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RESUMO

No mundo social do futebol, os clubes tém buscado uma tomada de decisao cada
vez mais baseada em resultados cientificos para melhorar a sua capacidade de
financiamento em consonancia com o entendimento e conexao com a realidade de seus
consumidores, os torcedores e fas do esporte. Em particular, a interacdo destes com a
figura do diretor técnico (ou treinador) pode ser explorada como um elemento influente
sobre a projecao e avaliagao de tendéncias de desempenho da equipe através da Teoria
do Fresh Start. Basicamente, os individuos podem ser colocados em um mindset de
recomeco independente das condi¢des passadas, ou seja, a motivagdo da torcida pode
ser direcionada a partir do evento de troca (ou continuidade) nestecomando técnico, com
reflexos na disposi¢ao dos torcedores em ocupar o espagco dos estadios através do
consumo de ingressos. Visando investigar esse efeito, este estudo objetiva verificar
variagdes no comportamento de compra de consumidores provocadas por essa mudanga
de comando tendo em vista as proje¢oes desses consumidores sobre os resultados
incertos associados ao momento da compra. Para tanto, vale-se de uma modelagem
linear baseada em uma pesquisa arquivistica sobre dados secundarios aplicada ao
contexto apresentado, no qual este fenomeno se constitui, podendo inverter a
preferéncia do consumidor diante da incerteza em rela¢do ao desfecho do campeonato,
cujo efeito direto se mostrou positivo. Além de contribuir para a literatura relacionada
a motivagdo dos consumidores através da verificagdo de um pressuposto de observagao
individual de tendéncias em uma arena social, esta pesquisa visa fornecer insights a
gestdo esportivando apenas em torno dessa composi¢do de um projeto técnico, mas
também diante de uma agenda de pesquisa que leva um conta os fatores de influéncia
sobre a venda de ingressos, com consequéncias a iniciativa de financiamento organico

dos clubes e organizagdes sociais responsaveis pela produgdo esportiva.

Palavras-Chave: Fresh Start, marketing esportivo, consumidor, torcedor.



ABSTRACT

In the social world of football, clubs have sought to make decisions increasingly
based on scientific results to improve their financing capacity in line with the
understanding and connection with the reality of their consumers, the supporters or fans.
In particular, the interaction with the manager figure can be explored as na influential
element for projecting and evaluating team performance trends through the Fresh Start
Theory. Basically, consumers can be affected in a restarting mindsetregardless of past
conditions, that is, a motivation of the fans can be directed from the exchange (or
continuity) event in this technical command, with reflexes in the fans' willingness to
occupy space of the stadiums through consumption of tickets. In order to investigate
this effect, this study aims to verify variations in the purchasing behavior of consumers
caused by this change of command in view of the consumer projections about the
uncertain results associated with the moment of purchase. For that, it uses a linear
modeling based on archival research on secondary data applied to the presented context,
in which this phenomenon is caused, being able to invert the consumer preference in
view of the uncertainty regarding the outcome of the championship, whose direct effect
proved to be positive. In addition to contributing to the literature related to consumer
motivation by verifying an assumption of individual observation of trends in a social
arena, this research provides insights for sports management not only around this
composition ofa coach project but a research agenda which considers the factors of
influence on ticket sales, with consequences for the initiative of organic financing of

clubs and social associations through sports production.

Keywords: Fresh Start, Sports Marketing, Consumer, Supporter.
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1. INTRODUCTION

Sport is today one of the main pillars of global entertainment industry,
remainingas a cultural exponent that unites the manifestation of passions, rituals and
symbolsand the movement of large financial volumes (Rocco Jr., 2012). Throughout
theresearch development path in this sense, worldwide consumed sports such as football
have been auspicious fields for testing theoretical and empirical relations on human
individual and organizational behavior with analogue reflexes in several other domains.
According to Dai (2018), this occurs, among other reasons, due to the growing
importance of performance metrics combined with the extensive volumes of data it
produces, which can foster many kinds of individual, social and managerial decision-

making analysis.

In this sense, several studies have been dedicated to understanding expressions
in sports fields such as identity (Cialdini et al, 1976; Wann & Branscombe, 1991; Fisher
& Wakefield, 1998), social connectivity (Stieler & Germelmann, 2016) and observation
and appreciation of human performance in a collective environment (Holt,1995; Fleury
et al, 2016; Dai, 2018; Puente-Diaz & Cavazos-Arroyo, 2019). Diving into the latter
aspect, we looked for mechanisms to understand the demand for sports products from
the perspective of consumers and the way they interact with the game goals and
protagonists. Specifically, we created an original framework developed from the
individual observation of trends and performance metrics in a social arena, where the
interaction with these goals, metrics and characters are ideally projected (Holt;
Theodorakis, 1995; Pierce et al, 2001; 2010; Cocieru et al, 2018). In this context,
football allows us to analyze such projections based on the managerial turnover as a
motivating factor for club members and fans (Galdino et al, 2020). To address this
phenomenon, the present research will observe it through the theoretical prism of the
Fresh Start Effect (Dai et al, 2014; Price et al, 2017, Dai, 2018), which consists in the
belief on restart regardless of past conditions, can be prompted by some specific events,
like a managerial turnover, and have potential influence in the evaluation of performance
trends that can be “reseted”. Furthermore, we sought to elucidate the impacts of this

motivational mechanism in ticket demand and its reflexes from managerial perspective.



Thus, we justify such a research initiative as pertinent not only to the
understanding of the fan behavioral patterns as a consumer of sports results and their
ways of projecting interaction on it, but also to support the decision making resulting
from this process, like the club technical project, sales strategy and consumption
planning by fans. These cycles are strongly influenced by organizational and sportive
results and their impacts on the relationship between consumers and organizing entities,
i.e., between fans and clubs, confederations and consortia involved in stadium and
championship managing. The introduction of managerial turnover as aninteractive
factor with the dynamism of sports results and their influence on this planning structure
is a gap to research in Sports and Social Marketing, especially whenopposed to the
uncertainty of these results and their role in the meaning of sportive items consumption,

such as game tickets.

The moderating influence of the managerial turnover event on the ticket demand
is an unprecedented contribution in different ways. From a theoretical point of view,
this event is part of a motivational context around collective performance and goals that
emulate well-known principles that verify the relationship between individuals and their
own metrics of performance. In this social arena, the decision of sack and replace a
manager is supposed to have consequences in the engagement of social groups that
consume the results of performance represented by this figure, such as increasing ticket

sales and stadium occupation in a Fresh Start context.

We highlight the rarity of the managerial turnover variable in this research agenda and
its representativeness as example of phenomenon analogously verified in other social
domains. Initially taken from the observation of individual performance trends effect on
motivation (Dai et al, 2014; Dai, 2018), the projection of interaction with performance
results at a social level influences the relationship with main responsible figures for such
indicators, such as a boss, a work team manager or the president of any social

circumscription in relation to the population that elects him or her.

Eventually, the replacement of these figures emerges as a way of improving social
conditions, and the change of a football coach is a common metaphor to represent this
kind of process. In addition, such phenomenon on consumer’s perspective has
similarities in relation to the biases presented in many other trend observation contexts,
like investment and betting (Baker & Nofsinger, 2002), since time andenergy are spent

in order to predict results for a social object in accordance with emotive states.
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Through this mechanism, people can address implicit goals such as avoiding losses
(Kahneman, 2012; Pawlowski et al, 2017) and maintaining positive emotional status
(Kahneman et al, 1991; Eckhardt & Bardhi, 2019), in pursue to the satisfaction of
associating with positive achievements and avoiding defeats and other painfully results
(Fleury et al, 2016). For instance, in football, fans mentally account the odds of their
club before a match based on available metrics, such as the trends on championship
tables and the team’s individual and collective field performance indexes, but also
evaluate many subjective motivational factors of the game, such as the presence of a star

player or personality that holds idolatry with the fans or facing a rival team.

With this prism in hand, we intend to extend the literature on potential biases
during the observation of performance trends, well defined at an individual level, for a
social domain, like the identification with a football club and consumption of its
products. We specifically focus on an effect with individual transformative potential,
the Fresh Start Effect, and its verification on a scenario of ideally projected control over
performance trends, which involves the persona of the head coach (i.e. the team
technical leader at the edge of the field), whose replacement can trigger a new cycle
within the dispute by rearranging expectations, which may or may not be preferable for
the fan according to the aspirations over the competition context. Further, we investigate
two other complementary factors previously identified on literature as influent over the
public's motivation to attend sportive events: The habitual persistence of fans and the
price elasticity of this demanding public, including some characteristic match attributes
in this sense which will be added as controls to the model.

Following these assumptions, the main objective and contribution of this empirical
research strategy was to investigate whether the so-called Fresh Start Effect (Dai et al,
2014; Price et al, 2017; Dai, 2018) is verified with regard the relation it has with the
figure of the manager as to the professional who heads a technical project in the context
of football consumption. This figure has already been pointed out previously as a target
of interactions projected by the fan - increasing the value given to the show, and thus
being capable of enhance or menace the public's interest in reinforcing this social

interaction by going to the stadium (Holt, 1995).

To make this inquiry possible, we designed a methodological proposal for
analysing real consumption data through an archival research focused on game financial

bulletins (or borderds, as they are known in Brazil). Despite being widely available by

11



the competition organizers (like the Brazilian Football Confederation — “CBF” in
portuguese abbreviation) and an object of potential interest to such entities and their
affiliates, these bulletins are a little explored data source in theoretical- empirical
research. The comparison of the results found in each soccer match with events that
precede it, like the managerial turnover, thus allows assessing its impact on fans’ interest
on these games and making inferences about their motivation in this process. This occurs
in this research through the study of the coefficients of a General Linear Model that
contains not only this main effect highlighted, but also a series of other conditions
consistently investigated by the academy.

In addition to these theoretical advances, this research aims to contribute to the practice
of sports management, whose professionalization has greatly benefited from the incorporation
of validated scientific metrics as a reference to strategic decision making, in contrast to the
amateur, personalist or arbitrary management of clubs and entities sport managers (Rocco Jr.,
2012; Araujo et al, 2018). In the Brazilian case, where this last phenomenon is still unfortunately
notable, the event of changing coaches has been used arbitrarily as a motivational stimulus for
players and fans, even though its effect is short-term and obscures the composition of a technical
and organizational long-term planning (Galdino et al, 2020).

