

smoothness of the experience. When Alan Kennedy was asked to answer “How do you 

feel about Brendan Rodgers? Is he doing a good job?”, he replied:  

“Brendan
84

 needs time to slowly put his team together. I mean…yes, it’s all 

about results, but we’re not far from top 4
85

…Of course, we will miss Jamie
86

. 

He is a committed player and I believe, with his football knowledge, he will be 

a committed pundit. As for the team, Brendan needs to get some one tough 

enough to play Jamie’s position…” 

                                                        
82

 Photo retrieved from: http://www.officialpubguide.com/  
83

 Photo taken by the author on 13
th

 September, 2014.  
84

 Brendan Rodgers. He is the current manager of Liverpool FC since 2012. 
85

 Liverpool FC finished as 7
th 

in Premier League at the end of season 12/13. It was not a satisfying result, 

because they failed to finish within top 4 in Premier League. That is to say, they will not be able to play in 

Champions League for the next season. 
86

 A familiar way to refer to Jamie Carragher.   

 

http://www.officialpubguide.com/
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(Transcription from the recording of Anfield Experience on 27
th

 July, 2013) 

The mention of Jamie Carragher did perfectly transition of the talk. Not only it shifted 

the focus of seriously analysing the performance of the new manager, but also evoked 

the crowds’ nostalgic feeling towards Jamie Carragher and the sporting memories 

related to him. The year after, Liverpool FC finished as 2
nd

 in Premier League 13/14 

season. I took part in another Anfield Experience on 29
th

 August, 2014, not long after 

Steven Gerrard announced his retirement from international football
87

. England didn’t 

play well in World Cup 2014 and didn’t live up to supporters’ expectation. A lady asked, 

“What is your vision towards England team’s future?”  Ostensibly, it may seem that it 

was completely odd and out of the league to ask such a question, after all, the 

experience is based itself on league football, not national football. Alan Kennedy 

responded:  

“First of all, I think Gerrard had made the right decision. When you know 

your time is up, you know it and you have to accept it. I can still remember in 

1986, Kenny Daglish
88

 popped in the locker room and said to me, “We are 

selling you after this season.”…It’s a good news for Liverpool, because 

Gerrard can focus on playing for us and we all know that he is not young 

anymore. We don’t know how many years left we can have him playing on the 

                                                        
87

 After 14 years and 114 appearances for England, England captain, Steven Gerrard, announced his 

retirement on 21
st
 July, 2014. 

88
 A Scottish former footballer and manager. He coached Liverpool FC from 1985 to 1991 and shortly 

from 2011 to 2012 . He became the  non-executive director of Liverpool FC since October, 2013. 
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pitch. Look at those young players; they can’t be that good without Gerrard’s 

lead. You have to admit, he’s a great character, a great lad…” 

(Transcription from the recording of Anfield Experience on 29
th

 August, 2014) 

Once again, Alan Kennedy has drawn back from the potentially off-key conversation 

and concentrated on sustaining this themed experience and maintaining the popular 

memories (See Urry, 1996) with his authoritative role in the tour as the former 

footballer in Liverpool FC. He was more than a guide and was also endowed with the 

power of re-producing the history and re-branding the club, sifting out what should be 

known instead of what he really knows. What exactly the sporting memory is all about? 

Did we lose our agency of remembering the moment? Perhaps had it not been for the 

themed environment, the tour will probably lose the fundamental cornerstone to 

produce a creative football heritage experience. It is enough to say that both of the city 

and the stadium have become the stage that produces mediated spectacles and vehicle 

for insatiable consumerism in pursuit of somatic pleasures and cultured experiences. 

How is the club producing the heritage value through the representation or is a stadium 

tour another gimmick to reinforce and sell the memory in the club-endorsed version? 

Although it might be uncannily striking to argue that stardom has accordingly 

cost the loss fanship, the hyperbolic consumption has been deemed and adopted as the 

most conspicuous gesture for one to show the world how much they care. Forming a 

culture is not an instant loop. Replica kits, club-endorsed products and signatures are 
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also part of the gesture to return the look within the ‘shared culture’, drawing a fine line 

between fellows and others. To put it mildly, in the consumer society, nothing seems to 

be wasted, but reproduced en masse.  

‘We never walked alone’: The 96 mile trek from Sheffiled to Liverpool 

Twenty-six years have passed since the Hillsborough tragedy, which resulted in the 

deaths of ninety-six supporters of Liverpool FC. Ninety-six Liverpool FC supporters 

travelled to Sheffield to attend an FA Cup semi-final match between their team and 

Nottingham Forest at the Hillsborough stadium in Sheffield on 15
th

 April, 1989. 

Liverpool FC had a considerably higher average attendance than their East Midlands 

counterparts and an official complaint from LFC, the Reds were allocated the smaller 

Leppings Lane end of the ground and 5,000 fewer tickets overall than Forest (Kay, 

2012). A serious crash happened because the intense stream of crowds had resulted in 

an overwhelming build-up with more people arriving at the rear of the enclosed 

concourse than the ones passing through the turnstiles at the front. One of the survivors 

in Hillsborough told ITN Source journalist:  

“……I was lifted off my feet. In the tunnel, people were screaming. It was the 

worst uncomfortable I’ve ever been in at a football ground ……Then the 

crowd moved and slammed against the barrier……The pressure nearly split 

me in half. It was that intense…… I don’t know the length of time, but it 
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seemed like a lifetime. At that time, I actually believed I should have been 

dead because there’s no way out of it. It was a very near dead experience……” 

(Extracted from ITN Source (2015) Hillsborough Disaster: Twenty-fifth anniversary: 

Stuart Littlewood Interview) 

Given the spread of both football and British émigrés, it is often supposed that the 

collectively experienced feelings and cognition of loss can continue at local, civic or 

regional levels, providing an analytical lens to view how a city and its image and 

reputation are formed (Hughson, 2011). Such is the case with Hillsborough, where a 

localised or civic public grieving has continued since April 1989, having the history and 

memory shared between Liverpool FC supporters all around the world. 

 At the entrance of the museum, there is the Hillsborough Memorial Mosaic (See 

Figure 5.6). To some extent, the installation of the mosaic reiterates what has been 

constructed and produced constantly and it is probably the most important piece of 

history to bear in mind as a qualified Liverpool FC supporter. Generally speaking, 

material impacts stem from the produced meanings in the shared culture of a given 

community or society, in particular ways relevant to groupings of people, but 

Liverpool’s social history and Liverpool FC’s global image have certainly taken  the 

whole “remembering the 96” to a new level. As the “gateway of Empire”, the port city 

of Liverpool was especially receptive to the importation of foreign ideas and 

 



 

123 

immigrants, especially Celtic (Brennan, 2008). The display of the timely aid from Celtic 

FC said it all (See Figure 5.7).  

