Effects of the Crisis of Covid-19 Crisis on Football Fans:, the Case of Israeli Football.	Comment by Mathieu: I would check with the journal whether the preferred term is ‘football’ or ‘soccer’ (US term)?	Comment by Mathieu: According to the journal’s ‘Instructions for authors’, the main title should be centered.
After the first cases of coronavirus disease (COVID-19) were confirmed in Israel in early March 2020, all professional football activity was suspended. At the end of May, clubs received permission to resume matches under strict measures, in empty stadiums.The goal of this empirical This paper is to propose a deeper understanding ofexamines the effects of the Covid-19 crisis on the loyalty and attendance habits of Israeli football supporters, tofans. More specifically, on their motives for loyalty and attendance habits. These will enable help clubs and researchers to gain a better understanding and knowledge of this new contextthe new reality in for the football industry and the ongoing behavior of football fans, who are also the customers. Quantitative research was conducted, with Ddata collected by means ofwith a short questionnaire filledcompleted by supporters of Israeli fans of one of the teams in the Israeli pPremier lLeague teams. The results showed a high degree of longing for football, with , also, on the one hand, that the crisis did not affect the motives of football fans’ fan loyalty unaffected by the crisis. On the other hand, next season, fans plan to change theirit is clear that attendance habits are set to change next season, with a decrease in the sales of seasonal tickets and lower attendance ofto individual matches, and insteaddue to a prevailing preference forof watching televised matches. on TV.	Comment by Mathieu: Perhaps it would be useful to add one or two introductory sentences, such as those suggested, to give some context, if you agree. 	Comment by Mathieu: In an academic paper, I think the abbreviation, TV, should be avoided.	Comment by Mathieu: The abstract is supposed to be 150 words, and if my suggested modifications are made it will be 168 words, so you might want to cut the copy BUT the abstracts of previous issues online often have a higher word count (one abstract I counted was 206 words long) so perhaps it is not too much of an issue if we’re a few words over?
Keywords: fFootball,; fans,; loyalty,; Covid-19, marketing.	Comment by Mathieu: According to the journal style, the keywords should be separated by commas (not semi-colons), with the initial letter of the first keyword capitalized and no full stop at the end of the list.
Word count:	4444 (including 200 of the references)








