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1. Introduction

In the domain of customer relationship paradigm, the idea of customer loyalty is considered substantial (Hapsari, Clemes, &
Dean, 2017), as having loyal customers would give more benefits for business organizations than attracting the new one. Like
business organizations, a modern professional soccer team also needs to have loyal spectators as the spectators would be the
source of team revenue. The loyal spectators contribute to the team revenue by purchasing ticket matches and team attributes
such as t-shirts, scarves, and other memorabilia. Also, having loyal spectators will enhance the opportunities of a professional
soccer team to have extra funding from sponsorship. Referring to the Stimulus—Organism—Response (S-O-R) Theory of con-
sumer behaviour studies, this study predicted that an appropriate stimulus received by spectators would generate loyalty.
Within the area of sports marketing, service quality has been recognized widely as the robust determinant of customer loyalty.
Previous studies (Chun Ma & Kaplanidou, 2019; Clemes, Brush, & Collins, 2011) suggested that service quality perceived
by the spectators has a significant positive effect on behavioural intention through emotional arousals such as satisfaction and
perceived value. In the area of marketing, many studies have recognized the importance of service quality as a stimulus
received by customers in affecting behavioural intention (Brady & Cronin, 2001; Hapsari et al., 2017; Keshavarz & Jamshidi,
2018; Su, Swanson, & Chen, 2016). While service quality has been recognized widely as the determinant of behavioural
intention, a gap still exists in the literature regarding the robustness of service quality in predicting customer loyalty. Scholars
(Hussein, 2018b; Lemke, Clark, & Wilson, 2011) argued that the notion of service quality is not enough to explain behavioural
intention as it is only explaining the service performance at the attribute level. There is a need to find a more robust notion to
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replace the idea of service quality. In order to fill this research gap, this study developed the notion of spectator experiential
quality rooted in Service-Dominant (S-D) Logic theory (Vargo & Lusch, 2010). This theory suggested that experience is the
result of interaction between customer and service provider. This interaction allows the customer to co-create the value re-
quested. Hence, using the construct of spectator experiential quality will give a deeper meaning for sport marketing studies
than the idea of service quality.

Apart from experience quality, previous studies have identified several constructs affecting behavioural intention such as
customer satisfaction (Liat, Chuan, & Shaheen, 2019), trust (Hapsari, Hussein, & Handrito, 2020), brand image (Kandampully
& Suhartanto, 2000), and subjective well-being (Majid & Sadiq, 2017). While these variables have been recognized as the
determinants of customer loyalty, lack of published studies have formed a comprehensive conceptual model integrating the
notion of experience quality, satisfaction, image, subjective well-being in predicting spectator loyalty. The previous sport
marketing studies were only focussed on the partial relationship among these constructs. For example, Chun Ma and
Kaplanidou (2019) investigated the relationships among service quality, perceived value, and behavioural dimensions. Clemes
et al. (2011) focussed on service quality, customer satisfaction, trust, fan ship, and behavioural intention. Hussein (2018)
suggested that building a more comprehensive model will increase the predictive power of the model. Thus, this study will
conceptualize a comprehensive model in predicting spectator loyalty by integrating the constructs of spectator experiential
quality, spectator satisfaction, club image, subjective-well-being, and behavioural intention. Based on the background of the
study, two research objectives are addressed in this study. First, this study aims to investigate the relationship among specta-
tors’ experiential quality, club image, spectator satisfaction, subjective well-being and loyalty in the area of the Indonesian
professional soccer industry. The second objective is to investigate the mediating role of club image, spectator satisfaction
and subjective well-being in the relationship between spectator experiential quality and loyalty. Upon the completion of this
study, both theoretical and practical contributions are provided. As for theoretical contribution, this study provided a compre-
hensive conceptual model explaining the relationship among spectator experiential quality, club image, spectator satisfaction,
subjective well-being, and spectator loyalty. In addition, this study showed the importance of spectator satisfaction, club image
and subjective well-being in mediating the effect of spectator experiential quality on loyalty. From a practical standpoint, this
study will give insight for professional soccer club managers to create spectator loyalty.