The representation of Hillsborough continues to mediate and pluralise and 

somehow has made Hillsborough disaster a very important part of the identity of the 

club for new generation of supporters, because somehow the trauma-ridden feeling 

unites the crowds most effectively. The repetitive nature seems to be embodied in fans’ 

practice, leading a mobile ritual distribution, as is shown what fans have prepared for 

the 25
th

 Hillsborough Memorial Service (See Figure 5.8 and 5.9).  

 

Figure 5.6 Hillsborough Memorial 

Mosaic in the club museum
89

 

 

 

Figure 5.7 Pennant of Celtic FC in aid 

of Hillsborough Disaster Fund
90

 

  

                                                        
89 Photo taken by the author on 27

th
 July, 2013. 

90 Photo taken by the author on 18
th

 August, 2013. 
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Figure 5.8 Fans’ tribute to 25
th 

Hillsborough
91

 

Figure 5.9 Fans’ tribute to 25
th 

Hillsborough (Close-up)
92

 

The 25
th

 Hillsborough Memorial has elevated public remembering to a more spectacular 

level, because it has never been easy to bear such horrendous trauma for a quarter of a 

century. As we can compare the pictures of the same site, they are at the same site but 

different time (24
th

 and 25
th

 Hillsborough Memorial), the leaving of flowers and 

messages placed next to the memorial site in the picture shot in 2013(See Figure 3.3) is 

comparatively not as abundant as these two above (See Figure 5.8 and 5.9). It does not 

simply indicate a new theatrical style of football fandom or a fundamental shift in 

contemporary football commemorative culture. Seriousness, to some degree, has been 

leveraged as the watchword for the collective consumption of tragedy, adopted to 

demonstrate authenticity and the sense of being a genuine fan (Russell, 2006). The 

bygones are never quite past in the sense of being over. 

 On 19
th

 April, 2014, a group of 35 walkers representing Hillsborough families, 

survivors and supporters walked from Sheffield to Liverpool over the weekend to 
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92 Photo taken by the author on 29
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express their gratitude for the support over the last 25 years. The event, entitled “We 

never walked alone”, was not a fundraiser. It was simply envisioned by Steve Kelly 

who lost his brother Michael at the disaster as a way of saying thanks and to show 

support for survivors who are still traumatised by their experiences (Murphy, 2014). 

They have also visited the football grounds of Huddersfield, Oldham, Manchester City, 

Bury, Bolton, Wigan and Everton en route (See Figure 5.10 and refer to Table 5.1), as a 

symbol of thanks to the wider public and football community. 

 

Figure 5.10 The route of 96 mile trek from Hillsborough to Anfield
93

 

Table.5.2 Itinerary of the 96 mile trek 

Number Location Number Location 

1 Sheffield Wednesday 10 Bury Football Club 

2 Wortley Post Office and Stores 11 Breightmet 

3 Scout Dike Reservoir 12 Bolton Wanderers Football 

Club 

4 Penistone Road, Huddersfield 13 Wigan Athletic Football 

Club 
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 Image made by the author with Google Map-Tripline.  
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5 Huddersfield Town Football Club 14 Rainford Road 

6 Outlane, Huddersfield, West 

Yorkshire 

15 Knowsley, Merseyside 

7 Dowry Reservoir 16 Everton Football Club 

8 Oldham Athletic FC 17 Liverpool Football Club 

9 City of Manchester Stadium   

 When the walkers have arrived at Anfield, the poignant laying of the 96 roses 

began. A rose was picked and passed to one of the members of the 96 mile trek team 

while reading out the names who lost their lives at Hillsborough, one by one, to a 

different child for them to place down at the memorial (See Figure 5.11 and 5.12). One 

of the members, Cherie had told Liverpool FC Official Website that it was a simple yet 

symbolic gesture to be the sign of bringing the 96 home (Liverpool FC Official Website, 

2014). The formation of culture is no magic. The gesture revealed perfectly how fans 

intend to carry on spreading the message about Hillsborough over generations, so that it 

can live up to the message: “Never forgotten, JFT 96” for the past quarter-century and 

carry it on. In this form, by repetitive habits and rituals and now with the mass 

communication, everyone starts to share the same habit where sporting memory and 

family memory are inter-mingled.  

 



 

127 

 

 

Figure 5.11 The ritual of laying of 

roses
94

 

Figure 5.12 The final display on the 96 

mile trek arrival day
95

 

It seems that fans have the predilection to participate in re-living in and re-producing 

their own football memory. The walk is one of the demonstrations to see how fans’ 

agency is able to organise a memorial spectacle and pass down their family legacy. The 

practice of re-producing biases has prohibited fans from developing their independent 

memory. In fact, they have fallen for another manipulated means exploited by the club, 

reinforcing the popular social memory unwittingly for the club. In this regard, collective 

memorialisation has thus acted as a new vehicle for the production of football 

allegiances and the club knowledge (Russell, 2006) when everything is being 

melancholically materialised in a culturally-driven fashion and this is something that 

tour operators can make good use of when it comes to selling the popular social 

memory as one ‘creative’ type of sporting commodities.  
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 Photo retrieved from Liverpool FC Official Website: http://www.liverpoolfc.com/news/latest-

news/161835-emotional-story-of-the-96-mile-walk.  
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 ibid. 
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What about Justice for Heysel? 

Comparing to Hillsborough, Heysel was not commemorated as much as Hillsborough 

by Liverpool FC supporters. One of the reasons is probably because the main memorial 

presented to the victims is at Juventus headquarters in Piazza Crimea, in Turin. 

Moreover, 39 victims (32 from Italy, four from Belgium, two from France, one from 

Northern Ireland) killed in the disasters were mostly Italians and Juventus fans and 

another 600 spectators were injured by Liverpool hooligans
96

. The tragedy resulted in 

all English football clubs punished by UEFA under an indefinite ban from all European 

competitions (lifted in 1990–91), with Liverpool being excluded for an additional 3 

years, later reduced to 1 year, withdrawing from the competitions in UEFA cup 

disgracefully
97

.  

