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The Relationship between Sports Players' SNS Interaction, Relationship
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Abstract The purpose of this study is to verify the relationship between sports players' SNS interaction,
relationship commitment, relationship satisfaction, and loyalty. To this end, a total of 000 copies of data were
obtained by conducting a survey on the online community of sports stars who followed or subscribed to sports
stars through the 2022 Beijing Winter Olympics, and the results were as follows. First, it was found that sports
players’ SNS interaction had a positive effect on relationship commitment. Second, it was found that sports
players' SNS interaction had a positive effect on relationship satisfaction. Third, it was found that relationship
commitment had a positive effect on relationship satisfaction. Fourth, it was found that relationship commitment
had a positive effect on loyalty. Fifth, relationship satisfaction was found to have a positive effect on loyalty.
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