2. Literature review
2.1 Spectator Experience Quality and Spectator Loyalty

Stimulus-Organism-Response (S-O-R) Theory (Mehrabian & Russel, 1974) proposed that a stimulus received by individuals
would generate a response based on internal evaluation. It is explained that stimulus would affect emotional arousal, which
lastly creates responses and has been discussed widely as a strong stimulus generating behavioural response (Ali, Kim, Li, &
Jeon, 2018; Rather, 2020; Wu, Cheng, & Ai, 2018). In the domain of marketing studies, the idea of experience quality was
derived from Service-Dominant (S-D) Logic theory. Hussein (2018) explained that experience is about the individual’s re-
sponse toward the direct and indirect meeting with service providers and experience, while quality is about the superior per-
formance of experience. Hence, spectator experience quality (SEQ) is about superior performance as the results of direct and
indirect interaction between spectators and the supported club. As a response from individual behaviour, previous studies
found that experience quality has a significant positive effect on behavioural intention. For example, the study of Hussein,
Hapsari, and Yulianti (2018) found that boutique hotel experience quality positively affects customer loyalty. Similar to this
study, Wu, Wong, and Cheng (2014) suggested that food festival experience quality has a significant positive effect on visitor
behavioural intention. These studies argued that the more positive an experience quality is perceived, the more loyal the
customer will be. Apart from its important role in affecting loyalty, experience quality was found to have a significant positive
effect on subjective well-being. The studies of Baloglu, Busser, and Cain (2019) in the area of the spa industry showed that
experience quality played an important role in affecting individual subjective well-being. Similar to this study, Huang, Chen,
and Gao (2019) contended that the subjective well-being of Taiwan Hotel Spa visitors is affected by their experience with
the spa. As the robust determinant of customer loyalty, the idea of experience quality has been proven as the determinant of
brand image. Hapsari, Clemes, and Dean (2017) suggested that the quality of service provided by airplane as part of customer
experience quality significantly affects customer loyalty. Hussein et al. (2018) explained that boutique hotel experience quality
has a significant positive effect on hotel image. The idea of customer satisfaction is about the gap between what is expected
and perceived by the customers. Experience quality has been recognized to have a significant positive effect on customer
satisfaction. The study of Chen and Chen (2010) contended that heritage tourist experience quality has a significant positive
effect on tourist satisfaction. The significant effect of experience quality on satisfaction was also found by Jin, Lee, and Lee
(2015) in the context of a water park.

Based on the previous studies, four hypotheses were proposed:

HI : SEQ has a significant positive effect on spectator loyalty.
H2 : SEQ has a significant positive effect on subjective well-being.
H3 : SEQ has a significant positive effect on club image.

H4 : SEQ has a significant positive effect on spectator satisfaction.
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2.2 Club Image

The construct of club image was derived from the concept of corporate image. Andreassen and Lindestad (1998) suggested
that image was developed in the consumer mind via communication and experience. In addition, it is suggested that image is
an extrinsic cue for the potential or existing customers to purchase products. Hapsari et al. (2017) suggested that brand image
is about the perception of customers toward a brand as reflected by a brand association held in the memory of customers.
Accordingly, the club image refers to the spectators' perception of the club association to the spectators' perceived and held
memory. From the marketing perspective, both brand and corporate image have been recognized to have an important role in
shaping individual subjective well-being. Reflecting S-O-R Theory (Mehrabian & Russell, 1974), a stimulus received by an
individual will create emotional arousal. Thus, subjective well-being as an individual emotional feeling is the result of image
as an external stimulus. This argument was also supported by the study of Majid and Sadiq (2017) found that mall image has
a significant positive effect on visitor subjective well-being. Similar to its effect on subjective well-being (SWB) , image was
also suggested to be the determinant of customer loyalty. The study of Hussein (2018) showed the significant positive effect
of restaurant image on customer loyalty. In accordance with this study, Shafiee and Es-Haghi (2017) suggested the effect of
mall image on customer loyalty. In the area of sports marketing, Bauer, Stokburger-Sauer, and Exler (2008) revealed the
essential role of professional club image in creating fan loyalty. As previous sections discussed the effect of experiential
quality on image (Hapsari et al., 2017; Hussein et al., 2018) and it is suggested that club image plays an important role in
affecting spectator loyalty, there is a possibility that club image will intervene the effect on spectator experiential quality on
spectator loyalty. It means, apart from its direct effect on loyalty, spectator experiential quality will affect loyalty via club
image. Based on the literature review, this study suggested:

HS5 : Club Image has a significant positive effect on SWB.
Hé6 : Club Image has a significant positive effect on spectator loyalty.
H7 : Club image mediates the effect of Spectator Experiential Quality on spectator loyalty.