These assumptions are endorsed by the results hereby presented: Through the modelling
strategy, we found that the event of managerial turnover have the potential to reduce the demand
for football ticket only when the championship outcome uncertainty towards this sportive goal
is positive. In this situation, consumers are threatened by the possibility of losing contending
status, which does not occur in the situation when the chances of a club within the championship
contest is null. Moreover, we also found an alternative path of motivating consumers by
stimulation their engagement on membership programs and discuss the positive effects on ticket
demand of some value attributes, like the price and several other characteristics that made the
attractiveness of a football game spectacle.

This research points out that through the understanding of behavioral variations in fans’
general consumption pattern explained by the context of the sporting dispute in which these
exchange events take place, it is possible to make this type of decision on a more solid basis. In
this way, it is possible to move towards facing several management problems reported in the
case studied, such as the clubs distancing from the fan's reality (Wieser, 2016; Forti & Lima,
2018) and Brazil's competitive gap in relation to the main stages in the universe contemporary

football (Fleury et al, 2016; Silveira et al, 2018).
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Therefore, we develop more deeply in the next chapter (2) the theoretical
formulations here briefly described, then expose the methodological procedures adopted
(3), the description of their main results (4) and the conclusions that are intended to be
derived from them (5), with the sources addressed at the end of the work (6). An overview

of the structure that guides the present project is shown in Figure 1, below:

1. Introduction
Cbjectives, contribution and research structure

2. Theoretical Review

Research Agenda
Trends and Consuimer Behavior
Sports Marketing

Theoretical Framewark
Lincertainty of Outcome
Managerial Turnover and Fresh Start Effect
Habitual persistence
Ticket pricing

3. Methodology
Data source
Demand modelling

4, Results
Coefficient Analysis
Hypothesis verification
Comparison of means
Segmented Models

h. Discussion
summary of deductions from Section 4
Theoretical and practical implications
Limitations and future research

Figure 1 — Research Structure Overview

Source: Elaborated by the authors based on Wieser (2016)
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2. THEORETICAL BACKGROUND

Exposed the conceptual map of this research through its introductory section,
this chapter presents the theoretical premises that support the modeling hereby
projected. First, some general theoretical principles of the literature on the influence
of the interpretation of trends in decision making by the consumer are discussed (2.1),
which are then endorsed by relevant findings to the research context, the management
literature focused on sport as an uncertain and dynamic scenario (2.2). More
specifically, applying the Fresh Start Effect prism to fan behavior, a theoretical
framework is developed with this effect as main aspect (2.3). Such framework
illustrates the process that guides fans during their decision to occupy or not places in
the football show, according to the expectations and probabilities that the involve with
the various elements that make up this type of event. Also, some complementary
explanations to the main model for the consumption of footballtickets in the context
presented will be developed as controls, modelling new interactions between
constructs widely explored in the literature (2.4). On this basis the subsequent chapters
are developed: Chapter 3 contains the strategies to test the effects projected in this
chapter from real data for public in stadiums during matches of the Brazilian Football
Championship, the results of which are presented in chapter 4, thus leaving chapter 5
to discuss implications for practical action and contributionsthat can be obtained from
such findings within the theoretical perspective of the project. Thus, the theoretical
modeling of the decision-making process of fans in relation to the occupation of
stadium bleachers serves as the backbone of this project and shows the path to analyze
the public's sensitivity in sport to the effects described in the marketing literature, as is

the case of Fresh Start, in addition to the other characterizations presented.

2.1 Trends and Consumer Behavior

The study of Consumer Behavior as a multidisciplinary science is intertwined with
the various other subdisciplines of Marketing and their intersections that make upthis
social institute (Maclnnis & Folkes, 2010). In this context, the investigation of
behavioral patterns from the perspective of Social Psychology and its affective and
cognitive motivational aspects is a resource in the understanding of several phenomena.
When calculating their previous experiences, affective relationships and identity

projections, individuals guide their expectations and predictions about an

14



uncertain outcome, not necessarily optimal or linear (Kahneman, Slovic & Tversky,

1982).

In this sense, this discussion starts from the influence of some factors in the
context of consumption of a social object, dependent on human performance. Taking
account of the cognitive processes of consumer appreciation, projection andinteraction
with this given object and the elements and agents that compose it, researchers can draw
explanations for the variation of metrics, according to the availability of data, and its
relation to socially composed performance. With this, new questions and ways of
interpreting the same experience or relationship with this same object arise between

consumers, professionals and managers (Coates et al, 2014; Dai; Martins & Cro6, 2018).

To address this context, let us take primarily the accounting of a trend at an
individual level, such as job performance and goal pursuit, dependent on motivational
factors, such as self-efficacy, commitment and self-control, through which individuals
seek to influence such trends (Dai et al; Peetz & Wilson, 2014; Dai, 2018). In addition
to objective index analysis, this is a process guided by subjective reasons, such as
avoiding the psychological non-compliance pain or the search for satisfaction in being
able to predict certain individual-relevant results (Pierce et al, 2001; Sahi; Pawlowski
et al, 2017), leading to biases that are common to investors and gamblers (Baker &
Nofsinger, 2002; Vaskova, 2019). In this way, despite the regressive characteristic to
the average of the trends under a statistical view, people usually substitute this type of
calculation for the search for stable patterns in accordance with their personal
expectations (Kahneman, 2012). Such patterns associated with the observance of self-
relevant events are consistent with the different emotional states (Fisher & Wakefield,
1998; Fleury et al, 2016) and mental states (Puente-Diaz & Cavazos-Arroyo, 2019) in
which an individual may find himself during an event like a football game. Specifically,
these individuals develop negative emotions when trying to protect the acquired status
(Kahneman, 2012; Eckhardt & Bardhi, 2019), while they can experience high
expectations of reach a state in the initial stages of a goal (Dai, 2018). The contrast
between the search for stable patterns and the uncertainty that such results may present
over time is just an indication of the instability to which trends related to human

performance can demonstrate over time (Puente-Diaz & Cavazos- Arroyo, 2019).
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In view of this, this research aims to delimit some factors that may interact with
this type of trend projection and guide consumer motivation in a social context.
Especially in these situations that involve high uncertainty or unavailability of concrete
information, people rely on judgmental heuristics, often based on affection (Payne,
Johnson & Bettman, 1992). Therefore, it is no coincidence that this combination of
mental accounting and the passionate component characterizes thefield of research
to be explored in this project, the football game industry, in its various nuances and
contexts. In some cases, as we will see below, fans can assume a characteristic that goes
beyond their nature as a mere spectator and source of revenue for clubs: They may try
to predict and interact with relevant performance trends in order to sustain and make
sense of their identification with a club, eventually interacting also with active figures
in the sports environment and imposing milestones for club decisions, like the
continuity or not of a technical project (Holt, 1995; Pierceet al, 2001; Cocieru et al,
2018; Galdino et al, 2020), with potential consequences for the management of these

entities.

1. 2.2 Marketing in the Sports Universe

In the contemporary marketplace, positions related to identity, such as association
with a specific social project, tend to attract attention and motivate consumers in very
flexible and dynamic ways (Eckhardt & Bardhi, 2019). This fluid prism currently in
vogue, however, contrast with the rituals and traditions of what it is to be a club fan, a
relatively solid and passionate bond compared to the previous ones (Rosenfeld, 1974;
Dionisio et al, 2008; Espartel et al, 2009). The ways clubs build social ties with and
between their fans can thus be worked as intrinsic and crucial for several results, whether
sporting, financial or social results (Stieler & Germelmann, 2016), whose inconstancy
leads this proposal to suppose that such degree of interaction between fans and the club

as a social entity and repository of meaning can change over time.

Nevertheless, in recent decades football has been studied by the academy from
different perspectives. In addition to being a profitable business, which currentlymoves
around US$ 13.18 billion in Brazil, or 0.72% of the country's GDP according to a CBF
(2019a) report, it is also a popular object of consumption under which many necessities
and desires can beprojected, such as the search for identity (Cialdini et al, 1976; Wann

& Branscombe,
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1991; Fisher & Wakefield, 1998; Wann, 2006), belonging (Hewer et al, 2017) and
control (Holt , 1995), in addition to the perceptions of power (Biscaia et al, 2013) and
possession (Pierce & Jussila, 2010; Cocieru et al, 2018). With the development of these
indicators, the understanding of psychological mechanisms and their market
expressions, football has become a peculiar social arena to be analyzed. In this arena,
the economic value of the club has among its foundations the strength of devotion of

its fans as customers, which are a fundamental part of the show (Ekelund, 1998).

In this way, Wann and Branscombe (1991) launched the seeds for the
development of psychometric scales as determinants of the intention to purchase the
soccer product under behavioral models (Souza, 2004; Madalozzo & Villar, 2009;
Wieser, 2016; Biscaia et al, 2018) that help to base the theory of social identity and
association (Ekelund, 1998) with a focus on what individuals are or believe to be (Pierce
& Jussila, 2010). Such models seek to capture specific aspects of an uncertain result
from elements that support the fan experience, the structure offered for the showand,
deeply in this case, the performance of the teams and the level of competitiveness as
antecedents of a recursive estimation on a team's chances of victory, relying on this
possibility as a means of achieving a positive emotional state (Fleury et al, 2016), which

in general acts as a guide in the decision-making process.

2. 2.3 Theoretical Framework

In line with this research agenda, the main contribution of this model is to verify
the influence of interaction with a managerial turnover, i.e., a change on the technical
project of a club represented by the figure of its head coach, on consumer behavior in
the social arena of sport. To this end, we rely on studies dedicated to understanding the
monitoring of trends in uncertain results by individuals and how they look for ways to
renew this mental accounting through generalizable landmarks in certain contexts, for

which sport offers different possibilities.

