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Abstract 

In order to understand whether fan attitudinal loyalty in China's Chinese Super League 
is influenced by dramatic match results and to make suggestions for the marketing of 
professional sports clubs in China at the micro level, fan loyalty theory is introduced as 
a basic theory, and the head effect and game improvement theory in the sports 
competition performance industry are used as auxiliary theories to conduct empirical 
evidence using paired-sample t-tests to explore the effect of dramatic match results on 
fan attitudinal loyalty. The results show that The results show that: (1) dramatic game 
outcomes can influence fans' attitudinal loyalty in general; (2) the path of dramatic game 
outcomes on fans' attitudinal loyalty may be that the uncertainty of dramatic games 
increases fans' motivation and joy, which in turn promotes fans' attitudinal loyalty 
through increased motivation and joy; (3) although dramatic game outcomes increase 
fans' attitudinal loyalty (3) although dramatic match results increase fans' attitudinal 
loyalty, the effect is mainly concentrated on lower division fans and the effect decreases 
as fans' loyalty increases. Combined with the headline effect in the sports competition 
performance industry, it is clear that highly loyal fans are a larger and more stable group 
in the revenue stream of professional sports clubs. Therefore, professional sports clubs 
in China's Chinese Super League should focus on consolidating fan attitudinal loyalty 
after dramatic match results, with the aim of cultivating low loyalty fans towards high 
loyalty and fans establishing long-term, strong emotional ties, rather than This should 
not be used as a marketing tool for the team's peripheral products. 
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1. Introduction 

How do different team performances affect fans' attitudes towards their teams? When fan 
loyalty theory was developed, the prevailing academic view was that superior team 
performance would lead to a greater willingness to demonstrate fan loyalty, with Cialdini (1976) 
and others using the term 'basking in the glory' to describe how individuals demonstrate their 
connection to a successful team by wearing the team logo or displaying team [1]. In contrast, 
fan loyalty decreases when the team is underperforming and the “Cutting Off Reflected Failure” 
(CORF) describes behaviours such as individuals attempting to block ties with unsuccessful 
teams [2]. 

In subsequent studies, it has been suggested that fans who are significantly characterised by 
high loyalty and whose loyalty is not easily influenced by team performance are stable revenue 
contributors to their teams, which seems to suggest, in part, that the head effect of consumer 
demand is more prominent in the sports performance industry than the long tail effect. It has 
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also been shown that individual loyalty will be more durable and resilient if it is motivated by 
an understanding of and agreement with the team's tactics. 

In European professional football clubs, fans are an important source of revenue for the club, 
and fan spending is an important source of income for many clubs, and in some of the traditional 
European giants, where membership is still the main mode of operation, fans can even influence 
major decisions made by the club. How to maintain and increase fan loyalty and develop 
different marketing strategies for different situations has always been a priority for 
professional football clubs and is a subject of ongoing research in sports management and 
sports economics. The Chinese Football Association Super League (CFASL) has a relatively 
short history, and because of the single and perverse way in which teams make their profits, 
clubs rely heavily on the input of the sponsorship companies behind them for their business 
activities and funding [3], the CFASL does not attach as much importance to fans as the major 
European football leagues. However, with the development of sports in China, the separation 
of the administration and the decentralisation of the Football Association is undoubtedly the 
future development of the CFASL. There are few studies on the impact of team performance on 
fan loyalty, most of them are conducted at the macro level using the historical performance of 
the team as a variable, and the studies related to dramatic matches only focus on discussing the 
probability of team reversals and the technical and tactical studies during reversals [4]-[6]. 