Introduction
This article focuses onexamines the effects of the Covid-19 crisis on football fans’ motives for being one and attendance habits by comparing the situation between two seasons: the interrupted 2019/2020 season and the upcoming 2020/2021 season., before and after the crisis. Also, tThe study also aimed to determine whether or not there is author checked for a connection between team league table position and the levels of longing for the football game.
Two main hypotheses where usedput forward for testing., the fFirst, it was expected that the motives behind the loyalty of football fans’ loyalty haves not been affected by the Covid-19 crisis. The second hypothesis was that Second, attendance habits will be negatively affected by the health crisis, meaning that fans will buy fewer seasonal tickets and generally attended fewer matches, opting and instead will preferto watching matches on TVtelevision. For the puorpouses of this article, a the research design was based on quantitative primary data, collected via an primary research was designed with an online self-reported questionnaire.	Comment by Mathieu: The journal’s guidelines request 2.54 cm margins on all four sides, but as far as I can see, nothing is said about indents, I would check with the journal.
The subjective scope of the research, therefore, integrates the subjectivity of the self-report data, i.e. is the fans’ assessments of their loyalty towards their favorite club and team and their attendance habits. The objective scope consistsThe sample consisted of 302 Israeli participants, each one a fan of Israeli football fans of one of thean Israeli teams in the premier division team. The research was conducted in Israel, and. The study restricted to Israeli fans of Israel premier league. Furthermore, the data collection period of collecting data was during coincided with the season 2019/20 season and more specificallywith the resumption of the league matches, without a crowdspectators, in May 2020. 	Comment by Mathieu: I’m not sure if it’s correct to talk about the ‘subjective scope’ and ‘objective scope’ of the research. Could these first two sentences of the paragraph be reformulated? I’ve suggested some modifications, are they accurate?
Following this research, the author suggests performing similar studies in other countries, and there are two main reasons for this. First, to be able to state ifsee whether the conclusions reached in this research are relevant forapply to fans in other countries. Second, to try and givehelp the football industry gain a better understanding of the effects of the crisis on fans, who are essentially the his customers., the fans.	Comment by Mathieu: Perhaps this paragraph would sit better at the end of the article, since it offers suggestions for future research (which usually come last, after the conclusions).
Background on Israeli fFootball	Comment by Mathieu: According to the journal guidelines for authors, all titles and headings should capitalize all “major” words – nouns, verbs, adjectives, adverbs, and pronouns.
The Israeli fFootball lLeague was officially established in 1931, but its beginnings date back to 1928 with the creation of the Israeli Football Association (IFA). In the very first season, nine teams competed, and the champions were the British police team. Since then, changes have been made to the league format, and today the Israeli Premier League competition is officially known ascalled The Tel Aviv Stock Exchange League, for sponsorship purposes, or Ligat Ha-Al (‘The Super League’ in Hebrew). Fourteen teams take part in thea league system with three rounds and 36 match days. The winner is the oneclub standing at the in top position of the table at the end of the season, immediately securing. The league winner gets a place to compete in the first qualifying round of qualification to of the UEFA Champions League competition. The teams that finish second and third obtain a place in the first qualifying round of the UEFA Europa League, while the winner of the Israeli State Cup getscan enter a place in the second qualifying round of qualification to the same competition.UEFA Europa League, and the teams finishing the league in second and third place, get a place in the first round of qualification to the UEFA Europa League.
The current (at the time of writing) league started at the end of August 2019, and was suspended due to the Covid-19 crisis, it stopped at the beginning of March 2020, just before match day 27, with nine matches when still there are nine matchdays ahead left to play. Following the government’s decisionAfter the government decided to reopen most driving forces almost all branches inof the economy, including shops, hotels, and restaurants between others, the authorities in charge of Israeli football decidedchose to resume the matches at the end of May 2020, followingin compliance with the rules set out by the relevant entities, including the obligation to playing in empty stadiums, without a crowdspectators.	Comment by Mathieu: For lexical variation I would say ‘chose’ (decision is now used earlier in the sentence).
Defining and Measuring Fan lLoyalty definition and measurement