2.3 Spectator Satisfaction

The notion of customer satisfaction is about the gap between customers’ expectation and their perception (Kotler & Keller,
2012). If the perception received is better than the expectation, customers will be satisfied. Vice versa, if the expectation of
customers is higher than their perception, customers will be dissatisfied. In the domain of marketing studies, customer satis-
faction has been admitted as an important construct. Previous studies explained that satisfaction has a significant positive
effect on customer loyalty and subjective well-being. The following paragraph showed some previous studies suggesting the
effect of satisfaction on subjective well-being and loyalty. Su, Swanson, and Chen (2016) in their study toward China upscale
hotels found that upscale hotel visitor’s satisfaction significantly affects individual subjective well-being. Similar to this study,
Chen, Fu, & Lehto (2016) explained that tourist’s satisfaction with China's travel agency will affect their subjective well-
being prior to influencing loyalty. The effect of satisfaction on subjective well-being was also found by Wu, Shen, Wang,
Hou, and Yang (2019) in the study about heritage tourism in China. Similar to its effect on subjective well-being, satisfaction
has been widely accepted as the robust determinant of loyalty. Huang et al. (2019) contended that the satisfaction of spa
visitors would affect their loyalty. Similar to this study, Hapsari et al. (2017) explained the importance of satisfaction in
creating airline passenger customer loyalty. These studies suggested that the higher the customer satisfaction is, the higher
the loyalty will be. Since this study proposed the importance of spectator experience quality in creating customer satisfaction
(Chen & Chen, 2010; Jin et al., 2015) and customer satisfaction is the predictor of loyalty (Ali et al., 2018; Park, Hwang, Lee,
& Heo, 2018; D. Wu et al., 2019), there is a possibility that spectator experiential quality would indirectly affect spectator
loyalty through spectator satisfaction. Thus:

HS8 : Spectator satisfaction has a significant positive effect on subjective well-being.
H9 : Spectator satisfaction has a significant positive effect on spectator loyalty.
HI10 : Spectator satisfaction mediates the effect of spectator experiential quality on Spectator loyalty.

2.4 Subjective Well-Being

Subjective well-being is about individuals’ perception of their happiness and quality of life. Previous studies showed that an
individual’s subjective well-being has a significant positive effect on customer loyalty. For example, the study of Majid and
Sadiq (2017) found the significant positive effect of shopping well-being on mall loyalty. Similar to this study the positive
significant effect individual subjective well-being on customer loyalty was also found in the context of Chinese accommoda-
tion (Su et al., 2016). Smith and Puczko (2008) suggested that subjective well-being might be developed through relaxation
of mind and body. Previous studies suggested that having a good experience toward interaction with a particular service
provider will create subjective well-being. The study of Hussein (2018) suggested that the more positive an experience is
perceived by shoppers, the higher the subjective well-being will be. As the quality of experience perceived by individuals
affect subjective well-being and it is widely recognized that subjective well-being is the predictor of customer loyalty, it is
predicted that subjective well-being will mediate the effect of experience quality on loyalty. Thus, the following hypotheses
are proposed:
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HI11 : Subjective well-being has a significant positive effect on spectator loyalty.
HI12 : Subjective well-being mediates the effect of spectator experiential quality on spectator loyalty.