This was by no means a knee-jerk reaction to a one-off reaction towards this 

football mayhem. The widespread loss of life had been coming since the early seventies: 

Tottenham Hotspur in Rotterdam in 1974 and 1983, Leeds United in Paris in 1975, 

Manchester United in St Etienne in 1977, the English national team in Basel in 1981 

and so on, until the spiral of shocking bad violence reached its tragic stampede in 

Brussels
98

. Later, Heysel Stadium disaster was described as the darkest hour in the 

history of UEFA competitions. 
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Heysel is an unspeakably awkward subject for Liverpool FC. It is seen as a 

black mark and it will be there forever. Supporters of rival teams chant “Murderers” and 

the Liverpool fans have little response. Referring to the official yearbook of 1985/86, 

Kay points out the two articles related to the disaster were both of the “Let’s put this 

behind us, improve the match-day Anfield atmosphere and look to restore the club’s 

good name” variety (Kay, 2013). The tragedy is, more or less, a huge stain in Liverpool 

FC history and somewhat a taboo for Liverpool FC and its supporters. It was only 

brought into the open when Liverpool and Juventus were drawn together in the 

Champions League quarter-final in 2005, at which point the Merseyside club, after 

consultation with their Italian counterparts, announced it would be a game of 

“friendship”. Before the first leg at Anfield, Liverpool supporters held up a mosaic to 

form the word “amicizia (See Figure 5.13)”. Some of the visiting Juventus fans 

applauded, but the majority of the visiting spectators, it seemed, turned their backs in 

disgust. The apology seemed to arrived too late to sound truly sincere.  

 

Figure 5.13 The Kop creates a mosaic saying "Amicizia" ("Friendship")
99
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To position the club in a globalising world has become an important issue for 

every football club, not to mention the fact that Liverpool FC has got involved with this 

controversial disaster. In 2010, Liverpool FC has finally unveiled a permanent memorial 

plaque at the entrance to the Centenary Stand in Anfield (See Figure 5.14) to 

commemorate the 39 victims in the disaster. In addition, they do have extensive 

coverage of the tragedy on their official website and they do pay tribute on 30
th

 May 

every year, but it seems to take far too long, unlike Sheffield Wednesday with 

Hillsborough, for the club to recognise the tragedy and the stain it had left.  

 

Figure 5.14 Heysel Memorial
100

 

I think we must admit that modern football clubs are not simply football clubs anymore; 

instead, they are more like enterprises which focus on their branding more than 

everything, because good branding suggests good image and decent revenue around the 

corner. Every possible element can be framed and produced around commodification. 
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Smart also addresses that the professional sport became more closely articulated with 

the media, in particular television, commerce and the world of corporate sponsorship 

(Smart, 2005). The club is well aware of the fact that media have the ability to either 

keep the memory of past achievement alive or miserably prolongs the trauma through 

repeated showings. That explains why it is always the cleansed bits of history that get to 

be represented and reproduced, because in most of the cases, football event cements the 

ties between people for its traumatic quality, rather than it being an event that divides 

people. The supporters need the bonding to make them feel good about themselves just 

as much as the club needs the bonding to stimulate the sports consumption. Moreover, 

fan rivalry in the club culture engages sporting memory closely as well. A lot of the 

times, the concept of rivalry is constructed and re-produced by the club. It seems that no 

real memory is unfolded and it is only the club-endorsed memory that is authorised to 

be re-invented. 

The ‘birdie’ stays on: LFC brandscape  

The development of football and television throughout the 1960s and 70s aided the 

larger process and development of football on the global stage. The sports team logo, 

once a sign of allegiance, is probably another dominant catalyst of merchandising the 

club. Edensor argues that individual and collective narratives are often organised around 

signs in their own historical and geographical context, fuelling the contemporary 

nostalgia boom (Edensor, 2002). In the face of globalisation, somehow those signs have 

become the autopilot to maintain the manifested rhythms of architecture brandscape 
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and the authorised club culture to help people to deal with the increasing complexity 

and hybridity in football culture ‒ to remember their club history properly.  

However, the acts of remembrance do not merely provide an opportunity to 

absorb and share club cultures, but also aggravate an increasing desire to express their 

loyalties in visible and dramatic ways. As I have made my point in the first half of this 

chapter that actions such as watching, choosing and remembering would not have 

happened if there is no mediation involved. Constructing collective memory involves 

the trading of narratives (Hughson, 2011) which have grown to be more visible and 

spectacular, too. It is observable that identification certainly has some desirable and 

lucrative consequences, for instance, it is not uncommon to see kids wearing particular 

jerseys outside the stadium (See Figure 5.15 and 5.16).  

  

Figure 5.15 A kid won a signed jersey 

from Alan Kennedy
101

 

Figure 5.16 A random kid walked in 

Liverpool FC jersey in Birmingham
102

 

This seemingly banal practice of garment purchase actually leaves room for 

transforming collective memories into personal memories just as the Kopites never fail 
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to distinguish themselves from others by singing the song “A Liverbird upon my 

chest”
103

 at any kind of gathering occasions. In short, this is what sporting memory is all 

about. Sporting memory is a constructed work. Meanwhile, it guides how people should 

perceive in the dainty fashion so that supporters never just drop by sporting attractions, 

but instead, they walk with some definitive goal in mediatising and constructing their 

sporting memory. The adoption of these signs and symbols, illustrated largely through 

club-endorsed clothing, is proved to be an important part of sports commodification. 

The contention here is to point out the fact that consumerism is not just about 

materialism. We use products socially. Possessing passion for football is also a social 

product just as fans and sport tourists participate in stadium tour as their chosen activity 

to see and to be seen. Too often, we overlook the vital area of human agency in those 

seemingly trivial and fleeting in-between moments in sport tourism experience. 

Travelling to take part in sporting events is likely to make the sporting identity more 

salient, because it seems to provide the individual an opportunity to have their valued 

identities authenticated socially. 

III. Visitors as the linkage in stadium experience and beyond 

Drawing upon the last two sections, we can conclude that there are two evident yet 

paradoxical characteristics permeated within the football culture: ever-changing and 

nostalgic. It is impossible to be fully object-free to sustain memories and apparently, 
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football fans will not be in favour of this idea since collecting has always been a 

significant and indispensable part for them. In the course of collecting, supporters aim at 

making sense of their social identity. Thus, the very act of doing everything related to 

football provides a unique opportunity for a period of extended reinforcement of their 

sporting memory and the coalition of football stadium and tourism is what I intend to 

shed light on in this research.  

After the respective exploration of the club, the stadium and the fans, it is 

arguable that everything is under construction and re-invention. Besides, it is difficult to 

come up a unanimously accepted opinion about which party is truly dominating in 

producing a stadium experience. Be that as it may, there is definitely a degree of 

synergy between the stadium and visitors.  