The loyalty of supporters is Aan essential factor affecting football, and this is widely covered in the literature is supporter loyalty. The term ‘loyalty’ is used in research on football fans, but the termword also appears in research dealing with customers in general; in fields others than sports, loyalty wasis described as the steadfast allegiance to a person or cause, and at times the two terms ‘loyalty’ and ‘allegiance’ wereare used interchangeably (Pritchard et al., 1999). Concerning sports, ‘allegiance’ wasis defined by Funk and Pastore (2000) as a commitment to a specific team that is persistent, and resistant to change, and that influences cognitive thoughts and behavior. Another way of defining loyalty is: as ‘…the correspondence between an individual’s willingness to demonstrate loyal behavior and their attitudes that reflect high structural support from various attitude properties’ (Funk, 1998, p. 53).	Comment by Mathieu: It seems a little vague to say loyalty is an essential factor affecting football. Affecting football sales? Affecting attendance habits? Affecting fans’ behavior/attitudes?
When discussing the loyalty factor of football fans towards a team or club, first of all, it should be acknowledged one has to understand that there are many forms of loyalty. AsAccording to Neal's (2000) publication shows, there are at least four types of loyaltyies: attitudinal loyalty, performance loyalty, convenience loyalty, and lack-of-choice loyalty. One of the author’s conclusions he reaches is that loyalty is not detached from the motivational factor. From thatConsequently, one canit can be assumed that a crucial emotional factor takes place in the influences on loyalty. Probably forWith regard to football fans, one can talk about an emotional loyalty seems to that goes beyond the rational motivesone. This loyalty is motivated by a feeling of attachment to the team that may have originated for different reasons.	Comment by Mathieu: I’m not really sure exactly what is meant by ‘loyalty is not detached from the motivational factor’. Loyalty determines motivation?
Four motives of fans’ loyalty can be identified as the followsing: 	Comment by Mathieu: In the literature the preferred term generally seems to be fan loyalty.
‘(1) continuity and growth: pure entertainment value (action, speed, and power); (2) authenticity (the acceptance of the game as ‘real’ and meaningful, with outcomes as a result of a genuine team effort); (3) fan bonding (both to athletes and teams); and (4) the team or league’s history and traditions’. (Passikoff, 1997, p. 71)
One way toof measuringe the loyalty of fans is used by Brandes et al. (2013) as part of their research on fan size and market potential in the German Bundesliga. By distinguishing season tickets and non-season tickets, the assumption made is that fans with season tickets are more committed and, therefore, more loyal to the team than fans who buy match day tickets. The authors decided to use this method for this research, while acknowledging that this approach has some significant limitations, because there could be other influencing factors besides loyalty influencing ifwhen a fan decides whether or not to buys a seasonal ticket or not. For example, economic factors, family reasons, or the distance that must be traveled to reachfrom the stadium may all come into play, regardless of this opinion, due to its simplicity.	Comment by Mathieu: I think it should be explicitly stated that this research assumes that the loyalty evaluated in the study is based on these four motives. And which of Neal’s four types of loyalty is the research oriented towards, attitudinal?
The loyalty of football fans is differsent from customer loyalty in mainstream business sectors, in which. Ddifferent elements influence the levels of commitment and connection to a firm or a product. In marketing approaches to motivation in the specific context of football, it ismay be possible to detect factors that promoteinfluence fan loyalty, but the loyalty of football fans to a club. However, thethe satisfaction derived from athe product and the customer’s level of income of the customer hashave little or no correlation with levels of loyalty. Another essential point that marketers need to understand consider is that in sports, the behavior of fans’ attitudes may not necessarily reflect their behaviorattitudes, which is why for marketing purposes, it is not enoughsports marketers cannot to rely on customer loyalty to directly target fans (Tapp, 2004).
Loyalty influence on fan spending