This initiative to look at a social object, such as an organization or entity here
represented by football clubs, is important in this context for two main reasons. First,
it is in line with the identity theory, although it carries a subtle distinction: Individuals
can share a common social identity and develop a sense of relationship without the need
to belong to a collective state (Stieler & Germelmann, 2016), individually evaluating
their projections about the performance of this sports entity with which it gets involved

(Dai, 2018), including decision-making like going or not to the stadium. Second, in this
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type of arena, fundamental self-efficacy and self-control in the search for relief from
negative experiences can find some analogue mechanisms, such as psychological
projections of control (Holt, 1995), exercise of power (Biscaia et al, 2013) and

ownership (Pierce et al, 2001; 2010).

With this in mind, the design of sports management can adjust to the shifts in the
perception of these indicators, expressed in the fans' assessment of the game's attributes
with reflexes for many managerial decisions, such as the definition of a new manager,
ticket pricing and communicating the role of fans in building the result, such as their
rights, duties (Pierce et al, 2001; 2010) and benefits (Fleury et al, 2013). Thus, we have
a fertile field in football for research on the consequences of these arrangements, such
as the construction of meaning around the habit of fans and the consumption of products

that reinforce these rituals.

While there is a consistent discussion about the motivational effects on accounting
individual trends, over which there is relative control by the target subject, in the case
of identification with a social organization like a sports association, this control is much
more ideally projected. In this sense, Holt (1995) points out that in the sportive social
world a fan can develop different ways to appreciate, evaluate and account for his
experience as a fan; assimilate, produce and personalize their interactions with the team
and communicate socially autotelic aspects of this process. In other words, in this world,
individuals project a series of imaginary interactions, such as affinity or rejection of a

project and the figures that represent it.

Thus, the perception of involvement through usual reinforcements such as going to
the stadium or trying to predict results and control the actions of a social object, such as a
sports association, can be very useful to reduce the dissonance of unexpected results (Baker
& Nofsinger, 2002) and prevent losses (Kahneman et al, 1991; Coates et al, 2014;
Pawlowski et al, 2017). For example, a negative trend on collective performance may be
faced by attempts by team members to reverse it, while the components of a winning team
will do their best to keep it at the top (Dai, 2018). Dealing with the consumers need for
experience a causal effectiveness in changing the surrounding environment, for example
through betting sites, virtual leagues and video games (Silveira et al, 2018), control and
expression of ownership in these environments can be quite pleasurable, allowing space

customization and the rejection of passive monitoring that are capable of biasing trend
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appreciation in a social object through the quest to increase satisfaction in the acquisition

of consistent results in a scenario of uncertainty (Pierce et al, 2001).
2.3.1 The Outcome Uncertainty Paradigm

“Because of the unpredictability of football, unimaginable things can
happen in the game. Hence is the fascination of this sport: Mystery

enchants me more than reality” (Tostdo).

The degree of uncertainty associated with the outcome of a sports dispute, be it a
friendly game, a national league showdown or a World Cup final, is a buzzword quite
common to the sports chronicle. However, it is also an aspect already considered
canonical for sports economics and management literature, although there is no

definitive conclusion about its general role in stimulating or not public to cheer.

Seminal works such as those by Rottenberg (1956) and Neale (1964) propose
that very close competitions tend to decrease public interest, i.e., that the fan prefers to
watch a game in which the favorable result for his time is more expected (Buraimo &
Simmons, 2008), which Cox (2015) defines to occur especially for the fans on stadium.
On the other hand, there are who point to outcome uncertainty in sports as appreciated
by the public as it is for Tostdo: As an attribute that multiplies the possiblescenarios that
a show can present, which favour the process of interaction and prediction capable to
motivate fans (Forrest & Simmons, 2002; Martins & Cro, 2018). Still, there are authors
who do not recognize a general influence regarding the effectsof outcome uncertainty
as a subsidiary factor to the evaluation of alternatives and decision making by the fans,
opting for some type of characterization to explain it (Falter & Pérignon, 2000; Forrest
& Simmons, 2006; Pawlowski & Anders, 2012; Pawlowski, 2013; Pawlowski &
Nalbantis, 2015; Pawlowski et al, 2017; Schreyer et al, 2018). This leads us to endorse
the view that uncertainty, despite being a recurrent factor in the literature, does not have
a general convention regarding its effect on the demand for sport, since it depends
critically on the marginal utility of unexpected victories being greater than the of defeats
so that it can be considered attractive by the public (Coates et al, 2014; Martins & Cro,
2018).

To face this chimera with a slightly different focus, this project addresses the

construct of outcome uncertainty as a dynamic attribute that varies along the moments
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of championship dispute. As it unfolds, fans usually take the results achieved as a
subsidy to update expectations about the direction of a project defined by their club,
which, at the limit, aims at the greatest aspirational goal of a club in the championship
as it begins: winning the title. To this end, we propose championship outcome
uncertainty as a relevant attribute for the fans’ projection in relation to the possibilities
of positive or negative experiences in a match looking at its context in the dispute
scenario, which influences their purchase decision. Following Tostdo and the
propositions of Coates, Humprheys and Zhou (2014) for the case in question, we

formalize the first research hypothesis as follows:

Hi: Consumers will have a higher (vs. lower) demand for football tickets in high

(vs. low) uncertainty regarding the championship result.

In this sense, the positive outcome uncertainty represents the moment in the
context of the championship when there are still chances for a club to reach this goal,
while reaching the early certainty of the impossibility of this goal or even the
anticipation of its achievement by a club can reduce the interest of the match within the
championship, moments when the uncertainty index turns to zero. While Wieser (2016)
defends the thesis that the club should compensate fans for the nullity of this component
through discounts on ticket prices, another very recurring formula (and especially in
Brazilian football) will be hereby discussed to renew the interest of the fans in the
dispute when these certainties in the championship are reached: The effect of the
manager figure (i.e., the head coach) as a mechanism of continuity or renewal of the
fan's hopes on the possibilities of his club, with all the challenges and questions that it

may present (Galdino, 2020).

Additionally, we also measured the uncertainty regarding the championship
dispute for the visiting club, once that these constructs are part of the same dimension
(Borland & MacDonald, 2003). Although it does not have a theoretical interaction with
the turnover effect or the other variables in this frame, it may suggest that fans observe
not only their team trend, but eventually also incorporate to this accounting the trends

of teams that it will face.
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2.3.2 The Head Coach Figure and the Fresh Start Effect

“We coaches know that there is no time. If you win, continue, lose and you
are out. It was always like that. The directors are also under pressure and do
not believe in anything, except in the result. It is like that anywhere in the

world”. (Pep Guardiola)

“It is hard work, bringing players so that they can show performancetogether.
And if you do not give the players time, you get nothing. You start everything

from scratch and hope that someone can fix it ”. (Jirgen Klopp).

As discussed, the interaction with trends in the performance of a club and the
probabilistic calculation on its uncertain results are elements that can support not only
the fans' consumption decision, but also the decision-making by the club management,

as the words of these star coaches reflect.

In this line, some events have the potential to promote a “reset” in these
performance trends through the decoupling between these results projected and their
records in the past (Dai, 2018). In her work, this author investigates how resets in
individual performance metrics can change the way they are assessed and accounted
by agents. Specifically, it is proposed that resets increase self-efficacy and promote
motivation around future performance when following poor performances, frustrating
results and, in this case, the impossibility of reaching a sporting goal. This characteristic
is credited to the Fresh Start Effect, which consists on the belief in a newbeginning
regardless of past conditions (Price et al, 2017; Vaskova, 2019; Forti, Silva & Richarde,
2020). On the other hand, resetting a performance index can have the opposite effect
when it follows strong performances or when there is high uncertainty regarding the
outcome of a dispute, leading to a feeling of loss of status and break of continuity

towards a goal that the restart represents in this case (Dai, 2018).

These proposed dynamics on individual motivation can be expanded into asocial
arena, where mechanisms such as ownership (Pierce et al, 2001; 2010; Huang etal, 2017;
Cocieru et al, 2018) self-efficacy (Theodorakis et al, 1995 ; Ludwig et al, 2001;
Hoogsteen, 2020) and self-control (Lizzeri & Yariv, 2017; Tabernero et al, 2020) act
as factors that converge individual interactions in a collective environment, where
certain goals are shared, such as the search for avoiding unpleasant experiences and

achieving collective catharsis (Rosenfeld, 1974) at sporting events. This implies that
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these mechanisms act analogously to motivation around individual goals through the
projection of interaction and control over collectively shared results (Holt, 1995). To
illustrate this relation in the sports universe, imagine that clubs have their performance
marked on tables widely accessible to fans. According to their judgment, biased by the
emotions prompted by their relationship with the club, they can evaluate it as positive
(victories, titles, invincibility, supremacy over rivals, financial growth etc.) or negative
(defeats, relegations, victories and titles fasting, indebtedness etc.).However, some
events have the potential to promote a new beginning in these series, such as the
beginning of a championship, changes in the rules of the game or, in the case of this
research, the arrival of a new manager. Events like these have the potentialto promote a
Fresh Start in negative series or even threaten the continuity of positive performances,
since there are few possibilities for the regular fan to influence them individually,
although, on the threshold of imagination, this can happen in a collective sphere in many

ways.

Usually, the Fresh Start Effect is associated with positive responses to turning
points when they follow the observation of a negative trend (Dai, 2018). Optimism
stands out as an indicator of overcoming those moments through a new beginning, being
a mechanism currently intertwined in the construction of successful narratives (Baker &
Nofsinger, 2002), which can prompt many other states like the growth mindset (Price et
al, 2017; Puente-Diaz et al, 2019) or the self-enhancement mindset (Peetz & Wilson,
2014). On the other hand, resetting a positive trend has the potential to threaten identities
and practices (Dai, 2018), which are socially constructed arounda common social entity
(Berger & Luckmann, 2003). The sense of status loss can, from this, lead to several
negative patterns of response in this sense (Kahneman et al, 1991), including frustration,
dissatisfaction, demand for control or even formal overtake movements (Cocieru et al,

2018).