A life-long season ticket booked 

“Liverpool vs. Everton in 1974 was my first Anfield game when I was five 

years old…… Liverpool won 1:0. Sat in the Kemlyn Road stand (now 

centenary stand, family folklore is that I spent more time listening to while 

looking at pigeons on the roof than the football. Also when I got home, I 

questioned my mother about whether or not Dad really liked Liverpool, 

because he spent most of the match shouting at them. Anfield for me is a home 

from home.” 

(Extracted from the interview with E.G. on 22
nd

 January, 2015.) 
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“My first visit to the stadium was when my father took my brother and I to 

mid-week reserve team games at Anfield. Back then, these games were free 

for season ticket holders like my father with children also entering the 

stadium for free. I was probably 8 or 9 years old. My father would watch the 

game while my brother and I ran around and played, jumping from seat to 

seat as I remember……” 

(Extracted from the interview with S.H. on 22
nd

 January, 2015.) 

“……The first season I remember fondly was 2000/01. This is probably the 

time I began looking for information on the club as an individual [emphasis 

added], rather than following people around me.”  

(Extracted from the interview with A.C. on 1
st
 March, 2015.) 

Those moments might be outwardly insignificant when attending the football matches 

was not directly linked to their wishes, but was more of an alternative of family 

obligation. However, it is through such means that the identities are formed and passed 

down unwittingly.  

During my first fieldwork in Anfield Experience, I have notice a father who shared 

the same table with me because he has seized every possible moment to instil some 

football tales for his daughter in the stadium tour and I was benefited a lot from their 

father-daughter talk as well. They travelled from Chester to Liverpool as their weekend 

getaway. The daughter told me that she is not necessarily accounted for a dedicated 
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football fan because she just wanted to keep company with her dad, while her dad 

seemed to expect more from this experience:  

“I think it’s a good way to show my girl what is all about her dad’s football 

club and we are coming back for the first game of the new season. The 

experience will be a great preview for her. In that case, she can feel more 

related to and excited about the game.”  

 (Extracted from the fieldwork note on 27
th

 July, 2013.) 

Culture. It is a word we hear so much of on a day-to-day basis and many of us 

associate it with different things. In the case of football, everything starts with the 

likeness which might happen earlier than one can remember or it may mean nothing 

personal at that point, but it is actually a way of working together towards common 

goals that have been mediated and produced so frequently and so successfully that 

people do not even think about trying to do things another way. In my second time visit 

to Anfield Experience, a father and his son drew my attention because they are always 

the last two at the visiting route. The father put a lot of effort, making sure his son has 

been enlightened by those important objects that seem to tell stories, such as the old 

boot room
104

 (See Figure 5.17), dressing room and the proper knowledge (See 

                                                        
104 Bill Shankly converted the typical boot room into an informal coaches' meeting room, with a relaxing 

atmosphere that paid dividends for a Liverpool side who were rebuilding at the time. Due to the 

breakaway of Premier League from The Football League in 1992 encouraged by British Sky Broadcasting 

(BSkyB), each football club is required to have a media room and therefore, the boot room is relocated to 

Melwood(Liverpool FC’s training ground). In order to in memory of Shankly’s legacy, the boot room 

was preserved and introduced as a highlight in the tour. 
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Figure5.18 and 5.19). In this way, experiencing a stadium outside an event provides the 

younger generation with the opportunity to somehow get closer to it and to recognise 

the stadium as an important place, both personally and collectively. 

 

Figure 5.17 The old boot room
105

 

  

Figure 5.18 Father-son talk at the 

dressing room
106

 

Figure 5.19 A little boy wearing his LFC 

jersey to the stadium tour
107

 

Those objects do not define a culture or a piece of history arbitrarily. These instincts are 

not formed overnight. Rather, they are the result of shared learning through 

construction in family while nowadays football is given as a social good that becomes 

part of the popular cultural air that people of many societies breathe (Wagg, 2004), 
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because the social experiences and relationships seem to be increasingly unavailable in 

today’s modern society (Shipway and Kirkup, 2010). Those mnemonic props could not 

organise a mediatised nostalgia performance without the trigger from human agency 

and establish the stability in the face of individuals’ constant searching for new 

experiences with the right community, so that the right look could be returned.  

The 2005 Champions League Final
108

 is the match Liverpool FC supporters will 

never get tired of watching it over and over again. It is also arguably the greatest 

football match had ever played.  

“I went on a stadium tour in 2005, just after Liverpool won the Champions 

League. I can’t remember too much about the experience apart from seeing 

the famous the European Cup [emphasis added]……especially it was also 

the first time we had won since I was born in 1991……” 

(Extracted from the interview with A.C. on 1
st
 March, 2015.) 

“The tour was really great. We got to go behind the scenes and enjoy the 

parts of the stadium that only the professionals usually see. It was 

particularly good to see the European Trophy face to face [emphasis 

added]…...” 

                                                        
108

 The match was contested between Liverpool of England and Milan of Italy at the Atatürk Stadium in 

Istanbul, Turkey on 25 May 2005. AC Milan made it 3-0 before half-time. In the second half Liverpool 

launched a comeback and scored three goals in a dramatic six-minute spell to level the scores at 3–3. The 

scores remained the same during extra time, and a penalty shoot-out was required to decide the 

champions. The score was 3–2 to Liverpool when Andriy Shevchenko's penalty was saved by Liverpool 

goalkeeper. Liverpool's comeback gave rise to the final being known as the Miracle of Istanbul, and is 

regarded as one of the finest moments of the club's history. 
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(Extracted from the interview with S.H. on 22
nd

 January, 2015.) 

In the club museum, a movie poster-like printed picture was displayed next to a media 

room (See Figure 5.20). Inside the room, there was the fifteen-minute highlight of the 

Miracle of Istanbul screening. Most of the people in the room must be fully aware of the 

scenario of the match and probably just have watched the game plenty of times, as I can 

hear people whispering to remind their company or simply talking to themselves when 

the turning point was about to approach and stir up (See Figure 5.21). In the process, 

space and time are re-invented in forms of video clips, mediating those memorable 

moments to manipulate the on-site visitors and open up the possibility of reinvention of 

a lost era. The game has finished, but the moment can be re-produced and lived afresh.  

 

 

Figure 5.20 A simulated movie 

poster for 2005 UEFA final
109

 

Figure 5.21 Fans watching A.C Milan vs. 

Liverpool FC Champions League final in 

2005
110
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For a supporter who was not able to witness the glory at the exact time as me, it might 

be the best alternative to make my Liverpool FC fan profile complete when there is 

nothing I can do about the days of yore, let alone my lack of proximity as a global fan. 