A conclusion made by Neal (2000) based on his research was found that loyalty hasd a positive connection to the repeattition of the purchase of thea same- brand product by the consumer. Also, hHe also concluded that football fans haveexhibit a very high level of loyalty to the team, which leads to consumption and money spending, regardless of the team’s levels of success of the team. An explanation of this can be thatIndeed, the factors affecting a fan’s loyalty to his or her team are different from those affecting any other consumers in other markets, as previously mentioned. On the other hand,In contrast, the results by Richardson and Dwyer (2003) showargue that consumption is connected to the levels of team success and that it is no indication of loyalty levels. MeaningThat is to say, team success influences spending habits, but that loyalty does not necessarily have theat same effect. Moreover, they conclude that during periods at times when athe team is less successful, itsthe fans spend less money, but they add that this fact does not indicate that fan loyalty to the team has decreaseds. So in a way, tThey thus claim that loyalty is not affected by the team’s level of success, but that the level of team success affects spending habits.	Comment by Mathieu: Or perhaps ‘is positively correlated with…’
Methodology and rResearch dDesign
For the purposes of this study, the research design was quantitative, using self-report questionnaires to assess research was design. Checking the loyalty of fans towards their favorite team,factor in terms of the effects of the Covid-19 crisis, with a view to and detecting any changes between the two Premier League seasons 2019/2020 and 2020/2021. if there are some changes in football fan loyalty to his favorite team. Used for measuring lLoyalty was measured using an method adapted fromadaptation of previous methods used in the papers of Passikoff (1997) and Brandes et al. (2013), previously presented in this article. The questionnaire designed as a self-report method. Loyalty measured using the participants’ responses to Likert items, i.e. a set of statements that with an item checking evaluated the motives for of fans’ loyalty, and an item checked attendance habits. BothThe series of Likert items was repeated, in the first place regarding asked twice, once regarding the current season (2019/20), including the period before the outbreak of the Covid-19 crisis,. Aand a secondly with reference to time regardingthe nextforthcoming season (2020/21), after the outbreak of the Covid-19 crisis. Another question asked aboutaddressed the level of longing for football, and this was also measured with a Likert scale from 1 to 5 (see Table 3). AlsoIn addition, the participants were asked to state their age and choose their favorite team.	Comment by Mathieu: Should this question be given somewhere? The Likert item is not stated in Table 3. Or does this not matter?
AnThe online survey was conducted using an online survey platform (Google Forms) and the link to the questionnaire was published on Facebook and several internet forums. A translated version of Tthe questionnaire translated intoin Hebrew was made available to facilitate the participants’ understanding. A total of 353 responses were received, out of which 51 (14.4%) were discarded due to several errors or incomplete forms. Thus, the final number of respondents was 302 (85.6% of all questionnaires received)., the subjectsParticipants’ ages ranged from 10 to 76 (33.32 on average, 14.87 standard deviations). Data were collected throughvia the questionnaire over a period of approximately three weeks, coinciding with during the last phases of the Israeli Premier lLeague’s 2019/2020 season, when the competition had been reinstated after the league reinstated without a crowdspectators.	Comment by Mathieu: I think it would be preferable to be more precise and give the exact start and end dates of the data collection period.
The system of tThe Israeli pPremier lLeague worksfunctions in such a way method that, in the last periodstage of the competition, the league divides the teams are divided into two groups to compete in, either the top playoffs, for the chance to qualify for a European competition, or theand lower playoffs, in each the teams compete between themselves. At the top playoff, they compete for winning a top position for qualifying for European competition, and in the lower playoff, they compete to avoid relegation. For this study, the 14 teams that form the league were divided into four groups, as theydepending on where they standstood in the league table before activity wasthe league stopped suspended. Regarding From the top playoffs, the first four teams (league table standings 1 to 4), which hadwith the chance to win the championship and qualify for European classification chance, formed Category 1, while and the last three teams of the top playoffs (league table standings 5 to 7) constituted Category 2. From the lower playoffs, the last four teams that have been fighting against relegation (league table standings 11 to 14), and the remaining teams rest in the lower playoff (league table standings 8 to 10) made up Categories 3 and 4 respectively. This classification of teams intodivision used to compare the four groups was used to divide the fans for testing the factors under considerationregarding the other factors tested in this research. As expected, the lower the team is ranked onin the league table, the fewer fans the team has fewer fans and, consequently, the fewer the respondents to the survey. This fact represents the different levels of team support throughout the league more accurately.	Comment by Mathieu: Should this be top division playoffs?	Comment by Mathieu: Should this be lower division playoffs?
Results