In perspective with uncertainty as a proposed dynamic factor, it was proposed that
it be positively associated with the public's interest precisely because it keepsopen
the possibilities of dispute in relation to the major goal within a championship, which is
its conquest. This socially shared goal can be interactively projected on the manager
figure as representative of the sense of collective effectiveness (Holt, 1995), like the role
of teachers in relation to their students' learning performance (Hoogsteen, 2020). In this

scenario, exchange this figure act as an event that promotes the Fresh Start Effect must

22



have a negative effect, since the break or continuity developed around this goal. In
contrast, when there is little or no uncertainty in relation to the championship dispute,
i.e., the chances of a team reaching the conquest are considerably reduced, the event of
the change in the technical command can increase the interest of the public, mitigating
the breach of expectations around the championship and favouring its reestablishment

around new goals associated with this

new project. Having made this dual description, it becomes possible to formalize the

second hypothesis of this work as follows:

H2: The impact of the managerial change on the demand for football tickets
moderates the uncertainty in relation to the championship dispute, so that the
smaller (vs. greater) the outcome uncertainty, the greater the positive impact of the

change in the consumption of tickets.

We chose not to postulate a hypothesis for the main effect of changing coaches
as an event that promotes a new beginning around sports goals precisely because of the
need to contextualize their scenario. A general effect for this variable was not expected
for this reason especially in the Brazilian scenario, which according to databy Galdino
et al (2020) is the league that most changes coaches among the largest national
championships on the planet, with an average of approximately 37 exchanges per season
only in the first division, which occur for the most varied reasons and with equally

different consequences.

With that in mind and taking into account the different ways of projecting the
performance of an entity in relation to the goals that involve it, leading to different levels
of motivation to stay on that goal as demonstrated by previous research (Theodorakis,
1995; Peetz & Wilson, 2014; Dai et al, 2014; Dai, 2018), uncertainty was chosen as an
estimate of the possibilities of reaching a relevant goal in the contextof sport as a social
arena, in turn observed by individuals who reinforce their engagement and expectation
around this goal when purchasing tickets and going to thestadium to watch the games
and interact with the team (Falter & Pérignon, 2000; Forrest & Simmons, 2006; Buraimo
& Simmons, 2008; Pawlowski & Anders, 2012; Pawlowski & Nalbantis, 2015). In
addition, a moderating factor was proposed as an event capable of restoring expectations
around a new project when these uncertain possibilities are considerably reduced,

restoring the fan's confidence.
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This main model as proposed seeks to highlight a very specific aspect that makes
up the formation of purchase preferences in the sports universe, which is quite complex
and dynamic. Thus, other factors addressed by the literature and equally relevant to
explain the variations in these preferences and thus in the consumption intention in this
context will be presented in the following section. Such factors will contribute to the
composition of the scenarios developed after this central investigationand will continue
according to the empirical observation and the interaction with the data and results

presented, the basis of which will be presented in the following section.
2.4 Complementary Explanations for Football Tickets Demand

Understanding that the effect demonstrated by the “Main Model” in relation to
Fresh Start in the technical command is not the only explanation for the demand for
football tickets and the consequent occupation of the stadium, we offer some
complementary explanations as control factors and their theoretical deduction in the

following topic.
2.4.1 Habit Persistence

Some studies point to the existence of a core segment among the fans that
represents those who have a stronger bond with the club, which results in a greater
frequency in strengthening this relationship through going to the stadium (Holt, 1995;
Pawlowski & Nalbantis, 2015), which in turn is associated with fan loyalty and better
predictability about the club's cash flow (Fleury et al, 2014).

The persistence of a group of consumers can be associated, in the case of fans,
with what the literature treats as Becker's usual effect (1988): The increased ticket
demand that a positive sequence of results can cause; with the club occupying high
positions in the table, the tendency is that this core of “persistent” fans, loyal or
accustomed, consolidates (Simmons, 1996; Buraimo, 2008; Buraimo & Simmons,
2008, 2009; Forrest & Simmons, 2006; Pawlowski & Anders, 2012; Martins & Cro,
2018). Taking the construct of habituality from this perspective, we project to find a
positive influence on demand through the occupation of the stadium, as formalized

below:
H3s — Habit persistence positively influences the demand for football tickets.

On this main effect, we designed two moderators who reinforce or oppose the
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crowd's habit: Association and division promotion, respectively. Firstly, the division
promotion event is opposed, in which a newly promoted club disputes a level higher
than the level it was in the previous season (Souza, 2004; Madalozzo & Villar, 2009;
Benevides et al, 2017). In this research we propose that this promotion can be a
momentary boost, going in the opposite direction to the occupation of the stadium by a

usual core of fans, according to the following hypothesis:

H3sa — The promotion (vs. recurrence) in the division disputed in relation to

the previous season negatively moderates the habitual effect on ticket demand.

Forrest and Simmons (2006) reinforce the importance of this condition in studies
that deal with different divisions in their data, as is the case of this one, since the newly
promoted teams have a lower habitual persistence of the public in stadiums in relation
to clubs who play consecutive seasons in the same division. Thus, it becomes pertinent
to verify the interaction of the division promotion with the habitual persistence, which
allows to observe or not the relation between these factors and in which scenarios they
can become more prominent, confirming or not the previous results (Pawlowski &

Nalbantis, 2015).

In a second step, we bring association as a factor capable of strengthening the fan's
habitual character through consumer relationship programs. A strategy that has a robust
research agenda, relationship marketing are a very widespread composition of
reinforcing the ties between a company and its public (Gronroos; Morgan et al, 1994;
Sheth, & Parvatiyar, 1995) which it aims to ensure greater planning for purchasing
behavior and can also be seen in football fans case (Iho & Heikkild, 2010). Mechanisms
like this are strategic in rewarding the frequency and support of more loyal fans at the
expense of consumers with more sporadic and adventurous behavior (Wakefield &

Sloan, 1995). Thus, we postulate the following relationship:

H3b - The degree of association of fans in the stadium positively moderates

the effect of habit persistence on ticket demand.

These mechanisms are strategic for the organic financing of clubs based on its fans
(Barajas & Urrutia, 2007; Dias & Monteiro, 2020) and less dependent on contracts with
third parties, fortuitous sports conditions and investment in structure in the composition
of the club's equity (Cardoso & Silveira, 2013; 2014; Biscaia et al, 2016). Thus, the fans

segmentation between members and holders of passports or season pass and non-
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members allows to reinforce the effects of interaction and introjection of control that are
more evident in members as individuals who have their roles as clubs’ shareholders
reinforced, which legitimizes power and urgency relationships present among the
fans identified with the club (Biscaia et al, 2013). Thiscan provide insights for the
composition of plans and promotional actions in this regard: For instance, season ticket
holders and associates with exclusive seats can usually plan their stadium habit more
rationally, including the decision not to go to the game (Sampaio et al, 2015; Schreyer

etal, 2017).

Before testing the previous hypotheses, we present one more source of variation
for the ticket demand that is quite explored and equally relevant for fans and
management in sports marketing, which is the ticket price, together with the factors that

influence both price and demand.
2.4.2 Ticket Pricing and Subjacent Factors

Price is an economic expression essential to the science of marketing,
concentrating a good part of the explanatory structure of demand, so much so that
several studies are dedicated to the reverse path: The determination of the pricethrough
the demand forecast, with consequences in several sectors of the management of sports

association (Forti & Lima, 2018; 2020).

As with other previous factors, price is also the subject of disagreement between
the findings in the literature on sports marketing management: In some cases it can keep
an inverse relationship with demand, allowing to classify the tickets as normal or inferior
goods, depending on factors such as income and unemployment that explain the
sensitivity to price increases through the search for their elasticities (Dobson &
Goddard, 1995; Garcia & Rodriguez, 2001; Forrest et al, 2002; Borland & MacDonald,
2003; Madalozzo & Villar, 2009; Martins & Crd, 2018; Benevides et al, 2017).
However, some authors characterize the price increase as recurrent in games of greater
appeal to the public, in which price may be closer to inelasticity on demand, depending
on the case studied (Simmons, 1996; Biscaia et al, 2013; Forti & Lima, 2020). This
occurs, in the view of Fleury et al (2014a), since the consumer's purchase decision puts
the price in perspective with a series of other factors, such as the match attractiveness,

transportation costs, alternative entertainment options and the game probabilities.
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Nevertheless, it is expected that less elastic behavior will prevail for prices in
general, with specific cases of fans’ sensitivity to this variable being observed. From

an economic perspective, we will test the following hypothesis:

Ha— Ticket Prices are inelastic about the influence of price on football ticket

demand.

As we mentioned earlier, the same attributes that positively influence demand
can also be associated with price increases, which explains the inelasticity postulated in
Hs4. Some attributes that have this double influence will be postulated, that is, factors
that will be part of the demand model but that also need to be contextualized in
relation to price. Among them the rivalry between clubs, the weekday of the match, the
imbalance between the clubs and the recent trend of home club performance. Although
hypotheses are posited regarding the latter factor, the influence of these variables will

be discussed according to the context studied.

Contending clubs’ imbalance

The literature points to the importance of the balance of forces between the
contesting clubs in a football match for the composition of fans’ expectations about
the result of this match, and thus of the intention to purchase tickets and go to the
stadium. There are studies that have the perspective of the game as a spectacle, where
the smaller the disparity of forces between the teams (host and visitor), the better the
quality of the game and thus its demand must be (Souza, 2004), which is possibly
associated to the growth in outcome uncertainty. However, there are others who
emphasize the preference of the local fans for receiving minor clubs, as this reinforces
the estimates of positive results for the home team (Buraimo & Simmons, 2008).
Additionally, this unbalanced matches when the home team is considerably stronger
may be the object of price discounts, depending also on the home team recent
performance. Still, a stratified analysis of the clubs in relation to the prices they practice
will also be conducted. Some strength indicators for clubs will be considered, such as

the National Club Ranking (Madalozzo & Villar, 2009; CBF, 2018, 2019b).

Rivalry

One of the mirrors for the verification and reinforcement of a collective identity

is the diametrically opposed groups, of which the fans of rival clubs are striking
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examples (Wann & Branscombe, 1991). These clashes may involve historical,
socioeconomic, political, religious, cultural or just regional components of opposition
between fans and are popularly known as classicos (or derbies), mimicking these

different types of conflict in the field (Hewer et al, 2015).