2. Literature review 

2.1. Fans Loyalty Theory 

The early research of 'loyalty' focused on consumer loyalty in the areas of business, 
entertainment and consumer behaviour, with 'brand loyalty' generally considered to be an 
important factor in customer repurchase behaviour, and was later introduced into the sports 
industry. The research of “Loyalty” was first used in the sports industry to measure the loyalty 
of club fans, measured by an individual's attendance at a match of the team they supported [7] 
and focused on a single fan's spending behaviour. As research progressed, it was not until 1992 
that scholars (Murrell, 1992) developed and deepened the theory of fan loyalty on a 
psychological level, referring to this psychological aspect of fan loyalty as 'Attitudinal Support', 
and developed a related scale to examine the differences in individual support between 
students of university basketball and football teams. The results of this study demonstrated the 
basic fact that fans' attitudinal support does not depend on the frequency of their attendance at 
games [8]. After further research, scholars discovered a more complex logic in the "fan loyalty 
theory" and integrated the previous theories, thus dividing the "fan loyalty" into two 
dimensions - "attitudinal loyalty" and "attitudinal loyalty". -The 'attitudinal loyalty' and the 
'behavioural loyalty' dimensions, which Funk (2001) and others describe as a persistent and 
stable psychological attitude towards a particular team that affects one's behaviour The 
persistence of fan loyalty is mainly reflected in the frequency and duration of activation, while 
stability is mainly reflected in the psychological resistance (Counter-Persuasion) of fans when 
they encounter information unfavourable to team loyalty [7]. For example, Jia Wenshuai et al. 
investigated the formation mechanism of fans' behavioural loyalty in the Chinese Super League 
through hierarchical regression analysis and found that fans' attitudinal loyalty acted as a 
mediating variable between fans' involvement and behavioural loyalty [9]. 

"Attitudinal loyalty" is a favourable attitude that reflects a preference or commitment 
(intention) to repurchase a brand per unit of time [10], and the frequency of on-site attendance 
can be used as an instrument of fans' behavioural loyalty, but not as an indicator of fans' 
attitudinal loyalty.  

Thus, we can characterise the relationship between fans' attitudinal and behavioural loyalty: 
attitudinal loyalty and behavioural loyalty are the psychological and behavioural 
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manifestations of fan loyalty, respectively, and they do not influence fan loyalty at the same 
time, but rather attitudinal loyalty acts as a variable to influence fans' behavioural loyalty, and 
behavioural loyalty is a consequence of attitudinal loyalty as well as the ultimate expression of 
fan loyalty. Therefore, increasing fan attitudinal loyalty is an important way for professional 
clubs to increase fan attendance and financial support. 

2.2. Measurement of Fan Loyalty 

Gladden et al. were among the first to develop a complete fan loyalty scale and, using the Fans 
Loyalty Scale, examined the link between team brand associations and team fans loyalty in 
American professional sports, finding that fan identification and the sense of escapism that a 
team can bring to fans were positively related to fan loyalty, with four items on the scale 
measuring fan attitudinal loyalty and a scale of 9, with a Kronbach alpha coefficient of 0.75 [11], 
also with good reliability. Neale et al. adjusted the scale to a 7-point scale and found that 
Kronbach's alpha coefficient was 0.68, which also had good reliability, and studied the factors 
influencing the attitudes and behaviours of Australian Football League spectators. The study 
identified four factors that can influence the attitudes and behaviours of spectators in the 
Australian Football League: "Team Interest", "Vicarious Achievement", "Excitement" and 
"Player Interest". In addition, the level of “Drama” in the game was also used as a variable, but 
it was found that fans would prefer their team to win by a comfortable margin than a close, 
dramatic score, and the authors suggest that teams should The authors suggest that teams 
should focus their promotions on featuring big wins rather than 'come-from-behind' games 
[12]. 

Subsequent studies have adopted Neale et al.'s method of scaling the Attitudinal Loyalty Scale 
to seven levels, and some Chinese scholars have used this scale to study the fan loyalty 
phenomenon in the Chinese Super League in China, with good results in reliability and validity 
tests (Rong Sijun, 2020; Liu Xupeng, 2020) [13][14], suggesting that this scale can be used to 
study fan loyalty in China.  