The most popular teams were Hapoel Beer-Sheva, and Beitar Jerusalem (12.9% each), and the least popular group was Sektsia Ness Ziona (only 1.0%), as shown in Table 1. Category 1 was the most popular (43.5%), and popularity diminished as the category was fell lower in the table, with so the least popular was cCategory 4 being the least popular (15.4%), as shown in tTable 2.	Comment by Mathieu: In Tables 1 and 10, this is written differently: Hapoel Be’er Sheva.
One of the questions asked of the subjects (question 5) wasaddressed the degree of their longing for the football game. The question was constructed on a Likert scale 1-5 with a high value (5) representing the highest degree of longing and the lowest value (1) asindicating the lowest degree. As can be seenshown in tTable 3, the highest degree of longing iswas expressed amongby the fans of the fourth category of the Premier League (4.80), followed by the fans of the third category (4.76). AmongFor fans of the first category of the Premier League, the degree of longing was lower (4.67), while the degree of the longing of theamong fans of the second category was the lowest (4.55). However, in the analysis of variance test (ANOVAnova), it was determined that these differences were not significant: F (3,295) = 1.22, p> 0.05.	Comment by Mathieu: I wonder if the paragraph on longing would sit better at the end of the results (since the findings related to longing were not significant)?	Comment by Mathieu: Perhaps this would be a good place to cite the question that was asked?
Two moreOne questions looked at the motives of fans’ loyalty, with a choice of  from four possible answers, in the form of statements. These questions waswere asked twice, first of all regarding the periodtime before the Covid-19 crisis (Question 3) and secondly after the crisis ended (Question 6). A breakdown of the responses of the subjects can be seen in tTable 4. As it turns out,The findings show that the primary motive for football loyalty is the team’s history and traditions, with over half of the subjects indicating that this asis the reason (57.0% ahead of the crisis and 55.6% next season). The factbelief that outcomes result fromcome because of a genuine effort on the part of the team, along with and fans’ efforts, has a little more impact next season (26.8%) than this season (23.5%), and yetwhereas pure entertainment value as a motive impacts more this season (14.2%) than next season (11.9%). Fan bonding is a marginal motive for both this season (5.3%) and next season (5.6%).	Comment by Mathieu: As far as I understand, there is only one question, and this same question is put forward twice.	Comment by Mathieu: Should the precise wording of the question be given somewhere?	Comment by Mathieu: Could you be more specific about the exact timeframe (the months and weeks) the participants were asked to think about when answering the question? Do the questions for this season really refer to the period BEFORE the crisis emerged? I ask because the entire 2019/2020 season includes the time before the coronavirus outbreak but also the immediate aftermath (the final weeks of the season when matches were reinstated and played in empty stadiums)? I’m not sure the paper makes crystal clear the timeframe referred to by this particular question.	Comment by Mathieu: But, as before, can we say the crisis has ended?	Comment by Mathieu: This strikes me as a little vague/too broad. What exactly is meant by fans’ efforts? This could be their physical presence at a match, encouragement and cheering loudly during the game, financial investment in the team, etc. Could you be more specific?
Tables 5 and 6 present a season's comparison of the motives of fans’ loyalty by category and by season. As can be seen,It can be observed that the distribution of reasons for football sympathy among first, second, third, and fourth categories in the 2019/20 season is more or less similar to the 2020/21 season.	Comment by Mathieu: I’m not sure that ‘sympathy’ is the most appropriate word here. Loyalty/allegiance might be better.
Another two questions focused on looked at attendance habits, with a choice out of four4 possible statements as answers. These questions waswere asked twice, firstly regarding the time before the Covid-19 crisis (Question 4) and secondly after the crisis ended (Question 7). Table 7 presents the results of the responses given by the subjects. As can be seenshown, more than half of the respondents bought or intend to buy a seasonal ticket to attend the matches of their team games, although after the crisis (season 2020/21), the percentage of subjects intending to buy one is lower (59.6% before and 53.3% next season). Moreover, it was found thatthere is the intention of the more fans intend to watch matches on television next season (22.8%) in comparison tomore than this past season (15.6%). 	Comment by Mathieu: As before (timeframe of question needs to be made absolutely explicit).	Comment by Mathieu: Again, can we say the crisis has ended? Shouldn’t we speak in terms of the situation going forward/next season?	Comment by Mathieu: As before, can we say ‘after’ the crisis?