Thus, derby games tend to attract greater public interest, which is corroborated
by several findings in related studies (Souza, 2004; Forrest & Simmons, 2006; Buraimo
et al; Madalozzo & Villar, 2009). Although it is a common label, the definition of what
will enter the derby variable depends on the subjective judgment of those who impose
it, according to the context portrayed in the sample. In the case of this study, which
represents Brazilian top-level football, we must consider the attribution of value to the
game due to this atmosphere created by rivalry on the fans and also on the management
under the form of larger audiences and higher prices, although there are some notable
challenges such as violence and criminality (Betti, 1997; Ludwig et al, 2001) that can
be caused by the tension in this type of conflict (Biscaia et al, 2013; Marie, 2016; Ge et
al, 2020). This can lead to unfortunateconsequences like banning visiting fans at
stadiums in games, as we see in several states in Brazil, such as traditional football
centers like Sao Paulo, Rio de Janeiro and Minas Gerais (Gasparetto et al, 2019), which

emerge as an example of threats to be addressed in research and practice.
Weekday

Depending on the day on which the match is scheduled, there may be differences
in relation to the public's interest according to their working hours or the urbanmobility
conditions they face. Based on these factors, some authors have pointed out that games
held on weekends are of greater interest to consumers (Brunoro, 1997; Szymanski,
Garcia & Rodriguez, 2001; Souza, 2004; Forrest & Simmons, 2006;Madalozzo &
Villar, 2009; Buraimo et al, 2018), which also applies to the case of holidays (Buraimo
et al, 2009).

Recent Performance

According to Fleury et al (2016), recent performance is important because it
appears as an input on which the fans project the chances of victory and defeat of their

club during the decision process of whether to go to the stadium. The authors point on
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this a mechanism used to avoid the psychological pain of defeat and seek the pleasure
associated with triumphs, thus standing as determinant for the intention of fans to to be
present and consume the club products (Madalozzo & Villar, 2009; Martins & Cro,
2018; Benevides et al, 2017; Buraimo et al, 2018; Gasparetto et al, 2019).

Thus, it is also assumed in this work that the better the sporting performance of
the club that hosts a match in relation to the recent games played in the championship,
the greater the public's intention to consume tickets and attend the games. More

formally:

Hs— A club's recent performance directly influences the tickets demand, so
that the better (vs. worse) the club's recent performance, the greater the occupancy

of its stadium in home games.

It is necessary to emphasize the importance of recent performance in contrast to
the expectations formed by the fan for the sequence of the championship. In some cases,
fans can develop supportive behavior in order to reverse a negative sequence, inwhich
cases there may be possible positive impacts on the tickets demand from a series of

poor results.

In this sense, there is also a considerable possibility that these bad results will be
faced by the club management with the change of command: The study by Galdino et
al (2020) shows that this is a recurring phenomenon in the Brazilian case, where the
jargon that “the coach who loses three is out”. After investigating the last five matches
(strategy followed in this study), the authors conclude that each point lost in the last four
matches increased the probability of the coach's dismissal. We will seek a further
characterization of this effect, testing in parallel to the occupation model the following

hypothesis:

Hsa - The club’s recent performance directly influences the change of coach,
so that the clubs with weaker (vs. stronger) performance are more (vs. less) likely

to prompt a managerial change.

Having exposed the theoretical assumptions of the model and the underlying
factors to be investigated in this project, a global outline of the model, containing all the

variables and hypotheses constructed here, is shown on Figure 2, below:
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Figure 2 — Research Model

With that framework in mind, the methodological and empirical strategies for
operationalizing and investigating such factors will be presented in the next chapter, so

that the results can then be further discussed.

1. 3. METHODOLOGY

To address the events represented in the research theoretical model, a relatively
simple methodology, widely used inrelated studies, was also adopted by this research:
A General Linear Model, under the Ordinary Least Squares method (Gujarati, 2006;
Wooldridge, 2008). This proposal aims to allow a linear exposure of effects that,
although potentially non-linear innature, can thus be clearly identified and described in
the form of a direct impact on ticket sales. From the estimated coefficients, we can check
the theoretical constructs addressed but also deduce a series of notes and proposals that
are relevant to the practice of sports management and consumption planning and, in
general, to the study of organizational management based on motivation around

collective goals.

This proposal allows to analyze simultaneously not only the highlighted effect,
but also the complementary explanations, in the sense of building a generalizable model.

With that, we present the description of the adopted variables in view of the
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operationalization of the theoretical constructs previously presented, as seen on Table

1 below:

Table 1 — Description of Variables

31

Label Description Type
Log(OCUP) Stadium occupancy rate logarithm Continuous
UCSh Host team UCS indicator Continuous
PROJ Novelty factor in relation to head coach tenure (yes=1) Dummy
UCSh * PROJ Interaction term Continuous
UCSa Visiting team UCS indicator Continuous

Logarithm of the home team average occupancy rate in Continuous
Log(HABIT) .

the previous season

Home team recently promoted from lower division (yes = Dummy
PROM

1)
PROM* Interaction term Continuous
Log(HABIT)

Logarithm of the ratio between the associated public Continuous
Log(REL) '

present at the match and the total public.
Log(REL)* Interaction term Continuous
Log(HABIT)

Logarithm of the weighted average ticket price of the Continuous
Log(PRICE)

match

Logarithm of the weighted average of the home club Continuous

positions in the last 5 editions of the National Club
Log(RANK) ) -

Ranking, subtracted from the average of the positions

among all clubs.
DERBY Occurrence of rivalry between contesting teams (yes = 1) Dummy

Match occurrence in periods outside the traditional Dummy
WEEKEND . . .

working hours, like weekends and holidays (yes=1)

Ratio between points won and points disputed by the Continuous
PERFORMANCE

home team in the five games preceding the match

Source: Elaborated by the authors



Based on these chosen variables, a general demand function was estimated at first,
focusing on how it reacts to the projections of trends and goals for the club, and the
interaction that verifies the proposed theoretical relationship highlighted in this scenario.
As this is a potentially dynamic aspect and the behavior of the fans inrelation to
this event is associated with a series of intelligible factors to the fans, it willbe analyzed
a posteriori in a series of relevant scenarios. According to the mapping of how this
social collective in the bleachers, the fans, changes his perspective according to their
sport performance evaluation, with greater relevance for management responsible for

project this demand in strategies like ticket selling or relationship program design .

In order to test the hypotheses and theoretical relationships proposed, an archival
research was conducted based on secondary data provided by sports competition
organizers. Democratic and broad access to this type of data through the official
websites of these entities is, in the view of Dai (2018), one of the main aspects that
highlights sports as a laboratory for these theoretical-empirical testing that depend on
large volumes of data to be verified in a broader context. In the case of Brazilian football,
the responsibility for organizing the national is in the charge of Brazilian Football
Confederation — CBF, which publishes reports such as the financial bulletins of the
matches (“borderds”), hereby treated as the main source of this research. An example

of this type of document is shown in Annex A.

In this study, the natural logarithm of the paying total public, operated according
to its proportion in relation to the total capacity of the stadium where the game was
played, i.e., the occupancy rate (OCUP) of a total of N = 1503 games played during two
seasons, 2018 and 2019, of the two top divisions among Brazilian Football clubs, serves
as a dependent variable in our empirical modelling. Each model will be divided between
the main model, which tests the Fresh Start role in the theoretical framework, and as
covariates and other factors according to the literature covered, which remainsat the

control section.

3.1. Main Model (Fresh Start)

To measure the outcome uncertainty oof the championship (UCS), which offers this
study a dynamic view of the moments of dispute for each club, the index developed by
Janssens and Késenne (1987) and explored by Pawlowski and Nalbantis (2015) was

used. This indicator is positive when the difference between the points needed to win
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the title in the seasons considered (ccs) and the number of points already won by a team
at the time it is playing a given match (p) is less than the difference between the
maximum number of points that a club can earn in the championship (m) and the
maximum number of points that a club could have earned until the day of that same
match (3t). Likewise, it is increasing as the uncertainty ofthe result for the championship
dispute increases and assumes a null value when the chances of a team in this context
is reduced to zero. As we tried to observe the reflexof the change of coach in the crowd
that receives the game, it was adopted at this pointthe uncertainty related to the

championship dispute by the home team (UCSh).

To isolate the effect of changing coaches in the renewal of consumer expectations
within the Fresh Start Effect, the most important predictor was observed within the
theoretical-empirical technical proposal of this research: The event of novelty in charge
of the project. In this sense, matches were considered in which the home time has this
characteristic in which the manager or head coach, whoever he or she is, is less than
thirty days in that position. Under these conditions, the binary variable that
operationalizes this effect (PROJ) assumes a value of 1, while it becomes null when the
same event does not occur, that is, when the coach has been in his or herposition for

more than a month, which, according to our empirical strategy, dispels that effect.

In addition to the main effects of these last two variables, which characterize the
spectacle offered, the interaction between both was adopted (UCS * PROJ). This term
is the product of a continuous and a dummy variable, respectively, therefore it can

assume two different levels:

e Null, when one of the original variables is null (i.e., when the UCSh
indicator is null or the Managerial Turnover event did not occur in the 30

days before the match)

e Positive, when both of the original variables are not null (i.e., the positive

value of UCSh when the Managerial Turnover is observed).

This interaction is proposed in order to assess the moderating impacts of the
proposed effect for the coach exchange as a renewal for ticket demand when the
outcome uncertainty in relation to the championship dispute reaches zero, that is, when
there is the definition that the title goal for a club has become practically unattainable.

In this case, the Fresh Start Effect caused by the change in technical command is
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approached as a potential factor to put the fan in anew cycle of dispute, in which this
initial goal is abandoned, and a totally new project begins, which may have other goals

in view, as will be further discussed.

The other uncertainty measure is the outcome uncertaintyin relation to the
championship dispute for the visiting team (UCSa), adopted in order to measure the
public's sensitivity to the quality of the opposing team, following the same calculation

methodology described for the home team in section 3.1.