Thus, a privilege such as having found and been with the right crowd to value the value 

at the right place not only articulate the implicit cultural codes and texts, but also 

compensate for the missing of being at home. 

“The stadium itself is powerful, beautiful. Anfield is home. Anfield is magic. 

As soon as you get around Anfield, you feel something very special [emphasis 

added] in your heart.” 

(Extracted from the interview with M.D. on 30
th

 March, 2015.) 

“Walking into Anfield makes you proud, gives you goose bumps, you just feel 

the spirit [emphasis added] within the stadium ‒ it talks [emphasis added] to 

you.” 

(Extracted from the interview with S.P. on 27
th 

March, 2015.)  

There is little doubt that the representation has once again played a chief role in 

the conveyance of the notion of home and has reconstructed the cognitive images 

through the stadium and the familiar objects. In the insistence on the social ubiquity of 

human-object relationships, it is argued that part of what is to be human is to interact 

with things in distinct object worlds (Edensor, 2002). Familiar objects with given 

meanings endure its cultural capital value (See Smart, 2007) in certain places, are part 
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of the way things are, contributing to forms of shared solidarity. Here I would like to 

point out that it is the kind of case when individual identification interacts with 

representation both between place and people and interpersonal, marking out football 

heritage among other types of heritage.  

“……It was also important to interact with other people on the tour, many of 

whom had good stories to relate about their own memories of visits to Anfield 

both on match days plus other stories relating to Liverpool FC.” 

(Extracted from the second interview with D.H. on 5
th

 May, 2015.) 

“The stadium guide did a fantastic job of making us all feel [emphasis added] 

like we were welcome members of the LFC family. He told us many 

interesting anecdotal stories about each part of the stadium, how Bill Shankly 

managed to manipulate the emotions of the opposition team with the ‘This is 

Anfield’ sign etc., and many other tales.” 

(Extracted from the interview with S.H. on 22
nd

 January, 2015.) 

In this regard, Anfield is sold as the authorised place for Liverpool FC and its 

supporters. Abercrombie and Longhurst suggest that community is essentially a 

relational concept, defined in relation to one another as well as by the quality of the 

internal relationships in the community (Abercrombie and Longhurst, 1998). Despite 

the globalisation and allegedly increasingly homogenous societies, it is justifiable to 

view an individual’s personal identity as a cultural and re-invented product ‒ the result 
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of the construction from family, friends, educational, neighbourhood, legal and religious 

institution and the mass media that lead to deep mediation. Once the sense of belonging 

to the community fosters, it lasts ingrained, because the practice of identity is embodied 

in the fan’s life thereby making ‘being one of the Kop’ (See Figure 5.22) a way of life 

and dictating the fan’s relationships with the significant others. 

“……My images of those days are still black and white. I had never seen a 

stadium before and I remember the Kop towering above me. When I entered 

the stadium (the Kop), I just had an overwhelming feeling of happiness and 

proudness ‒ I was actually there on the Kop.” 

(Extracted from the interview with S.P. on 27
th

 March, 2015.) 

 

Figure 5.22 Kop scene on a match day
111

 

Repeating history in a creative fashion 

The primary concern is often grounded in the concern that such economic exchange 

results in places morphing into sites and sights that tourists desire to see and pay for ‒ 
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rather than offering more honest culturally based representations (Gammon, 2010). Of 

course, the dilemma is that the revenue is the oxygen of stadium maintenance, and it 

would be difficult to envisage it existing without it. Evidently, the debates are not 

whether the stadia should be commodified, but rather to explore, where possible, the 

sporting memory and family memory can be sustained in the forms of stadium 

experience.  

“I think visiting the stadium is something you do once. There is no real point 

doing it several times. I have done it, I enjoyed it, but I don’t think I will do it 

again, except in the future, with my kids [emphasis added].”  

(Extracted from the interview with M.D. on 30
th

 March, 2015.) 

“I don’t see any reason to do Anfield Experience again, unless I was taking 

my children [emphasis added].” 

(Extracted from the interview with E.G. on 22
nd

 January, 2015.) 

“I have been twice now, so I would only go if accompanying a visitor 

[emphasis added].” 

(Extracted from the interview with J.R. on 5
th

 February, 2015.) 

“I will probably not do another tour because I only wanted to see the stadium 

and the European cups.” 

(Extracted from the interview with V.S. on 2
nd

 February, 2015.) 

 



 

144 

“I will re-visit Anfield Experience to hear more updated stories [emphasis 

added]……and it’s good to see the club making some hardware update to 

have better capacity.” 

(Extracted from the interview with R.H. on 19
th

 February, 2015.) 

“We’d love to revisit Anfield Experience, but maybe not too soon. We will 

probably when Carragher
112

 becomes one of the guides. The club won’t be 

always the same, so new memories [emphasis added] could be made!”  

(Extracted from the field note from the first fieldwork on 27
h
 July, 2013.) 

In Gaffney and Bale’s analysis, they have pointed out that the restrictive movement of 

being in a crowd is part of the stadium experience in which the normal rules of personal 

space and individualism is given up to the amorphous power of the horde, for : ‘the 

individuals create the crowd and the crowd consumes them’ (Gaffney and Bale, 2004). 

However, the inspection is chiefly focused upon the experience on a match day. Indeed, 

without the sound, the stadium is empty, because there are very few sensory experiences 

as powerful as the collective harmony of 50,000 people, dramatising the spatial 

experience with songs and chants passed down year after year. No matter how advanced 

and spectacular stadia are, we cannot deny the fact that stadia are the containers of 

important socio-economic, demographical and psychological issues that can actually 

produce interactions and construct memories. 

                                                        
112

 Jamie Carragher, a retired English footballer who played as a defender for Premier League club 

Liverpool for 17 years. He is currently a pundit on Sky Sports. 
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The tendency to sacralise of tours heightens the sense of historical import is 

becoming prevalent nowadays and it is the kind of experience one wants to have with 

their beloved ones, especially those ones in younger generations. For those tourists who 

are just happy to collect gazes, the tour simply represents no more than a ticked-off box 

of iconic places to visit. On the other hand, for those who have stronger links to a 

stadium will consume such sights more intimately where the gaze is a lot more romantic 

and constructed. One way or another, the heritage value of Anfield is certainly elevated 

by those visits.  

More often than not history has accordingly become a romantic and biased 

leverage to construct and maintain the sporting memory, because the sense of historical 

continuity and the sense of participating are just as important as each other. The history 

represented in the stadium is fairly fragmented, although the route of a tour always stops 

and enters quite ordinary spaces such as the changing rooms or the dug-outs, showing 

visitors the scenes normally used by the privileges, constructing the star-gaze in the tour. 