As is evident from tTables 8 and 9 show, in all categories, buyingthe purchase of seasonal tickets will decrease next season. In the first category, it is evident that there is a fanthe intention among fans to attend several more individual matches more than they did during the 2019/20last seasonyear (rather thanat the expense of buying a seasonal ticket). In contrast, in the other categories, there is almost no difference between the two seasons,  regarding fan's intention to attend several matches. On the other hand, in the first category, the number of games watcheding on televisionTV games this during the 2019/20 season is slightly highermore prevalent than in the figures indicated for next season, but in the other categories watching televised gamesTV will be more popular next season.	Comment by Mathieu: There are two spaces here.
Table 10 presents a seasonal comparison (2019/20 and 2020/21) of attendance habits by team. This comparison shows that Maccabi Haifa and F.C. Ashdod fans plan to attend several more matches next season more than the current season (12.5% difference regarding each team), rather than. At the expense of watching their team's matches on televisionTV for (Maccabi Haifa fans), andor purchasing seasonal tickets for (F.C. Ashdod fans). Also, Hapoel Hadera fans also plan to buy fewer seasonal tickets next season compared to the current season (18.2% difference), and instead,with a preference for watching more TVtelevised matches and the intention to attend several individual matches (9.1% difference for each habit). Beitar Jerusalem and Maccabi Netanya fans plan to watch more of their team’s games on televisionTV next season (difference of 10.2% and 10.7% respectively) and aim to purchase fewer less to buy seasonal tickets (difference of 15.4% and 10.7% respectively). Finally, Hapoel Be’er Sheva fans intendare less inclined to attend individual fewer matches next season (12.8% difference) and aim to watch their team's matches on television next season much more often than the current season (17.9% difference).	Comment by Mathieu: ‘intend to attend’… this is not incorrect, but it sounds a little awkward to the ear.
Discussion
The loyalty factor of football fans is defined as emotional loyalty by Neal (2000). The results inof this research support this definition; the motives of fans’ loyalty havedo not changed due to the crisis. Fans continue to support their teams even thatthough the product (football matches) is not existing or longer delivered in the same way, meaning that his loyalty is not baseddependent on the product itself but on the emotional connection. Moreover, tThis is furtheralso supported by the high degree of longing for football in general reported in general by the fans, even more, so when it comes to that the fans of the third and fourth categories, whose that are teams are positioned at the lower partend of the league table., cConsequentially, the supporters of less successful teams are the ones withexpress higher degrees of longing.
According to popular conception, loyalty has a positive effect onconnection to purchase intentions. However, it is evident from the results that the Covid-19 crisis harmedhas negatively affected the intention of fans to purchase seasonal tickets season for the season following the crisisgoing forward. A Ddecrease numbersin the sales of seasonal tickets will have an impact on all -league teams, regardless of their position of the team. For the Next season, fans of the top-rated teams, fans will choose to attend several individual matches rather thaninstead of committing to seasonal tickets. For most of the rest of the remaining league teams, fans generally intendplan to decrease the number of times they attend fewer matches, with a seasonal ticket or individual matches, and will instead opt for they will watching more matches on television next season more than this past season.
Only Maccabi Haifa fans are the only ones that reported that they would attend more individual matches onduring the 2020/21 season 20/21 instead of watching the team's matches on TV. This anomaly can be due tocould be explained by a relatively successful 2019/20 season offor the team, after several unsuccessful seasons. This fact challenges the idea that levelsidea of the connection or lack of it, of loyalty, and attendanceing habits are not connected to team success in times of a crisis not related directly to football.
Football clubs mustneed to understand and adapt to the new reality resulting fromcreated by the emergence of this international health crisis. Fans cChanges in the habits of supporters will certainly have a direct economic impact on clubs for sure in the short term, but clubsthe latter should closely monitor the situation forin the long term, taking into consideration the changing needs of study the new fans' needs, in order to and giveprovide proper solutions adapted to the current climate and with a view to the futurefor short and long times.
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Tables
Findings
[bookmark: _Toc43224543]Table 1. Teams frequency (N=302).
	Category
	Team
	N	Comment by Mathieu: Should this be No. of fans?
	Percentage	Comment by Mathieu: Should this be percentage of total number of participants?