3.2 Controls (Covariates)

3.2.1 Habit Persistence

Apart from the previously described effect, some relevant factors were measured,
which are thus influential in the stadium occupation through theconsumption of
tickets. Two of them were highlighted from the study by Pawlowski and Nalbantis
(2015): the natural logarithm of the average occupancy rate of the host club in the
previous season (HABIT), adopted to highlight the core of fans that are not very
sensitive to variations in the quality of the team and the game (Forrest & Simmons,
2006), in addition to a dummy variable that denotes if the home club was promoted from
division in the previous season (PROM), which can cause an effect of temporary novelty
among the public since the sample consists of games from two different divisions.
Following the authors’ proposal, the interaction between these two factors (PROM *
HABIT) was also investigated in order to verify whether the habitualcharacter of the
public of the newly promoted teams is smaller in relation to the teams playing
consecutive seasons in the same division, which would corroborate these previous

findings.

Additionally, a relational variable was also adopted: The natural logarithm of the
representativeness of fans engaged in relationship programs with the host club, such as
the association programs, passport and season pass, in relation to the total public (REL).
As these are examples of initiatives that aim at the fans’ loyalty and, consequently,
increases predictability about the public in the stadiums, we sought to verify whether
such programs have an impact on the composition of a habit for these associated and
loyal fans. For this purpose, the term of interaction between the variables REL and
HABIT was also incorporated, in order to investigate how the habitual character of the

crowd is related to the club membership composition.
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3.2.2 Price Model

The last agenda addressed in the explanation of demand is based on a factor largely
explored in previous studies in its substantial influence on demand: the natural logarithm
of the weighted average ticket price (PRICE), which provides indications about the
attractiveness of the match by calculating its elasticity. It is common in studies aimed at
analyzing the sports spectacle that the price effect on demand for tickets is inelastic,
which is due to the relationship between prices and several value attributes of a match

(Forti & Lima, 2018; 2020).

Thus, some of these attributes that help compose the characterization of the
sporting dispute offered to the consumer were also incorporated, in order to be used to
explain price and demand: One dummy variable for the existence of rivalry between the
contesting teams (DERBY)) and another for the match realization in the period between
6 pm on a Friday or a day before a holiday and the same time on a Sunday or holiday,
that is, the periods off in relation to the traditional labour period (WEEKEND), in
addition to a variable to describe the club strength imbalance: One is the position of the
principal club in the National Club Ranking (CBF, 2018; 2019b), which cf. Gasparetto
et al (2019) allows the clubs tobe ordered in relation to the levels they occupy on the
national sport shelf, operationalized as the natural logarithm of the weighted average of
the home club in the last five annual rankings discounted from the average value for that
variable acrossall clubs (RANK), which is done in order to assign greater value to the

clubs best positioned in the ranking as a mere scale effect.

In addition to these factors, a team performance indicator was also adopted, which
has been pointed out as a crucial factor in fans’ appreciation about the quality ofthe
game according to the trends of the clubs in dispute. Thus, it has been incorporatedto
this study as the performance of the home club in relation to the points played in thefive
matches valid for the current championship that preceded the match under consideration
(PERFOMANCE)), following the criterion that Galdino et al (2020) defined as impactful
for the sequence of the technical project and that here it is expected to havea direct
influence on ticket sales, as well as on the occupation of the stadium and on the pricing

strategy.

With this, it is possible to design the stadium occupation function as an indicator
of ticket demand due to the highlighted effect and the attributes selected as covariates,

represented in the following equation, while the complete description and typology of
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the variables as well as their descriptive statistics are found in Tables 1 and 2,

respectively.

log (OCUP) =
BLUCSy + B2PROJ + B3(UCS * PROJ) + BaUCSa + Bslog(HABIT) + BsPROM
+ B7(log (HABIT) * PROM) + Bslog(REL) + B9(log(REL) * log(HABIT)) + S10
log(PRICE) + B1110g(RANK) + B12DERBY + B13FOLGA + f14PERFORMANCE
+ €

Table 2 — Descriptive Statistics

Mean SD Min Max
Log(OCUP) -1.444 0.904 -4.844 -0.037
UCSh 1.260 3.240 0 100
PROJ 0.214 0.410 0 1
UCSh * PROJ 0.147 0.496 0 3.57
UCSa 1.295 3912 0 100
Log(HABIT) -1.309 0.609 -3.218 -0.287
PROM 0.200 0.400 0 1
PROM* -0.274 0.602 -2.530 0
Log(HABIT)
Log(REL) -1.105 1.246 -5.587 -0.004
Log(REL)* Log(HABIT) 1.826 3.288 0.010 17.99
Log(PRICE) 2.891 0.550 1.319 4.559
Log(RANK) 4.053 0.592 -5.587 4.477
DERBY 0.058 0.233 0 1
WEEKEND 0.601 0.489 0 1
PERFORMANCE 0.434 0.217 0 100

Source: Elaborated by the authors

From Table 2, we highlight that the mean value of the dummy variables of the
model (PROJ, PROM, DERBY and WEEKEND) can be interpreted as the frequency
for the unitary event registered on these variables. For instance, the games in which the
Managerial Turnover event as codified in this analysis (the coach replacement in the 30
days before the match) is verified correspond to 21,4% of the data sample of this
research.

According to the hypotheses for the main model, the expectations for the B1 signal
were that it would be positive, since the championship is linked to the probability of
a team winning the event, which is taken as appreciated by the sportsfan (H1). The
novelty in relation to the technical project represented by the manager, since it is a
break in the linear evolution of the team, marks the inauguration of a new milestone in
the club's performance record, which would have a hypothetical negative effect on the
public in its main effect denoted by (32 since it is unlinked from projections and goals.

In regard to B3, this is the main expression observed by this research since it denotes



the inversion of the preference for uncertainty due to the action of the Fresh Start Effect
caused by the change in the head coach command, that is, the negative effect of the
certainty that a team is out of the competition for the championship is converted into
an attraction factor for the public towards a new beginning in the performance trend,
thus seeking new goals with a greater degree of engagement of the fans. Therefore, it

was expected that this coefficient would be negative (H2).

Regarding the complementary model that investigates the influence of habit
persistence on ticket demand and the moderating effects of association and promotion,
it will be analyzed from the coefficients Bs, Ps, B7, Ps and Po, in addition to the
comparison of means as an illustration. Specifically, the Bs coefficient deals with
Hypothesis Hs, dedicated to the main effect of habituality on the occupation of the
stadium as an expression of ticket demand, which we postulate to be positive. The
moderation of the division promotion (Hypothesis H3a) can be verified from the
coefficients Be and B7, which respectively indicate the main effect of division promotion
(which we expect positive) and its interaction with habituality (which inturn is
expected to have a negative coefficient). The moderation of association (Hypothesis
Hsp) has its investigation centered on the analysis of Bs and Po, which translate
respectively the main effect and its interaction with habituality, both expectedto be

positive.

As for the explanation that includes the ticket price and the factors that are
shown to be influential in the composition of both pricing and demand for tickets, this
is an important logic to be explored by this study, since it was proposed that the price
influence on ticket demanding is inelastic, which implies to say economically that we
expect a price elasticity of demand delimited between 0 and 1. This was presented in
hypothesis Hs4 and will be evaluated through the interpretation of the B9 coefficient,
checking if it is within this range. In addition, the last five coefficients (B1o, B11, P12, P13,
B14) are dedicated to some of these factors that can be placed in the orbit of influence of
this price predictor: Club ranking, opponent uncertainty, regional rivalry, games on
weekends and holidays and the recent performance of the home club. Although we
projected the construction of a separate model that explains the relationship of these
variables with the price, two hypotheses were postulated only for the last construct, the

performance: The main one, Hs, verifying its positive relationship with the public, and
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the secondary hypothesis Hsa which investigates its influence within coach exchange.
To test this last hypothesis, we compared the average performance between the clubs
in the matches following the managerialturnover, in contrast to those who did not
make the change and remained with thesame professional in the technical direction

for at least 30 days before the match realization.

Having described the variables that make up the proposed model theoretically and
methodologically, the following section presents an overview of the results achieved by
the study, including testing the hypotheses presented in the theoretical section and some
specific characterizations according to different contexts. Discussions and contributions
offered from these findings and projected on the future of this research agenda will be

then presented.

1. 4. Results

Table 3 provides an overview of the results obtained in this study. In addition to
estimating the coefficients, it also presents standard errors as well as the level of
significance for each one. The adjusted R? for this model is 0.545, which means that it
explains 54.5% of the variations in the stadium occupancy rate. It is followed by the
interpretation of these coefficients shown in Table 4, which is based on the log-linear
transformation of the coefficients that require it (Wooldridge, 2008). In the following
sections, the results regarding the estimation of the coefficients of the different

explanatory variables will be described in detail according to each scenario.
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Table 3 — General Demand Model Results

Estimate Std. Error t-value Sig.

Main Model
UCSh 0.032 0.005 1.747 0.081%*
PROJ 0.027 0.049 1.192 0.234
UCSh*PROJ -0.057 0.039 -2.608 0.009%**
UCSa 0.040 0.004 2.258 0.024**
Complementary Models (Controls)

Habit Persistence Model
LogHABIT 0.495 0.050 14.593 0.000%**
PROM 0.084 0.112 1.693 0.091*
PROM*LogHABIT -0.067 0.074 -1.377 0.169
LogREL 0.172 0.037 3.406 0.00 1 ***
LogREL*LogHABIT 0.269 0.017 4.460 0.000%**

Price Model
LogPRICE 0.115 0.036 5.253 0.000%**
LogRANK 0.074 0.033 3.427 0.007 ***
DERBY 0.072 0.069 3.959 0.000%**
WEEKEND 0.038 0.033 2.117 0.034**
PERFORMANCE 0.180 0.001 9.407 0.000%**

Significance codes: ***p<0.01. **p=<0.05. *p=<0.1

n = 1502 (18 excluded observations due to data reliability problems)

R?= 0.55; adjusted R? = 0.545

Source: Elaborated by authors
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Table 4 — General Demand Model Significant Coefficient Interpretation

Continuous level variable

Percentage variation of the stadium
occupancy rate for each unit increase
in the target variable

Championship Outcome Uncertainty (Home Club)
Championship Outcome Uncertainty (Away Club)
UCSh * Managerial Turnover

Recent Performance

3.25%
4.08%
-5.54%
19.72%

Continuous logarithmic variable

Percentage variation of the stadium
occupancy rate for each 1% increase in
the target variable

Habit Persistence

Association

Habit Persistence * Association
Ticket Weighted Average Price
Ranking (Home Club)

0.495%
0.172%
0.169%
0.115%
0.074%

Continuous binary variable

Percentage variation of the stadium
occupancy rate caused by the unitary

event
Division Promotion 8.76%
Derby 7.46%
Weekend / Holidays 3.87%

Source: Elaborated by authors

4.1 Hypotheses and Complementary Explanations Verification

The first observation of this results section is the estimation of the coefficients

related to the main effects of the Fresh Start Effect main model. The positive value in Bi

indicates that the main effect of home team championship uncertainty (UCSh)

confirms the expectations contained in Hj, with each unit increase in this indicator

causing a growth of 3.2% in the occupancy rate the stadium. However, a more careful

analysis would recommend refuting this hypothesis in general, since the estimate of its

uncertainty effect coefficient on the occupancy rate is only marginally significant. These

results corroborate those of Coates et al (2014), who argue that uncertainty alone does

not present a conclusive result on the demand for sport, lacking contextualization in

relation to other important factors, which indicates a behavior consistent with the general

theory that involves this construct (Forrest & Simmons, 2002; Pawlowski, 2013;

Pawlowski et al, 2017; Martins & Cro, 2018).