Club Image
Spectator

loyalty

Spectator
Experiential

Quality

Subjective
well-being

Spectator
satisfaction

Fig. 1. Conceptual Model

3. Research method

A self-administered questionnaire survey was conducted to collect the data. A total of 250 respondents recruited during pro-
fessional soccer matches in East-Java Province participated in this study. The survey was conducted during the Indonesian
Soccer League (ISL) season of 2019. For this study, the convenience sampling method was employed. The data collected
from these 250 samples are considered enough for the minimum required sample size for Partial Least Squares (PLS) analysis
as Hair, Hult, Ringle, and Sarstedt (2014) suggested that the minimum sample for PLS is at least ten times the number of
predictors from the largest number of antecedent constructs leading to a particular construct. Referring to this cut-off point,
the minimum sample size required for this study is 40 (in this study, spectator loyalty is affected by four other constructs,
hence the minimum sample size is 4 x 10 = 40). In order to ensure the logic of questionnaires, before collecting the data, the
questionnaires were discussed with two academicians and two sports professionals. Validity and reliability checks were also
conducted, and the results indicated that the questionnaires used are valid and reliable. As the measurement indicators used
in this study were adapted from English literature, the process of translation and back translation were employed to make sure
the meaning of questionnaires was still the same. For this study, the questionnaires were divided into two sections. The first
section measured the demography of respondents, and the second section measures the variables used. The measures of spec-
tator experiential quality and spectator satisfaction were adapted from Clemes et al. (2011), club image was adapted from
Biscaia et al. (2016), subjective well-being was adapted from Lyubomirsky and Lepper (1999), and spectator loyalty was
adapted from Bauer et al. (2008). Five-point Likert scale anchored between strongly agree (5) and strongly disagree (1) was
used. In this study, data were analysed by using Partial Least Squares (PLS) with smartPLS 3.2.9. In performing PLS, three
steps analysis was performed. They are outer loading evaluation, inner model evaluation, and hypotheses test. Outer model
evaluation was reflected by the score of convergent validity, discriminant validity, and uni-dimensionality. To be free from
convergent validity problems, the score of outer loading must be above 0.3, and AVE is larger than 0.5. Discriminant validity
was tested through the evaluation of heterotrait-monotrait (HTMT) value. The score of HTMT must be below 0.9. A construct
must be uni-dimension. To ensure that the construct is uni-dimension, the score of composite reliability must be larger than
0.7. Inner mode evaluation was measured through the score of R?, Q? and Goodness of Fit Index (GoF) Index. Since the
nature of PLS is a prediction, there is no specific cut-off value for R2. Hair et al. (2014) suggested that the higher the score of
R?, the better the proposed model is. Predictive relevance (Q?) is about the prediction power of the model. For this study, the
score of Q? must be larger than (0 < Q?) (Esposito Vinzi, Chin, Henseler, & Wang, 2010). Hair et al. (2014) suggested that
the value of coefficient determination is categorized into three classes: weak (0.19), moderate (0.33), and substantial (0.67).
For the score of GoF, Daryanto, de Ruyter, and Wetzels (2009) suggested that GoF small = 0.1, GoF medium = 0.25, and
GoF large = 0.36.

4. Results
4.1 Demography of Respondents
Two hundred and fifty samples participated in this study. The following paragraph summarizes the profile of respondents.

Among 250 samples, 80.8% are males, around 85% are aged between 18 and 37 years old, 85.2% have supported the team
more than six years and around 32% have information from live match. Table 1 showing the profile of respondents.
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Fig. 2. Respondent Profiles
4.2 Outer Model Evaluation

To test the proposed hypotheses, the measures used must be free from validity and reliability problems. Convergent validity
was evaluated through the score of outer loading and AVE. For this study, the score of outer loading for each indicator varied
between 0.586 and 0.950, with AVE for each construct has been larger than 0.5. Thus, there is no convergent validity problem
found. Discriminant validity was tested by using the HTMT score. In this study, the score of HTMT for each construct is less
than 0.9. For that reason, the measures used are free from the discriminant validity problem. To make sure that the construct
is uni-dimension is necessary for PLS analysis (Esposito Vinzi et al., 2010). For this study, the uni-dimension analysis was
performed through composite reliability. In order to be uni-dimension, a construct must have composite reliability more than
0.7. The composite reliability score in this study varied between 0.802 and 0.950, which means all constructs are uni-dimen-
sion. Table 1 summarises the results of outer loading evaluation.