2.3. Research on influencing factors of fans loyalty 

Daniel C. Funk (2000) and others argue that attitudinal loyalty is more durable and resilient 
and better predicts attitudinal loyalty when it is motivated by an understanding of the team's 
tactics than by factors such as team success and winning [15]. Gladden (2001) and others have 
shown that for more loyal fans, the success of the team they support does not significantly affect 
their loyalty, and that such fans are an important source of stable income for the team. However, 
it is undeniable that the success of a team is still a strong predictor of fan loyalty [11]. At the 
national team level, Rosenzweig (2021) et al. studied the case of the Africa Cup of Nations 
tournament and found that in large international tournaments such as intercontinental 
competitions, there is a significant increase in national/ethnic pride and identity among the 
masses of the winning country [16], which also leads to more negative attitudes towards 
refugees among their own nationals, but experimental evidence suggests that if national sports 
team victories are However, experimental evidence suggests that defining national sports team 
victories as 'the result of cooperation between athletes of different ethnicities' and emphasising 
their common superior (national) identity would help to improve this situation. The ethnic 
identity in this study is similar to the identity of the fans. 

From this, we can see that team performance remains an important factor in the overall 
attitudinal loyalty of fans, and that there are other possible mediating variables in the middle 
of the influence process, such as fan identity, where team performance also influences fan 
identity. However, for fans who are already highly loyal, it is likely that team performance no 
longer has a significant impact on their attitudinal loyalty, whereas such fans are the main 
members of the team's consumption. 
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2.4. Study of dramatic matches 

There is little academic research on dramatic outcomes in sporting competitions, but some 
conclusions can still be deduced from a few clues. 

According to Sutiono et al.'s Game-Refinement Theory [17], it is known that uncertainty during 
a sports match can better mobilise people's level of enthusiasm, and higher levels of enthusiasm 
may bring higher levels of joy to the victor. It has also been shown that the level of individual 
interest in a team is correlated with the intensity of the game and the uncertainty of the 
outcome [18]. Fans generally consider the drama of the game to be an important factor in their 
interest in football, so providing fans with high quality and exciting, dramatic games is an 
important way to motivate them [19], which is one of the aims of many professional football 
leagues to continually adjust the balance of the league. With this in mind, we can define a 
dramatic result as a match where both evenly matched sides score goals against each other, 
where there is a high degree of uncertainty about the outcome, and where the final score is very 
close. 

Chinese scholars have studied the relationship between spectator satisfaction and loyalty at 
sporting events and found that there is a significant positive influence of spectator experience 
satisfaction on their team loyalty, but this influence is lower in football than in basketball [20]. 
From this, we can combine the two types of research and tentatively infer that dramatic 
matches can increase spectator pleasure and motivation, and that spectators, having gained a 
sense of pleasure, will further strengthen their fan loyalty. 

3. Theoretical Hypothesis 

3.1. Fans with lower fan loyalty scores are vulnerable to the performance 
status of their team 

According to the above study, if fans are loyal to a team, they will be psychologically resistant 
to unfavourable information about their team, while individual fans whose loyalty is motivated 
by identification with the core content of the team (e.g. tactical philosophy) will be relatively 
more persistent and resilient in their attitudinal loyalty, and the competitive performance of 
the team they support will not be the main factor influencing this fan base. Therefore, the 
following hypothesis is formulated. 

H1: Loyalty among those with a higher Fan Loyalty Index is less likely to be influenced by the 
team's performance status 

H2: Superior team performance has a positive effect on fan loyalty for those with a lower fan 
loyalty index 

3.2. Dramatic match results can significantly increase the overall loyalty of the 
winning team's fans 

Currently, research on dramatic match results has focused more on the probability of 
overturning a match and the technical and tactical research in the event of an overturn, but no 
research has been conducted on the impact of dramatic match results on fans' attitudes in 
competitive sports, but dramatic matches will undoubtedly increase the uncertainty during the 
match, and according to Game-Refinement Theory [16], it is known that this uncertainty will be 
able to better mobilize people's enthusiasm, and higher enthusiasm may bring higher joy to the 
winner, and through joy, it is possible to mobilize and increase the loyalty of the audience, 
therefore, the following hypothesis is formulated in this paper. 

