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eSS

5.2. 24 ZAu} 2h8-& ZH7f ZSbehs HEgoln, By 4= F 5HW
T Y AR AT LS B FAlO] Zeeh=
<3 e AAENEYS B8R YAA A A B 3 (Full Model)o|th. 714 13} 7H4 2= Feke]
AIE HoET] <3 404 By 12 S £ HEH AL Adu|t]o] Lo AFSro] Lale]l AW
AIEE ool oL, B 29t B 32 5 e glat 2aus A2sls ojng, na 19
4> GoalPoint;, SNS; @} Z& 4> FanToken; 2] A% A2 7|20z AR} s} 74 33k 1A 4
& 4 24 Z2n
. 23 1 8 2 28 3 28 4
FHAw | BERX | FHAT | EERX | FHAT | BEERA | FHA | BEERQX
GoalPoint; 07176 | 00556 | 04115 | 00688 | 06920 | 00556 | 0.4263" | 0.0688
SNS; 04527 | 00466 | 04524 | 00468 | 03017 | 00560 | 0.3276 | 0.0559
GoalPoint; - FanTokeny 084837 | 0.1134 0.7522"" | 0.1157
SNS;-FanToken; 052337 | 00953 | 03945 | 0.0970
FanToken; 041517 | 01177 |—0.4652"" | 0.1201 |-05102" | 0.1198
Tenure; -0.0059" | 00019 | -00057" | 00019 |-00061" | 00019 |-00058" | 0.0019
Rank; -00237"| 00043 |-00279" | 00045 |-00285" | 00045 |-0.0288" | 0.0045
BTC: 03186 | 1.2810 | -02965 | 1.2741 | —-03029 | 1.2771 | -0.2866 | 1.2723
Day of week: Tuesday —0.4339" | 0.1401 | -04281" | 01393 |-0.4287" | 0.139%6 | —0.4246 | 0.1391
Day of week: Wednesday | —0.2942° | 01407 | -0.2858" | 0.1399 | —0.2835 | 0.1403 | -0.2757 | 0.1397
Day of week: Thursday -0.3336° | 01404 | -0.3605" | 0.1397 | -0.3278" | 0.1400 | —0.3505 | 0.1395
Day of week: Friday 06850 | 0.1393 |-06804" | 0.1386 |-06871" | 0.1389 |-06815 | 0.1384
Day of week: Saturday -03520° | 0.1397 | —0.3486 | 0.1389 | —0.3456 | 0.1393 | —0.3413 | 0.1388
Day of week: Sunday 00926 | 0.1414 | 00570 | 01407 | 00850 | 0.1409 | 00585 | 0.1405
Nation: Belgium 02029 | 02984 | 02157 | 02967 | 02605 | 02976 | 02498 | 0.2964
Nation: Croatia 04738 | 02917 | 09184" | 03156 | 1.4765 | 03381 | 1.4040° | 0.3370
Nation: Czech 123907 | 03507 | 1.4056 | 03538 | 15144 | 03552 | 1.4890 | 0.3538
Nation: Denmark -0.0001 | 03249 | 00760 | 03236 | 0.1042 | 03245 | 0.1149 | 03233
Nation: England 55650 | 02736 | 55736 | 02721 | 56859 | 02734 | 56575 | 02725
Nation: Spain 203307 | 02541 | 215047 | 02548 | 227727 | 02569 | 22635 | 0.2559
Nation: France 157007 | 02519 | 17456 | 02570 | 1.8187 | 02581 | 1.8103" | 0.2572
Nation: Germany —0.0910 | 02321 | —0.1092 | 02317 | -0.0055 | 02336 | —0.0075 | 0.2327
Nation: ftaly 132707 | 02383 | 162127 | 02548 | 1.8093" | 02586 | 1.7847 | 0.2576
Nation: Netherland 00638 | 03049 | -0.0056 | 03040 | 0.1283 | 03055 | 00891 | 0.3044
Nation: Portugal 01280 | 02449 | 02486 | 02458 | 01911 | 02464 | 02239 | 02455
Nation: Scotland 06459 | 02758 | 07584 | 02771 | 09542 | 02801 | 09084 | 0.2791
Nation: Ukraine -0.1509 | 02887 | —0.1551 | 0.2871 | -0.1070 | 02880 | -0.1128 | 0.2869
Intercept 44670 | 126600 | 43401 | 125874 | 43643 | 126170 | 4.1943 | 125696
201, "p0.05, K001, FAE DEEUE BEGIZS.
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( Abstract )

The Effects of Sports Team Performance and
Social Media Operations on Fan Engagement:
The Moderating Role of Fan Tokens

Wookyoung Kim*, Yiling Li**, Jeonghye Choi

This study empirically analyzes the effect of a sports club's performance and social media operations on online
information search volume, reflecting fan engagement. Additionally, it confirms that such effect can vary depending on the
issuance of sports fan tokens. The analysis of the data resulted in the support of all four hypotheses presented in this study.
The team's goal differentials during the games exhibited a significant and positive effect on the online information search
volume by fans. Furthermore, the quantity of a team's social media posts also showed a significant and positive effect on
the online information search volume. The aforementioned effects of the team's game-related performance and social media
activity on the online information search volume appeared to be strengthened when the sports fan tokens of the team were
issued. This study conducts an empirical analysis of fan engagement in sports clubs and delves into the marketing
dimensions of sports fan tokens. By doing so, it broadens the research scope within sports marketing and offers practical

insights for the development of marketing strategies by sports clubs.

Key words: Sports Marketing, Sports Club Performance, Social Media, Sports Fan Token, Fan Engagement
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