Table 1
Outer Loading Evaluation

Item Outer Loading AVE  Composite Reliability CI SEQ SS SWB
CIl 0,839
CI2 0,711
CI3 0,829 0,615
Cl4 0,836

Club Image CI5 0,693 0,888
SEQI 0,803
SEQ2 0,652
SEQ3 0,786 0,508

Spectator Experience Quality  SEQ4 0,586 0,802 0.704
SS1 0,851
SS2 0,845 0,691

Spectator Satisfaction SS3 0,797 0,870 0.739 0.830
SWBI 0,897
SWB2 0,941 0,864

Subjective Well-being SWB3 0,950 0,950 0.483 0.786 0.801
SL1 0,836
SL2 0,867 0,730

Spectator Loyalty SL3 0,860 0,890 0.610 0.617 0.804 0.797
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4.3 Inner Model Evaluation

The inner model or structural model evaluation was evaluated through the score of coefficient determination (R?), predictive
relevance (Q?), and Goodness of Fit (GoF) Index. The statistical analysis indicated that the score of R? varies between 0.294
and 0.563. Following the rule of thumbs, the score of coefficient determinations is about moderate. Apart from the score of
the coefficient of determination, the inner model evaluation was also reflected by the score of predictive relevance. Esposito
Vinzi et al. (2010) suggested that to have predictive relevance, the score of Q> must be larger than 0. In this study, the score
of predictive relevance between 0.219 and 0.627. The last indicator for inner model evaluation is GoF Index. The GoF calcu-
lation is 0.433, referring to the cut-off value, the GoF index is considered large. Based on the inner model evaluation, the
structural model proposed is robust. Thus, hypotheses might be tested.

Table 2

Inner Model Evaluation
Construct R? Q?
SEQ 0.219
CI 0.294 0.410
SS 0.418 0.366
SWB 0.563 0.627
SL 0.563 0.427

GoF =/ AVExRZ = 0.459 x 0.409 = 0.433
SEQ: Spectator Experiential Quality; CI : Club Image; SS : Spectator Satisfaction; SWB: Subjective Well-Being; SL : Spec-
tator Loyalty

4.3 Hypothesis Testing

Hypothesis 1 suggested the significant positive effect of sport experience quality on club loyalty. The statistical analysis
showed that there is no direct positive significant effect of sport experience quality on club loyalty (b =-0.078; t =1.147). It
means Hypothesis 1 is not supported. While sports experience quality does not have a significant positive effect on club
loyalty, the statistical test indicated the sport experience quality has a significant positive effect on spectator subjective well-
being (b =0.412; t ="7.512). It means Hypothesis 2 is supported. Hypothesis 3 and 4 suggested the effect of sport experience
quality on both club image and spectator satisfaction, respectively. The findings indicated that sport experience quality has
positive significant effect to both club image (b = 0.546; t =9.617) and spectator satisfaction (b = 0.647; t = 11.389). Hypoth-
esis 3 and 4 are supported. The effect of club image on subjective well-being is proposed by Hypothesis 5. The statistical
analysis found that club image does not affect subjective well-being (b = -0.025; t = 0.441), which means Hypothesis 5 is not
supported. While club image does not have a significant effect on subjective well-being, this study revealed the significant
positive effect of club image on spectator loyalty (b = 0.202; t = 3.359). It means Hypothesis 6 is supported. Apart from its
direct effect, the statistical calculation found the mediating effect of club image in the relationship between sports experience
quality and club loyalty (b =0.111; t =3.038). Moreover, this mediating effect supporting Hypothesis 7.

Table 3
Hypotheses Tests
Hypothesis Path Path Coefficient t-statistic Remarks

H1 SEQ > SL -0.078 1.147 Not Supported
H2 SEQ > SWB 0.412 7.512 Supported
H3 SEQ = CI 0.546 9.617 Supported
H4 SEQ - SS 0.647 11.389 Supported
H5 CI > SWB -0.025 0.441 Not Supported
H6 CI > SL 0.202 3.359 Supported
H7 SEQ > CI > SL 0.111 3.038 Supported
HS8 SS > SWB 0.426 6.247 Supported
H9 SS > SL 0.229 2.878 Supported
H10 SEQ - SS > SL 0.146 2.860 Supported
H11 SWB > SL 0.502 6.352 Supported
H12 SEQ > SWB > SL 0.205 5.325 Supported