H3: Dramatic match results significantly increase the overall attitudinal loyalty index of the 
winning team's fans 
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4. Research Design 

4.1. Questionnaire design 

The questionnaire was based on the Fans' Attitude Loyalty Scale developed by Gladden et al. It 
is a four-item scale with a 7-point scale. 

The scale is well established and has been tested for validity in many relevant studies both in 
China and abroad, so this paper will not dwell on the issues related to the validity of the scale. 

4.2. Case selection 

In order to prevent other effects due to the difference in strength between teams, this study will 
use the 2020 CSL final standings as the benchmark and select teams with a difference of no 
more than three places in the standings between the two sides for the study. Ultimately, 
Chongqing Liangjiang Athletic Football Club (CQLJ) and Henan Songshan Longmen Football 
Club (HSL) are selected for this study. The 2020 CSL ranking of CQLJ is 6th and the ranking of 
HSL is 9th. The match is scheduled for 09 May 2021 at 18:00 and the fixture is in the 4th round 
of the 2021 CSL. The difference in points between the two sides is minimal and therefore the 
interference of the difference in points on the team's fan loyalty can also be excluded. The result 
of the match was CQLJ's 3:2 reverse against HSL. 

4.3. Distribution of Questionnaires 

This research through the HUPU, ALL FOOTBALL, Sina Microblog, TENCENT QQ and other 
social networking platform, as well as relevant fans fans to both sides issued by questionnaire, 
questionnaire issued twice, in order to avoid competition with the result that the fans impulse 
resulted the ramdonly fill in, the issuance of the questionnaire chose the day before the start of 
the game, and a day after the end of the game (figure 1).  

 
Figure 1. Distribution of Questionnaires 

 

In the first round, 300 questionnaires were sent out and 249 were returned with a recovery 
rate of 83%, including 140 CQLJ fans and 109 HSL fans. 

In the second round, 140 questionnaires were sent to CQLJ fans and 127 were recovered with 
a recovery rate of 90.7%. 

5. Methodology and Data 

In this study, paired sample T-test was used to test the significance of the attitude loyalty of 
CQLJ fans before and after the match, and the formula is as follows: 
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𝑡 =
𝑑 − 𝜇0

𝑠𝑑/√𝑛
 

Where, 𝑑 =
∑  𝑛

𝑖=1 𝑑𝑖

𝑛
  is the average of the difference of paired samples, 𝑠𝑑 = √∑  𝑛

𝑖=1 (𝑑𝑖−𝑑)2

𝑛−1
 is the 

standard deviation of the difference of paired samples, and n is the number of paired samples. 

5.1. Descriptive Statistics 

 

Table 1. Descriptive statistics of pre-competition samples(N=127) 
Attitude Loyalty Score(≤7) Number of Subject Percentage 

≥6.5 51 40.9% 
≥4.5 43 34.6% 
≥2.5 33 24.4% 

 

As can be seen from Table 1, the attitude loyalty of most fans is within the value range of ≥6.5. 
In this paper, the value range of attitude loyalty ranging from 7 to 6.5(including 6.5) is defined 
as high attitude loyalty, and the value range of attitude loyalty ranging from 6.5 to 4.5(including 
4.5) is defined as medium attitude loyalty. Attitude loyalty ranges from 4.5 to 2.5(including 2.5) 
and is defined as low attitude loyalty. 

5.2. Empirical Result Analysis 

SPSS 26.0 was used in this paper to conduct independent sample T test on the data. The results 
are shown in Table 2. It can be seen that dramatic match results have a significant impact on 
the attitude and loyalty of fans, but the influence of different groups of fans on attitude and 
loyalty is quite different. 

Among the three groups, the attitude loyalty index of the fans in the low group was significantly 
improved (P < 0.05), the improvement degree of the fans in the middle group was significant 
only at the 10% confidence level (P < 0.1), and the attitude loyalty index of the fans in the high 
group was almost unchanged (P > 0.1). 

