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A Review of Research on Sports Brand Loyalty

WU Wen-bing
(School of Physical Education, Hubei University, Wuhan 430062, China)

Abstract: This article uses methods such as literature review and logical analysis, and employs quantitative

visualization software to provide an overview of aspects related to sports brand loyalty. Research suggests that sports

brand loyalty is a combination of positive attitude preferences and sustained purchasing behavior. Sports brand loyalty

is not only an important component of brand assets, but also brings high real economic benefits. Brand experience

is the key to shaping loyalty. The strategy of enhancing sports brand loyalty needs to start from the consumer and

enterprise levels, with meeting consumer needs and enhancing brand influence as the core. Through literature review,

it was found that there is a lack of research on the multidimensional factors and degree of influence that contribute to

the formation of sports brand loyalty, as well as the reasons for loyalty among different groups. In the future, studying

sports brand loyalty requires in-depth exploration of multiple factors and their underlying mechanisms, expanding the

coverage of research groups, and incorporating dynamic factors such as emerging technologies, consumer attitudes,

and market environment changes to construct a comprehensive, three-dimensional, and dynamic research model.
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