	Category 1
	Maccabi Tel Aviv
	36
	11.9

	
	Maccabi Haifa
	16
	5.3

	
	Beitar Jerusalem
	39
	12.9

	
	Hapoel Be’er Sheva
	39
	12.9

	Category 2
	Hapoel Tel Aviv
	32
	10.6

	
	Hapoel Haifa
	21
	7.0

	
	Bnei Yehuda Tel Aviv
	12
	4.0

	Category 3
	Hapoel Hadera
	22
	7.3

	
	Maccabi Netanya
	28
	9.3

	
	F.C. Ashdod
	8
	2.6

	Category 4
	Hapoel Kfar Saba
	23
	7.6

	
	Ironi Kiryat Shmona
	16
	5.3

	
	Sektzia Nes Tziona
	1
	0.3

	
	Hapoel Ra’anana
	6
	2.0

	
	None
	3
	1.0



Table 2. Categories frequency (N=302).
	Category
	N
	Percent

	Category 1
	130
	43.5

	Category 2
	65
	21.7

	Category 3
	58
	19.4

	Category 4
	46
	15.4



Table 3. Level of longing for the football game by category (N=302).
	Category
	N
	Percent
	Std. Deviation

	Category 1
	130
	4.67
	.81

	Category 2
	65
	4.55
	.85

	Category 3
	58
	4.76
	.68

	Category 4
	46
	4.80
	.54

	Total
	299
	4.68
	.76



Table 4. Motives of fans’ loyalty, seasons comparison between seasons (N=302).
	Motives of fans’ loyalty
	Season 2019/20
	Season 2020/21

	
	N
	Percent
	N
	Percent

	For pure entertainment value
	43
	14.2
	36
	11.9

	The outcomes come because ofresult from a genuine team effort and fans’ efforts
	71
	23.5
	81
	26.8

	Fan bonding
	16
	5.3
	17
	5.6

	The team’s history and traditions
	172
	57.0
	168
	55.6



Table 5. Motives of fans’ loyalty by category: Season 2019/20 (N=302).
	Category
	For pure entertainment value
	The outcomes come becauseresult from of a genuine team effort and fans’ efforts
	Fan bonding
	The team’s history and traditions
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent

	Category 1
	17
	13.1
	26
	20.0
	6
	4.6
	81
	62.3
	130
	100.0

	Category 2
	11
	16.9
	11
	16.9
	7
	10.8
	36
	55.4
	65
	100.0

	Category 3
	12
	20.7
	12
	20.7
	1
	1.7
	33
	56.9
	58
	100.0

	Category 4
	1
	2.2
	22
	47.8
	2
	4.3
	21
	45.7
	46
	100.0



Table 6. Motives of fans’ loyalty by category: Season 2020/21 (N=302).
	Category
	For pure entertainment value
	The outcomes come because ofresult from a genuine team effort and fans’ efforts
	Fan bonding
	The team’s history and traditions
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent

	Category 1
	12
	9.2
	35
	26.9
	4
	3.1
	79
	60.8
	130
	100.0

	Category 2
	12
	18.5
	8
	12.3
	10
	15.4
	35
	53.8
	65
	100.0

	Category 3
	9
	15.5
	16
	27.6
	2
	3.4
	31
	53.4
	58
	100.0

	Category 4
	1
	2.2
	22
	47.8
	1
	2.2
	22
	47.8
	46
	100.0



Table 7. Attendance habits overall, seasons comparison between seasons (N=302).
	Attendance habits
	Season 2019/20
	Season 2020/21

	
	N
	Percent
	N
	Percent

	I do not follow my team
	9
	3.0
	3
	1.0

	I watch my team on TV
	47
	15.6
	69
	22.8

	I attend several matches
	66
	21.9
	69
	22.8

	I holdhave a seasonal ticket
	180
	59.6
	161
	53.3



Table 8. Attendance habits by category: Season 2019/20 (N=302).
	Category
	I did not follow my team
	I watched my team on TV
	I attended several matches
	I heldhad a seasonal ticket
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent

	Category 1
	5
	3.8
	29
	22.3
	28
	21.5
	68
	52.3
	130
	100.0

	Category 2
	2
	3.1
	12
	18.5
	22
	33.8
	29
	44.6
	65
	100.0

	Category 3
	0
	0.0
	3
	5.2
	9
	15.5
	46
	79.3
	58
	100.0

	Category 4
	0
	0.0
	2
	4.3
	7
	15.2
	37
	80.4
	46
	100.0



Table 9. Attendance habits by category: Season 2021/21 (N=302).
	Category
	I will not follow my team
	I will watch my team on TV
	I will attend several matches
	I will buy a seasonal ticket
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent
	N
	Percent

	Category 1
	1
	0.8
	41
	31.5
	27
	20.8
	61
	46.9
	130
	100.0

	Category 2
	1
	1.5
	15
	23.1
	23
	35.4
	26
	40.0
	65
	100.0

	Category 3
	0
	0.0
	8
	13.8
	10
	17.2
	40
	69.0
	58
	100.0

	Category 4
	1
	2.2
	3
	6.5
	8
	17.4
	34
	73.9
	46
	100.0



Table 10. Attendance habits by team, seasons comparison between seasons (N=302).
	Team
	Attendance habits
	Season 19/20
	Season 20/21

	
	