Turning to the head coach turnover (PROJ), we have that the coefficient of its
main effect was not significant at levels below 10%, which indicates that this is an event
that does not have a clear effect on the public if unrelated to characterizations. This is
not different from what we expected based on the theoretical framework, sothat the
need to contextualize the coach change event is endorsed by the evidence found with
respect to the interaction term between the above variables: The coefficientfor the term
UCSh * PROJ showed a negative valence, which indicates that the coach change event
it has a greater positive impact on the occupation of the stadium the lower the
uncertainty regarding the definition of the championship, which confirms the
expectations contained in H». In this exchange scenario, each unit increase in the
uncertainty of the championship result caused a 5.2% decrease in the stadium's
occupancy rate. This implies that managerial turnovers when there is uncertainty in
relation to the title-winning goal caused a decrease in ticket demand, while this same
negative variation does not occur in the moment of zero uncertainty, which marks the
impossibility of that goal. When this certainty is reached, the change of coach behaves
in the same way as its continuity around an open goal, that is, a new goal can open in

the fan's horizon, depending on future results.

This implies that the choice of exchanging the head coach when there is
uncertainty in relation to the goal of winning the title caused a decrease in the public,
while this same negative variation does not occur in the moment of zero uncertainty,
which marks the impossibility of that goal. When this certainty is reached, the
consumers behave in the same way as its continuity around an open goal, that is, a new
goal can open in the fan's horizon, depending on future results. To better illustrate this
effect, we compared the average occupancy of the stadiums in relation to a two-factor
model (2x2): Uncertainty (positive x null) and managerial turnover (yes X no), shown

in Figure 3, below :
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Figure 3 — Average Occupancy Rate: Uncertainty x Manager Turnover

Source: Elaborated by authors

We can deduct from Figure 3 the effect measured by the UCS * PROJ coefficient,
that is, the decrease in the audience after the change of coach when the uncertainty of
the championship result is positive (M = 24.73; o*> = 0.2145) in comparison to its
continuity at that moment (M = 30.17; 6> = 0.2130). This negative effect, as theorized,
is associated with loss aversion (Kahneman et al, 1991; Coates et al, 2014; Kahneman,
2012; Pawlowski et al, 2017): As an investor who predicts the reversal of a trend, the
fan can observe in the change of coach a break in a sequence that has the chance to end
in title, and thus avoid the new project so as not to associate emotionally with such
potential loss. This effect must be observed by the management who intends to break
this sequence or even when it is unplanned, such as the voluntaryabandonment of the
head coach of his functions, in which case it is necessary to assessthe public's receptivity

to the new project and how it will be presented.

On the other hand, the sensitivity to changing coaches when the uncertainty is null, i.e.,
when there is no more chance of winning the title is considerably smaller. In the situation
where the coach is changed under zero uncertainty (M = 34.53; 6> = 0.2385). the average
occupation of the stadium is statistically very similar to that of clubs that did not make
the switch at that moment of certainty (M = 33.84; o = 0.2424). To clearly state the
verification of a Fresh Start Effect (Price et al, 2017; Dai, 2018) in the sample, it would
be necessary to observe a reverse effect in this case, that is, that the managerial turnover

would increase the demand in a situation of null uncertainty, although the suppression
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verified in relation to the effect estimated by the UCS * PROJ coefficient is already an
indication that the coach exchange event can “compensate” the negative effect of the

uncertainty nullity.

Analyzing the complementary explanations, starting with the habit persistence,
table 4 shows that the stadium occupancy rate in a match is 0.495% higher for every 1%
that the average occupancy rate in the previous season was higher. This confirms the
hypothesis in H3 that postulated this positive impact of the habit character of the crowd
in the intention of consuming tickets and re-occupying the stadium. This is a result that
corroborates the findings of several authors who helped formulate this construct in the
literature (Simmons, 1996; Buraimo, 2008; Buraimo & Simmons, 2008, 2009; Forrest
& Simmons, 2006; Pawlowski & Anders, 2012; Pawlowski &
Nalbantis, 2015; Martins & Crd, 2018).

As for the moderators, we follow the proposal of Pawlowski and Nalbantis (2015)
for the negative interaction between division promotion and the habit persistence of the
fan. However, the results lead us to refute Hypothesis H3,, since the coefficient of this
interaction was not significant. Persistently, we follow the model of comparison of
averages also for the habit character in two different scenarios for the Promotion:

Promoted vs. recurrent clubs (See Figure 4, below).

Occupancy Rate

Promoted Recurrent

B Habit W Ocup
Figure 4 - Average Occupancy Rate: Habit Persistence x Division Promotion

Source: Elaborated by authors
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Although the figure above shows a discrepancy between the occupancy rate of the
matches in relation to the average occupancy of previous season for the promoted clubs,
this difference was not large enough that we can say that these clubs haveshown
a momentary boost caused by the promotion in contrast to the persistence of fan habits
(Promoted: Mocup = 34.17%. MHabit = 29.21%; Continuous: Mocup = 32.45%; MHabit =
32.40%). As the sample considered in this research has only two seasons, which is
insufficient for a study of greater temporal depth, we shall seek in its contextsmoments
in which this relationship may be evident, in order to guide and encouragethe

continuation of this type of investigation.

For the influence of association on the habitual persistence and the occupancy rate
of the stadium, we have that the coefficient of the variable that measures the
representation of loyal fans (members of relationship programs) verifies the positive
relationship that this proportion has with the total occupation of the stadium. Inaddition
to a direct positive effect on the stadium occupancy rate prediction for a givenmatch,
which is 0.172% increase for each 1% increase in the proportion of members inthe
stadium, this representation interacts with the usual persistence in the same direction
and with almost the same intensity, increasing the occupation by 0.169% for every 1%
of persistent members. Thus, we confirm the Ha, hypothesis and to demonstrate it
graphically, we present a single-factor model segmented between the games where the
representation of members was majority (High-Rel; REL> 0.5)versus the games where
this same social representation was a minority (Low-Rel ;REL

<0.5). according to Figure 5:
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W Habit ¥ Ocup

Figure 5 - Average Occupancy Rate: Habit Persistence x Association

Source: Elaborated by the authors

It can be observed from the segregation between two levels of representation
that the games where the members were minority have an occupancy rate above the
habit persistence of the club, while the reverse occurs for the games on which the
majority of the fans were made up of members (Low: Mocup = 30.56%. MHavit=27.61%;
High: Mocup = 35.12%. Muabit= 36.12%). Despite this difference, the contrast highlights
the habitual character that successful club fan relationship programs can provide, which
allows managers to better predict the demand for tickets (Fleury et al, 2014) and fans to
plan this habit more rationally and choose the games they watch earlier, including the

option not to go to the game (Sampaio et al, 2015; Schreyer et al, 2017).

Turning the look to the price model, one can see that the coefficient of the general
effect of the price on demand is 0.115, which means that each 1% increase in the price
indicates an increase of 0.115% in the demand predicted by the model adopted. With
this, we can confirm hypothesis Hs that the ticket prices present an inelastic in relation
to demand in the sample context, since this influence has a value between 0 and 1. This
behavior is consistent with the literature, once that the factors responsible for the price
increase are also attractive attributes to the generalpublic. As a curiosity, we investigated

this through a parallel model for pricing, which can be found in Annex B.
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Still, we tested a last hypothesis (Hsa) to evaluate the propositions of Galdino et al
(2020) about the influence of recent performance in the decision to dismiss the head
coach and start a new technical project. Therefore, we performed a comparison of
averages for performance in the two scenarios: after change vs continuity of the coach,

as shown in Figure 6, below:

Recent Performance

Manager Turnover No Yes
Figure 6 - Recent Performance: Managerial Turnover

Source: Elaborated by the authors

As can be seen, there is a clear relation between recent performance and manager
turnover: The clubs that played matches after the change of coach were in a worse
performance condition than the clubs that verified the continuity of their professionals,
corroborating the findings of Galdino et al (2020) and reinforcing the role of changing
coaches as a recurring action to reverse this type of negative trend.

Having tested the hypothesis of this research, we presented a tableau that
synthetize the test results, which can be found on Table 5. Some recommendations in

view of these results will be discussed on the last chapter.
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Table 5 — Hypothesis verification summary

Hypothesis Test Result
H;i: Uncertainty (+) — Ticket Demand (+) Refuted
Ha. Managerial Turnover (1): Uncertainty (-) — Ticket Demand (+) Verified
Hs. Habit Persistence (+) — Ticket Demand (+) Verified

H3a: Division Promotion (1): Habit Persistence (+) — Ticket Demand (-) Refuted

H3p: Association (+): Habit Persistence (+) — Ticket Demand (+) Verified
Hy: Ticket Price (+) — Ticket Demand (+) Verified
Hs: Recent Performance (+) — Ticket Demand (+) Verified
Hsa: Recent Performance (-) — Managerial Turnover (1) Verified

Significance Level adopted: p-value < 0.05
Source: Elaborated by the authors.