SEQ : Spectator Experiential Quality; CI : Club Image; SS : Spectator Satisfaction; SWB : Subjective Well-being; SL: Spec-
tator Loyalty

Hypothesis 8 predicted the effect of spectator satisfaction on subjective well-being. The statistical analysis showed that spec-
tator satisfaction has a significant positive effect on subjective well-being (b = 0.426; t = 6.247), hence Hypothesis 8 is sup-
ported. The importance of spectator satisfaction is also found in Spectator loyalty. The statistical analysis indicated that spec-
tator satisfaction positively affected club loyalty (b = 0.229; t = 2.878). It means Hypothesis 9 is supported. As an important
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predictor of club loyalty, this study also found the importance of spectator satisfaction as the mediating variable in the rela-
tionship between sports experience quality and club loyalty (b = 0.146; t = 2.860). It is supporting Hypothesis 10.

Hypothesis 11 suggested the importance of subjective well-being in affecting spectator loyalty. The statistical estimation
found this positive effect (b = 0.502; t = 6.352). It supported Hypothesis 11. Apart from its significant effect on club loyalty,
subjective well-being was also found mediated the effect of sport experience quality on club loyalty (b = 0.205; t = 5.325)
which means supported Hypothesis 12

5. Discussion

This study aims to scrutinize the relationship among spectator experience quality, club image, spectator satisfaction, subjective
well-being, and spectator loyalty in a single comprehensive conceptual model within the domain of the Indonesian football
league. In order to answer the research objective, this study developed 12 hypotheses. The proposed hypotheses test both
direct and indirect relationships. The following section will discuss the results of this study. While previous studies have
mentioned the importance of experience quality in generating customer loyalty, this study did not find a significant relation-
ship between these constructs. This finding challenges the previous studies declared the importance of experience quality on
customer loyalty (Hussein et al., 2018; Wu et al., 2014). Theoretically, this insignificant effect probably occurs because in
affecting spectator loyalty, spectator experience quality must be mediated by mediating variables. Refer to SOR theory
(Mehrabian & Russell, 1974), the stimuli received by an individual would affect emotional arousal, which lastly generates a
response. Although this study did not find the significant positive effect of spectator experience quality on spectator loyalty,
this study suggested the importance of spectator experiential quality on subjective well-being. It strengthens the previous
contention explaining the important role of experience quality in creating subjective well-being (Baloglu et al., 2019; Huang
etal., 2019). Practically, it implies that the better experience received by the visitor is, the higher subjective well-being will
be. Similar to its effect on subjective well-being, spectator experience quality plays an important role in affecting both club
image and spectator satisfaction. The significant positive effect of spectator experience quality on club image supporting the
idea that the positive image will be gained by the business organization if the customers get a superior experience during the
interaction with the business organization (Hussein et al., 2018; Jin et al., 2015). Spectator experience quality was also found
to have a significant positive effect on visitor satisfaction. It is supporting previous studies arguing the importance of experi-
ence quality on satisfaction (Chen & Chen, 2010; Wu et al., 2014). It implies that the better quality of experience perceived
is, the more satisfied the customer will be.

Many studies have recognized the importance of image, especially in the area of marketing studies (Andreassen & Lindestad,
1998; Hussein, 2018b; Jun, 2016). However, this study did not find the effect of club image on spectator subjective well-
being. This finding challenges the S-O-R Theory (Mehrabian & Russell, 1974) suggested that a stimulus (club image) will
create emotional arousal (subjective well-being). The insignificant effect of club image on spectator subjective well-being
possibly happens because as emotional arousal, the increase of spectator subjective well-being is not caused by club image.
While club image does not have a significant positive effect on subjective well-being this study revealed the importance of
club image in creating spectator loyalty. This significant effect in accord to previous studies suggested the effect of image on
loyalty (Hapsari et al., 2017; Hussein, 2018b; Najafi & Alvandi, 2017). The significant positive effect of club image of spec-
tator loyalty means that the more positive the club image is, the higher the spectator loyalty will be. As club image has been
recognized as the determinant of spectator loyalty and it is the result of spectator experience quality, this study proves the
mediating role of club image in the relationship between spectator experience quality and spectator loyalty. This mediating
effect answered the reason for the non-significant direct effect of spectator experiential quality on spectator loyalty.