In addition, the prepared stadium can be a very different space outside match 

conditions. Matter such as rarely complete silence and unoccupied seats of rubbish 

cleared contribute the unrealistic imagined touch to the tour. The creativity people have 

been seeking for, in fact, lies in the alienation and unfamiliarity of the stadium, 

promoting the ‘scripted and produced’ experience as a selling advantage in the industry.  
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Chapter 6 Conclusion 

I. Conclusive remarks and implications 

Many sports attractions have become an integral part of many destinations’ tourism 

portfolios. It seems to be a compelling case that the construction of sport spectatorship 

is firmly entrenched in the search of authentic sporting experience, where outcomes of 

competition are genuinely unknown. Tourism and commodification may help people 

open a door to a new industry which they don’t know how to sustain it.  

Paradoxically, there are more and more people who choose to experience the 

comparative quietness linked to well-scripted tour visits which seem to amplify the 

personal and collective recollection that hold deep meaning for those who visit. The 

research is not aimed at the dialectics of whether stadium tour can be as authentic as 

live sporting events, which have always been problematic and probably always will be. 

After all, all kinds of event are staged in a sense, by definition; there must be some 

certain elements of manipulation and politics of memory involved.  

There is little doubt that commercial expansion of sport is not new, the global 

appeal of football fuelled by the media have substantially accelerated such development 

in football industry. In spite of this, there is surprisingly little written about the character 

of both stadia and clubs displayed in stadium tours. Much of the debate concerning 

stadium tours is framed around whether an authentic experience can be achieved by 
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empowering visitors with the power of backstage, where how the collective gaze 

functions as a means of construction and reinvention in producing sporting memory is 

largely sidelined. In fact, stadia have produced not just footballing passions, but the 

very sense of place and identification central to the social meaning of sport, the 

entanglement of family and sporting memory. It would be wrong to conclude that 

stadium tours are inauthentic, because in the context of commodification of place, a 

degree of orchestration and staging is well expected. Moreover, stadia are the vessels 

that house these experiences in which construction and re-invention, are guiding with 

history, memory, nostalgia and heritage in a fairly manipulative way. To sum up, the 

research intends to fill the academic paucity of stadium tour as a new creative genre of 

football heritage tourism and to see how the symbolic features of Liverpool FC is 

constructed and re-invented through Anfield, tour guides and visitors.  

Overview of the study and key findings 

The symbolic power of the stadium, however, has not been limited solely to sporting 

contests. It seems that football stadia were being called to produce tourist experiences 

and stage performances legible to wider spectrum of visitors. The highly important 

relationship between the two social practices of sport and stadium remains at the 

periphery of the discussion. My goal here is to offer the foundations of a new creative 

genre of football heritage tourism and engage critical examination on the triad of 

stadium, club and supporters/visitors and the textures of memory related to them. 
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 First of all, as I have addressed in previous chapters, it is problematic to classify 

Anfield as football heritage since its instrumental function and iconic image seem to 

dominate the cultural meaning of football as a kind of social practice, especially in the 

hyper-commodified age where everything about football, including players, has reduced 

to sheer commodities, even for the intangible memories we hold about the club. The 

outrageous creep of commodification spread from kit logo to kit advertising, from 

advertising hoardings to stadium naming now turns the stadium into a machine for 

wringing every possible cent of profit from the produced spectacle in which the 

expression of fandom and allegiance is evaluated and encouraged by how much one 

spends rather than how much they genuinely care.  

 Plainly, stadium experiences have been produced and re-invented en masse in 

recent years. Sporting attractions, with its encompassing appeal, have displayed their 

lucrative potentiality at the nub of tourism. Undoubtedly, sports events have been 

treated as commodities for many years, but there now seems to be more and more re-

invented events to fill up the void of live sporting melodrama when the sporting season 

has come to an end. Make no mistake, there are still plenty of other sports to choose 

from when one type of sport is in recess. Even if they only watch one type of sport, they 

will still be bombarded with those questionable and iffy transfer rumours. 

Football stadium is probably one of the most manipulated destinations on a 

regular basis in our daily lives and is very likely the earliest memorable childhood 

experiences one may have. For many people, sport holds great meaning and personal 
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significance through their continuous participation, so it infiltrates memory, shapes the 

sense of belonging and serves the quest for something unique. However, based on the 

fact that sports have become fairly prevalent in our daily lives, finding or producing 

uniqueness turns out to be a hassle. For tour operators, a well-organised tour has the 

potential to be a reinventing filter for reproducing the cleansed history and constructing 

a popular sporting memory.  

In the modern era, global fans can be just as serious as local fans by virtue of the 

advent of technology. They may possess different versions of sporting memory for a 

myriad of reason, which could be a challenge for tour organisers, because the media 

coverage can be truly unpredictable sometimes and they barely know if the potential 

visitors are equipped with the same amount of fan capital. They would never want to 

upset the non-local visitors with the knowledge that is too hardcore to perceive. In the 

meantime, they need to consider if the local fans are satisfied with what they see, listen 

and feel since the interaction between participants and guides is also part of the 

performance.  

Premier League has ushered in a new age of personal enrichment for 

professional footballers playing all around the world. As shown in the research, sporting 

memory can be constructed through something trivial, such as the unwitting exposure to 

the media coverage, satellite TV, family gathering and etc. either locally or 

internationally, but it is the kind of constructive power that creeps in and stays for a 

long time. Indeed, the stadium tour is a product of sport commodification compounded 
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of identity, nostalgia and sporting memory. Together the visitors and the guides think 

back to a specific time in the past and re-invent the chosen piece of history, forming an 

intermingled version of sporting and family memory. Through stadium tours, the 

symbolic features and constructive authenticity in the making of football heritage will 

be produced and elevated by visitors and tour guides alike. The creativity involved is 

not as much as the club claims, but in fact, is very limited since the visitors only receive 

the one-way stimulus. After all, they hardly have the chance to be in charge of the 

experience production. 

As much as lots of pundits and supporters criticise about commodification sport, 

we have to admit that without commercialisation, sport would not be as omnipotent as it 

is today. Every year sporting events are hosted and won by communities and nation-

states. Every year people do sports or watch sports in different kind of spaces: sports 

grounds, fields, back streets, parks or even pubs. Every year, there is always political 

struggles over funding that goes to the development of sports spaces, whether it is 

global events such as the World Cup, or informal spaces such as walking and cycling 

routes in national parks. The truth is, football’s hegemony is almost terrifying, which 

unsettles the investors and supporters.  