	N
	Percent
	N
	Percent

	Maccabi Tel Aviv

	I follow my team
	3
	8.3
	1
	2.8

	
	I watch my team on TV
	11
	30.6
	13
	36.1

	
	I attend several matches
	5
	13.9
	5
	13.9

	
	I havehold a seasonal ticket
	17
	47.2
	17
	47.2

	
	Total
	36
	100
	36
	100

	
Maccabi Haifa

	I follow my team
	1
	6.3
	0
	0

	
	I watch my team on TV
	9
	56.3
	8
	50

	
	I attend several matches
	4
	25
	6
	37.5

	
	I havehold a seasonal ticket
	2
	12.5
	2
	12.5

	
	Total
	16
	100
	16
	100

	
Beitar Jerusalem

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	6
	15.4
	10
	25.6

	
	I attend several matches
	11
	28.2
	13
	33.3

	
	I havehold a seasonal ticket
	22
	56.4
	16
	41

	
	Total
	39
	100
	39
	100

	
Hapoel Be’er Sheva

	I follow my team
	1
	2.6
	0
	0

	
	I watch my team on TV
	3
	7.7
	10
	25.6

	
	I attend several matches
	8
	20.5
	3
	7.7

	
	I havehold a seasonal ticket
	27
	69.2
	26
	66.7

	
	Total
	39
	100
	39
	100

	
Hapoel Tel Aviv
	I follow my team
	2
	6.3
	1
	3.1

	
	I watch my team on TV
	3
	9.4
	6
	18.8

	
	I attend several matches
	14
	43.8
	12
	37.5

	
	I havehold a seasonal ticket
	13
	40.6
	13
	40.6

	
	Total
	32
	100
	32
	100

	
Hapoel Haifa

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	6
	28.6
	6
	28.6

	
	I attend several matches
	5
	23.8
	7
	33.3

	
	I havehold a seasonal ticket
	10
	47.6
	8
	38.1

	
	Total
	21
	100
	21
	100

	
Bnei Yehuda Tel Aviv

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	3
	25
	3
	25

	
	I attend several matches
	3
	25
	4
	33.3

	
	I havehold a seasonal ticket
	6
	50
	5
	41.7

	
	Total
	12
	100
	12
	100

	
Hapoel Hadera

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	0
	0
	2
	9.1

	
	I attend several matches
	5
	22.7
	7
	31.8

	
	I havehold a seasonal ticket
	17
	77.3
	13
	59.1

	
	Total
	22
	100
	22
	100

	
Maccabi Netanya 

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	3
	10.7
	6
	21.4

	
	I attend several matches
	3
	10.7
	3
	10.7

	
	I havehold a seasonal ticket
	22
	78.6
	19
	67.9

	
	Total
	28
	100
	28
	100

	
F.C. Ashdod

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	0
	0
	0
	0

	
	I attend several matches
	1
	12.5
	0
	0

	
	I havehold a seasonal ticket
	7
	87.5
	8
	100

	
	Total
	8
	100
	8
	100

	Hapoel Kfar Saba

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	1
	4.3
	0
	0

	
	I attend several matches
	2
	8.7
	3
	13

	
	I have a seasonal ticket
	20
	87
	18
	78.3

	
	Total
	23
	100
	23
	100

	Ironi Kiryat Shmona

	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	0
	0
	0
	0

	
	I attend several matches
	2
	12.5
	1
	6.3

	
	I havehold a seasonal ticket
	14
	87.5
	15
	93.8

	
	Total
	16
	100
	16
	100

	Sektzia Nes Tziona
	I follow my team
	0
	0
	0
	0

	
	I watch my team on TV
	0
	0
	0
	0

	
	I attend several matches
	0
	0
	1
	100

	
	I havehold a seasonal ticket
	1
	100
	0
	0

	
	Total
	1
	100
	1
	100

	Hapoel Ra’anana
	I follow my team
	0
	0
	1
	16.7

	
	I watch my team on TV
	1
	16.7
	1
	16.7

	
	I attend several matches
	3
	50
	3
	50

	
	I havehold a seasonal ticket
	2
	33.3
	1
	16.7

	
	Total
	6
	100
	6
	100


*Notable differences in bold.ed
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