While this study did not find a significant effect of club image on spectator subjective well-being, spectator satisfaction has
been found to have an essential effect on spectator subjective well-being. The effect of spectator satisfaction on subjective
well-being strengthens previous studies found the role of satisfaction in creating individual well-being ( Chen et al., 2016; Su
et al., 2016; Wu et al., 2019). This significant effect practically implies that sports club, especially football club can play an
important role in creating individual well-being by satisfying the spectators. Similar to its effect on subjective well-being,
spectator satisfaction was found to be an important predictor of spectator loyalty, as suggested by previous scholars (Hapsari
et al., 2017; Keshavarz & Jamshidi, 2018; Liu & Jang, 2009). This finding means that the more satisfied the spectator with
the supported club is, the higher their loyalty will be. The interesting finding related to spectator satisfaction is revealed by
this study as this study indicated that spectator satisfaction mediated the effect of spectator experiential quality on spectator
loyalty. This mediating effect suggested S-O-R Theory (Mehrabian & Russell, 1974) exclaimed that a stimulus given to an
individual would create emotional arousal that finally builds a response.

As the perception of individual perception of happiness, subjective well-being has been acknowledged as the determinant of
loyalty, especially in the domain of tourism (Chen et al., 2016; Su et al., 2016). These articles exclaimed that the happiness
of tourists gathered from their visit to a particular destination would lead to the revisit intention. Since this study found the
significant positive effect of spectator subjective well-being on spectator loyalty, this study theoretically supported the previ-
ous studies suggesting the importance of subjective well-being on loyalty. Spectator subjective well-being does not only have
a significant positive effect on spectator loyalty. This study revealed that spectator subjective well-being mediated the effect
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of spectator experiential quality on spectator loyalty. Since this study did not find the direct effect of spectator experiential
quality of spectator loyalty, and this study suggested that subjective well-being fully mediates the effect of spectator experi-
ential quality on spectator loyalty.

Upon the completion of the proposed research objectives, this study provides both theoretical and practical contributions. The
first theoretical contribution is about the comprehensive conceptual model integrating the notion of spectator experiential
quality, club image, spectator satisfaction, and subjective well-being in predicting soccer spectator loyalty in the context of
the Indonesian sports industry. Second, this study contributes to the theoretical standpoint by supporting S-O-R theory
(Mehrabian & Russell, 1974) that experiential quality as a stimulus received by the spectator would not directly affect the
individual response. Prior to affecting loyalty, the experiential quality will affect various intervening variables in which these
intervening variables would create a response. The last theoretical contribution proposed by this study is about the mediating
variables revealed by this study. Based on the mediation test analysis, this study found that club image, spectator satisfaction,
and subjective well-being, apart from its significant effect on spectator loyalty, these variables also found mediated the effect
of spectator experiential quality on spectator loyalty.

From a practical perspective, the findings of this study provide a comprehensive guideline for soccer club management as
well as sports professionals to enhance spectator loyalty in supporting a soccer club. In addition, this study confirms that the
quality of experience perceived by the spectators is indicated by three important factors name interaction quality, service
quality, and physical quality. The last practical contribution is about the importance of club image in enhancing spectator
loyalty. This finding means that the soccer club should build a high reputation to enhance supports from its fans.

6. Limitation and future studies

While providing some contributions to the body of sports marketing knowledge, this study also faced some limitations. The
first limitation is the convenience sampling used in this study. As this study employed a convenience sampling method, the
results of this study cannot be generalized to the other population. For that reason, future studies might replicate the conceptual
model for other industrial settings. The second limitation is regarding the use of variable of sport experiential quality. Previous
studies such as Lemke et al. (2011) and Hussein (2018) suggested that experience is a culture-based construct. The experiences
expected by individuals will be varied among industries. Hence, future studies might explore the structure and dimension of
sport experiential quality in other settings of culture.
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