Stadium tour as a type of football heritage tourism is not a brand new 

phenomenon, but it has been put aside for far too long. A lot of discussions about stadia 

have dedicated to the macro-scale kinds of sport commodification in events, 
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sponsorship and broadcasting, while the heritage value represented in the comparatively 

micro-scale stadium experience is underestimated. 

In the era dominated by capitalist globalisation, football is not only seen as a 

type of sports, but is equated with prestigious clubs and their celebrity employees 

playing on the pitch. When everything about football has resorted seriously through 

consumption, something like which jersey one chooses to put on or which game one 

decides to go to becomes an embodied proof showing others their allegiance towards 

the football club. A successful global football brand is probably the ultimate goal for 

every club in modern era, but somehow this kind of hue let people wrongly believe that 

their behaviour will only be calculated by conducting visible consumption to emphasise 

their bonding to their football club.  

Generally speaking, there is a double commodification going on in sporting 

venues: one has to do with the event, and the other has to with the place in which the 

events take place. The stadium is, as a result, considered and sold as the vehicle for 

identity, belonging and history.  In Anfield Experience, there is a third commodification 

going on, which I would like to propose as a new springboard to analyse stadium 

experiences: the commodification of sporting memory construction. 

Instead of reading stories from the brochure or hearing the guides recite what 

has been memorised in their heads, Anfield Experience had replaced their story-tellers 

with the legends that have literally lived through the era, sharing their memories directly 
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related to them and the club. Apparently, their past has given them a solid identity to 

produce and reinforce the authenticity and uniqueness, which seems to perfectly fulfil 

what visitors are looking for － a peering of the authentic sporting memory. Yet, if we 

look deeper into their roles, their roles are beyond the story-tellers. In fact, they have 

turned themselves into new constructive power to produce the club-endorsed version 

sporting memory and come up a popular version of the club brand in a scripted fashion. 

Legends were asked to perform the club-accredited history, mostly something popular 

and cleansed, because chances are that every encounter with a general tourist could 

potentially transform him/her into a new fan. In a sense, modern football has lost its 

original social meaning due to the constant production and re-production caused by the 

hyper-commodification.  

The club is likely, moreover, to want to encourage the view that, for footballers, 

wealth carries responsibilities and the club, along with their employers, are giving 

something back into society. Indeed, the plain stardom itself is already a lucrative 

commodity; however as the competitiveness struggles between the new commercialism, 

football’s social purpose have become more intensely entertainment-driven. What 

appears to bind the array of visitors is the desire to see the unseen, not only to 

experience football stadium when not in use, but also to gain an insight of the 

unfamiliarity in the familiarity. The backstage areas shown in the tour are, in fact, 

prepared for visitors and nowadays there are more and more non-football activities and 

planning such as wedding day, party, catering etc. taking place inside the football 
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stadium. 

Once the football club enters in an individual’s life, it constructs a dominant 

bonding between the self and the club. The club holds an idiosyncratic power over 

constructing the memory and decides what parts of history should be remembered. It 

seems that fans have little agency to get to know the real club history, because the 

difficult parts of history tended to be concealed by celebrating the glorious and grieving 

for traumatic parts of history. How could the past wounds ever be healed if we keep 

pretending not to know the truth?  

Over-stressing of this specatating culture somehow deprives supporters of the 

agency of constructing their own memory. On the other hand, body is, in fact, restrained 

greatly under the football culture, which somehow encourages the passive participation 

and blind worshipping in football.  

To what extent a stadium experience is truly creative in such a scripted and 

produced representation is of course a moot point, because actions such as watching, 

choosing and remembering would not have happened if there is no mediation involved. 

Exposed to cultural, spatial and performative contexts, the intimate relationships 

between people and the things have become important signifiers of an authorised fan 

identity. People domesticate, customise and situate objects, reaching out to gain 

something memorable, but they do not realise that they are actually the reinvented 

reason why the experience is memorable. Also, sensory mediation also lies in the 

continuous interaction between objects and co-participants, guiding the senses and 
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makes the body remember. Sadly in this mediation-saturated world, what has left to 

sustain such kind of brand loyalty to the football club is to have one’s memory 

commodified in a popular fashion.  

Be that as it may, the characteristic of heritage is something that we should 

never sell short. The value of heritage is closely related to time and it will not reveal if 

the individual never comes across the place. Football heritage is exactly the case. As 

time changes everything, the related memory is weaved closely with the stadium and so 

is the fan identity. Individuals locate their own sporting memory in the stadium and 

footballers also locate their professional sporting memory in it, too. However, the club-

produced memory has made the textures of sporting memory fairly perplexed. The 

social meaning of football for modern crowds might not be as traditional as it used to be, 

but a football heritage tour as Anfield Experience certainly provides an insight into the 

role of production of sporting memory in football heritage site and how the ways of 

history and culture representation impact on the development of the merging football 

heritage and creative tourism. 

Being creative does not mean that we have to completely put the past aside and 

add original and innovative ruses as many as possible. From the research, we can 

observe that the ‘creativity’ people are looking for actually lies in the past, when we 

start looking for the tiny bits of difference in our previous experiences and that is when 

the whole experience becomes memorable. 
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II. Research limitations and recommendation for future research 

Generalisability is not an objective of this research. It seeks to answer three research 

questions on this emerging genre of sports tourism for which there is currently a paucity 

of academic research. With qualitative approach, the limitations of this research 

predominantly revolve around the exploratory results. I have tried to manage to cover 

the potential shortcomings of the semi-structured interviews conducted on-site, which I 

have addressed in Chapter Three, by carrying out structured interviews after the trip to 

England as many as possible. Although the data was primarily collected through first-

hand fieldwork, the number of respondents and the timeframe are comparatively limited 

and snatchy in the ever-evolving football world. Besides, the heterogeneous nature of 

the interviewees (different gender, age and nationality) may be another explanation for 

the limited exploration results.  

Recommendations for future research 

The spirit of ‘Without you, there’s no us’ is not built in a day. Football club, as a brand, 

probably has the most admirable brand loyalty that every brand promoter would love to 

have for their own brand, because the loyalty is not only solid but also self-reinforced 

under the stimuli-rich mediation unceasingly. Hence, it is advisable to embark on a 

more comprehensive longitudinal research to observe how the perception of a football 

stadium and expected changes made in the production manipulate the representation of 

sport heritage and future visits/revisits.   
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 The intent and hope for this research is to initiate dialogue and research interest 

in the politics of representation and memory and how they entangle with experiences of 

the stadium outside of event conditions. Even till now, football is still seen as a 

masculinity-dominating sport, but there are certainly some delightful changes in football, 

such as the arising female spectators at football ground, women footballers and etc. A 

stadium tour could be a start to show friendliness to female spectators. However, it 

requires a more comprehensive and longitudinal research to identify how their 

evaluation and perception are different from male spectators.  