 

Table 2. Change of Attitude Loyalty Score 
Group Match Number statistics Attitude Loyalty Score 

High Group Before 51  6.79±0.03 
 After 51  0.20±0.03 
   T-value -1.428 
   P-value 0.159 

Middle Group Before 43  5.52±0.10 
 After 43  5.58±0.9 
   T-value -1.806 
   P-value 0.078 

Low Group Before 33  3.59±0.10 
 After 33  3.86±0.10 
   T-value -3.719 
   P-value 0.001 

General Before 127  5.54±0.12 
 After 127  5.63±0.11 
   T-value -3.955 
   P-value 0.00 

 

For fans with high scores, there is no significant difference in their attitude loyalty index. The 
author thinks that the first reason is that their attitude loyalty is already high, and it is difficult 
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to improve it. The second reason is that fans with high loyalty tend to have a more stable 
attitude towards the team. 

Although the attitude loyalty of the fans in the middle group has improved to a certain extent 
after the team's "turn the tables", it is only significant at the confidence level of 10%. Relatively 
speaking, their attitude loyalty is also relatively stable, and is not easy to be affected by a match. 

However, the fans with lower groups show completely different characteristics. After the 
victory, their fan loyalty has been greatly improved and they show great instability. 

6. Conclusion 

6.1. The Effect of Dramatic Results on Fans Loyalty 

As China's comprehensive national strength has increased, the improvement of residents' 
consumption level, sports consumption in the residents' consumption in our country have 
showed good potential of sports competition performance industry as a pillar of only two in 
sports industry, ought to be brought to the attention of the certain, and the fans as one of the 
important sources of income of sports competition performance industry, Professional sports 
clubs should choose appropriate theories and tools to fully understand the fans' attitude 
towards the team and consumer psychology. 

This study shows dramatic result occurs, the influence of the attitude to all the fans loyalty index, 
can from P value to judge the degree of change, the overall dramatic results has a positive effect 
on attitude loyalty fans index, but the effect was mainly concentrated in the low fan, and the 
effect with rising attitude loyalty and stability become weak gradually, Gladden et al. (2001) 
studied the correlation between the success history of professional clubs and fan loyalty from 
a macro level. It is found that there is no significant relationship between the loyalty of fans 
with high loyalty and the success of the team in history [11]. From the micro level, this paper 
further demonstrates that the attitude and loyalty of fans with high loyalty are stable and not 
easily affected by the performance of the team. 

In addition, the study of Neale et al. shows that for fans with high loyalty, the poor performance 
of the team will not reduce their loyalty, but will make them stand firm and increase the 
possibility of spending money on the team [12], so as to support their favorite team. So it's safe 
to say that ordinary wins, losses and dramatic results in the league don't have a significant 
impact on fans with a more loyal attitude. 

For dramatic game attitude to fan loyalty path of ascension, the author through other related 
research, reasoned, probably a dramatic results by arouse the enthusiasm of fans and joy to 
enhance attitude loyalty of fans, but this effect path does not exist in the high group fans 

6.2. Inspiration from Club Marketing 

Club fans as a professional sports clubs one of the most important group of stakeholders, is the 
important creators of wealth source, professional sports club despite China's professional 
sports club's profit way is relatively single and deformity, but fans of professional sports club 
in the future will be more and more important in the source of income groups. By analyzing the 
influence of dramatic matches in Chinese Super League on fans' attitude and loyalty, this paper 
discusses the changes of fans' attitude and loyalty after the dramatic match results, and 
proposes the following management enlightenment: 

First, although dramatic results can significantly improve the fans attitude loyalty, but the main 
focus on influencing low fan, due to effect of sports competition performance industry focuses 
on the head, dramatic results so if win doesn't become a good sales hot, drama in the Chinese 
super league match results is not recommended to specialise in the team after peripheral 
products promotion. 
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Second, to win the game dramatic results can effectively improve low attitude loyal fan loyalty, 
therefore, professional football clubs in the premiership after completion of "reverse" 
emergency for product promotion, should be "strike while the iron is hot", cooperate with the 
game way outside to achieve the purpose of improve and consolidate fans loyal attitude, such 
as increased publicity, Or increase interaction with fans. 
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