Indeed, comparing to association football, women’s football is a minority. Not 

every club in Premier League has women football clubs plays in FA WSL (Football 

Association Women’s Super League
113

), because women’s football league is fairly a 

new phenomenon and is still developing. Perhaps, in the near future, we will see clubs 

like Arsenal, Chelsea, Everton and Liverpool organising a stadium experience through 

the lens of women’s football in association with their existing global brands in the near 

future. What kinds of manipulation will be involved? What are the necessary 

adjustments needed in tour organisation?  
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 The highest league of women football in England, which is founded on 22
nd

 March, 2010. 
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Appendix 

A. Questions for structured interview 

1. How long have you been a Liverpool FC supporter? When and how did it 

commence?  

2. When is your first time visit to Anfield? For what kinds of occasion? How would 

you describe Anfield within a phrase? 

3. What types of stadium tour did you choose to participate in?  

(If your previous experiences include the Anfield Experience, go to No.4. If not, go 

to No. 5 instead, and explain a little bit the reason why you didn’t choose the 

Anfield Experience. ) 

4. What is the decisive factor for you to choose the Anfield Experience over the other 

stadium tours? 

5. What did you do, see and interact with during your stadium tour? How did you 

find the role of the guide during the stadium tour? What did you purchase before/ 

after the stadium tour? 

6. Describe the highlight of your stadium tour experience (It could be the stadium 

tour or the interaction you carried out with guides/co-participants etc.)  

7. How would you consider your role in this stadium tour? An active one or a passive 

one? How did the role enhance or hinder the enjoyment of the stadium tour?  

8. (For people who have been to a match at Anfield before) Comparing to match day 

experience, what is missing in the stadium tour? 
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9. (For people who have only attended stadium tours) After the stadium tour, will this 

experience enhance your motivation to attend a match in the near future? 

10. (For people who have attended the Anfield Experience)Will you re-visit the 

Anfield Experience in the future? Why or why not? If so, what will be your major 

incentive?  

11. (For people who have participated in any types of stadium tours that LFC offers 

but the Anfield Experience) Will you choose the Anfield Experience for your next 

visit in the future? Why or why not?  

12. Anfield has changed from terrace culture to all-seated stadium after Taylor Report 

in 1989. Soon, Anfield is going to have a ground expansion and regeneration next 

year. What is your opinion on that?  

13. In your view, what is the core value of Anfield? 

B. Field work note from the first visit of Anfield Experience (27
th

 July, 2013) 

It is also my first time visit to Anfield, thus I have divided my field work focus into two 

aspects according the rundown of itinerary:  

(1) Observe how the artefacts and facilities are displayed and also the way guides 

interprets the paraphernalia in the stadium mostly by note-taking and photo-shooting. 

(2) Capitalise on the occasion Anfield Experience has prepared for visitors, I have 

initiated small talks during the transitional waiting time for next program, coffee/tea 

time and luncheon. Some sketches from the small talks: 
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Father and his 

daughter (Chester, 

England) 

I was assigned to sit with the same table with them during the 

coffee/tea time and I have noticed that whenever we had the 

occasion sitting down, Daddy will seize every chance to tell 

pass on his footie knowledge.  

Q: What brings you here to attend Anfield Experience? 

A1: I’m alright with football; actually I’m just here to keep 

my dad’s company. 

A2: Yeah, I think it’s good to show my girl what is all about 

his dad’s football club and we’re coming back for the first 

game of the new season. The experience is a great preview 

for her. In that case, she can feel more related and excited 

about the game.  

Newly-wed couple 

(London, England) 

 I was sharing a table with the couple during the luncheon. 

The wife was sitting right in front of me, so I started the 

chatting with her first. 

Q: What brings you here to attend Anfield Experience? 

A: Oh, actually it’s one of the stops in our honeymoon trip. 

We’re going all the way to Scotland! Plus, my husband is a 

huge Liverpool fan and he really wants to join this 

experience. So, here we are! 

Q: Have you ever been to one of the games at Anfield 

before? 

A: Yes, we have, quite a few times. We haven’t watched live 

games as we used to because we decided to move to London 

right before our wedding. It takes some time to commute 
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so… 

Q: Will you re-visit Anfield Experience in the near future? 

A: Yeah, we’d love to, but maybe not too intensive. Probably 

when Carragher (Jamie Carragher, a former Liverpool FC 

player) becomes one of the guides! The club will change as 

time passes so new memories could be made!  

Couple (Northampton, 

England) 

I was surprised when I knew about the couple wasn’t locally 

from Liverpool, judging on the fact that localness is quite 

dominant in British football culture. 

Q: What makes you become a Liverpool supporter? I suppose 

Northampton has their own football team, no? 

A: oh, yes. They do, but you know they don’t play in Premier 

League. Liverpool is the closest Premier League to 

Northampton and I really enjoy watching Liverpool play! 

 

C. Field work note from the second visit of Anfield Experience (29
th

 August, 2014) 

Since it’s my second time visit, I am more familiar with the itinerary of the Anfield 

Experience. This time, my main focus is to acquire as much perception as I can from the 

visitors. Accidentally, I was asked to take pictures of an old couple in the dressing room 

and we have been touring and chatting together while we were on the move. By virtue 

of the continuous talk, I was able to ask further questions, beyond the experience itself. 
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Couple (D. and 

C.,England) 

Q: What brings you two to Anfield Experience? 

C: Oh, D. is such a hardcore Liverpool fan. We treated Anfield 

Experience as part of our weekend plan.  

Q: You’ve been to Anfield quite a couple of times? 

C: Yes, but you really need to talk to D. He will tell you more 

in detail. 

Q: C. told me that you used to be a regular spectator at 

Anfield? I suppose you must have witness the whole changing 

process. 

D: I used to, but no more. The ticket price is way too expensive 

and the atmosphere is totally different. 

Q: You mean the different atmosphere between terrace and all-

seated stadium? You prefer the old terrace culture? 

D: Prefer? No, I wouldn’t say that. I’m in favour of all-seated 

arrangement. It’s safer for everyone. 

Q: Won’t you feel confined to your seat and that would 

influence on the atmosphere? 

D: Oh, I still have my space to move around. Maybe I do miss 

the human waves on the stand, but it really hurts to see another 

stadium disaster happens. I’m fine with the regulations they 

made. It’s not right for those lads going to football games 

without coming home. 

 

 