Taking this general-level results, it is possible to make some categorizations in
contrast to the general effect, in order to highlight the specificities of the causal relations
described on the fan's consumption behavior. Taking the behavior of the chosen
indicators on the general public as a reference, the effects will be characterized in

relation to championship division, year, period of dispute and association level.
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4.2 Results Categorization
4.2.1 Championship Division

Table 4 shows the distinction between the estimated coefficients for the sample
segmentation in First Division (Série A) and Second Division (Série B) of the Brazilian

National Men Football Championship, compared to the same coefficients recorded for

the general model.

Table 5 — Championship Division-Segmented Demand Models

General 1% Division 2" Division
(Sig.) (Sig.) (Sig.)
Main Model
0.032 0.026 0.088
UCSh (0.081%) (0.422) (0.003 %)
0.027 0.033 0.044
PROJ (0.234) (0.373) (0.239)
-0.057 -0.012 -0.077
k
UCSh*PROJ (0.009%*%) (0.738) (0.034%%)
UCSa 0.040 0.079 0.049
(0.024%**) (0.012%%*) (0.073%)
Complementary Models (Controls)
Habit Persistence Model
0.495 0.494 0.146
LogHABIT (0.000%**) (0.000%*%) (0.014%%)
0.084 -0.344 0.613
PROM (0.091%) (0.002%++) (0.000%++)
-0.067 -0.397 0.459
*
0.172 -0.099 0.527
LogREL (0.001%*%) (0.226) (0.000%*%)
0.269 -0.124 0.798
LogREL*LogHABIT (0.000%%) (0.245) (0.000%%)
Price Model
0.115 0.091 0.154
LogPRICE (0.000%*%) (0.017%%) (0.000%**)
0.074 -0.119 0.098
LogRANK (0.001%%%) (0.007%*%) (0.013*%)
Ucs 0.040 0.079 0.049
a (0.024%*%) (0.012%%*) (0.073%)
0.072 0.084 0.088
DERBY (0.000%%) (0.0087%7) (0.001%%)
0.038 0.079 0.019
WEEKEND (0.34%%) (0.012%%) (0.480)
0.180 0.232 0.246
PERFORMANCE (0.000%%%) (0.000%*%) (0.000%%%)
Significance codes: ***p<0.01 **p<0.05 *p<0.1
n 1502 750 752
PROJ 21.3% 20.1% 22.6%
R* 0.550 0.317 0.484

Source: Elaborated by the authors



Analyzing the results, we have that the Fresh Start Effect in relation to the change
of coach, i.e., the inversion on relation between uncertainty and ticket demand through
the managerial turnover occurred predominantly in the Second Division games, a much
more balanced championship compared to its top division and where the direct effect of
uncertainty on demand is considerably greater. There are many dissimilarities about
divisions over the head coach changing logics: Eventually, a head coach in Serie B may
aim to be hired by a Serie 4 club, marking an example of difference between these two

competitions.
Besides, we highlight:

1) The significance of the interaction coefficient between Promotion and Habit
in opposite directions: Negative for First Division and positive for Second

Division, an intuitive effect.

i) The greater effectiveness of the association effect on Second Division
matches.
iii) The supremacy of the highest ranked clubs in Second Division in contrast

to First Division.
4.2.2 Season

The temporal segmentation presented below divides the sample between the
seasons it considered (2018 and 2019), compared to the general behavior of the

estimators for the same model, as can be seen on Table 6:

49



Table 6 — Season-Segmented Demand Models
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General Season 1 - 2018 Season 2 - 2019
(Sig.) (Sig.) (Sig.)
Main Model
0.032 0.042 0.033
UCSh (0.081%) (0.116) (0.185)
0.027 0.009 0.028
PROJ (0.234) (0.803) (0.343)
-0.057 -0.025 -0.070
k
UCSh*PROJ (0.009%%%*) (0.463) (0.013%*%*)
Ues 0.040 0.047 0.036
a (0.024%%) (0.063%) (0.149)
Complementary Models (Controls)
Habit Persistence Model
0.495 -0.569 0.467
LogHABIT (0.000%%%) (0.000%%%) (0.000%%%)
0.084 0.082 0.058
PROM (0.091%) (0.284) (0.384)
-0.067 -0.128 -0.024
PROM*LogHABIT (0.169) (0.095%) (0.713)
0.172 0.126 0.225
LogREL (0.001%%%) (0.122) (0.000%*%)
0.269 0.170 0.333
LogREL*LogHABIT (0.000%*%) (0.083%) (0.000%**)
Price Model
0.115 0.065 0.160
LogPRICE (0000***) (0037**) (0000***)
0.074 0.104 0.024
LogRANK (0.001%%%) (0.000%%*) (0.456)
0.072 0.066 0.077
DERBY (0.000%%%) (0.010%%) (0.002%%%)
0.038 0.070 0.023
0.180 0.176 0.187
Significance codes: ***p<0.01 **p<0.05 *p<0.1
n 1502 747 755
PROJ 21.3% 20.7% 21.9%
R? 0.550 0.556 0.565

Source: Elaborated by the authors



According to the results above, there is a discontinuity in relation to the Fresh
Start Effect portrayed by the interaction between uncertainty about the championship

dispute and the head coach change, which is significant only in season 2 (2019).
As for complementary explanations, the following notes are worth noting:

1) The home club ranking was a much more important factor in season 1, with
higher occupancy rates for the best positioned clubs. This direct effect does
not occur on the public in season 2.

1) There was no distinction from a statistical point of view between games
played in season 2 according to the day of the week.

1i1) The proportion of members of relationship programs in relation to the total

public and their habit persistence were significant only in season 2.

4.2.3 Period

To verify the possible fluctuations of the effects studied during the championship
dispute, it was divided into three equal parts (beginning, middle and end). The model

coefficients for each time frame are shown in Table 7, below:
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Table 7 — Period-Segmented Demand Models

General Beginning Middle End
(Sig.) (Sig.) (Sig.) (Sig.)
Main Model
UCSh 0.032 0.006 -0.021 0.055
(0.081%) (0.908) (0.531) (0.056)
PROJ 0.027 0.024 0.011 0.019
(0.234) (0.857) (0.800) (0.544)
UCSh*PROJ -0.057 -0.093 -0.055 -0.010
(0.009%*%*) (0.474) (0.207) (0.738)
UCSa 0.040 0.114 0.026 0.084
(0.024%%) (0.003%%*%*) (0.361) (0.004#*%)
Complementary Models (Controls)
Habit Persistence Model
PROM 0.084 0.083 0.080 0.115
(0.091%*) (0.446) (0.328) (0.130)
LogHABIT 0.495 0.539 0.505 0.452
(0.000%**) (0.000%*%*) (0.000***)  (0.000%**)
PROM*LogHABIT -0.067 -0.161 -0.103 0.010
(0.169) (0.141) (0.201) (0.888)
LogREL 0.172 0.026 -0.034 0.056
(0.001%*%*) (0.551) (0.239) (0.045%*)
LogREL*LogHABIT 0.269 -0.050 -0.112 -0.063
(0.000%**) (0.273) (0.001**%*) (0.062%)
Price Model
LogPRICE 0.115 0.006 0.069 0.023
(0.000%*%*) (0.868) (0.017%%) (0.410)
LogRANK 0.074 0.022 -0.360 -0.376
(0.007 %) (0.848) (0.000%**)  (0.000%*%*)
DERBY 0.072 0.199 0.109 0.090
(0.000%**%*) (0.000%*%*) (0.003***)  (0.009%*%*)
WEEKEND 0.038 0.144 0.224 0.169
(0.34%%) (0.0071%*%*) (0.000%**)  (0.000%*%*)
PERFORMANCE 0.180 0.104 -0.262 -0.260
(0.000%*%*) (0.276) (0.003*%*)  (0.002%*%*)
Significance codes: ***p<0.01 **p<0.05 *p=<0.1
n 1502 361 491 650
PROJ 21.3% 10.2% 25.4% 24.4%
R? 0.550 0.574 0.622 0.518

Source: Elaborated by the authors

As can be seen from the results above, the highlighted effect for the head coach turnover

in relation to the championship outcome uncertainty was not significant in any of the



presented periods, i.e., it can be considered constant throughout the championship
in relation to the temporal evolution of the dispute, with marginalsignificance for the
main effect of uncertainty only in the final third of the dispute. The complementary

explanations, however, showed some changes:

1) The effects of recent performance, home club ranking and association
representativeness in determining the occupation of the stadium on the day
of the game are not significant in the initial phase of the championship.

1) The games played on weekends or holidays stimulated ticket demand
significantly only in the middle of the championship.

111) In contrast to item i1, the middle of the championship was the only period
in which the positive effect of rivalry between the contesting clubs was not
significantly impacting on the public.

iv) The uncertainty associated with winning the title by the visiting club was

significant in the final part of the dispute, in which the champion is defined.

4.2.4 Association Level

Finally, a segmentation analysis is presented between the games which public is
composed mostly by members of relationship programs in the stadium (High Rel) and
the games where this representation was minority (Low Rel), following the distinction

made for the Hisg Hypothesis test.

As well as a characterization criterion, the association rate was also used as a
model variable. Due to that, it was necessary to make a small adjustment in the structure
of this removal as variables that involve the relationship, which explains the different

results of the previous models and is better illustrated by Table 7 below:
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Table 7 — Association-Segmented Demand Models
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General Low Rel High Rel
(Sig.) (Sig.) (Sig.)
Main Model
0.031 0.029 0.004
UCSh (0.092%) (0.014%%) (0.449)
0.028 0.015 0.014
PROJ (0.215) (0.847) (0.828)
i} -0.054 -0.141 -0.046
UCSh*PROJ (0.014%*) (0.026**) (0.367)
0.045 0.011 0.008
UCSa (0.013%%) (0.024%%) (0.586)
Complementary Models (Controls)
Habit Persistence Model
0.611 1.127 1.019
LogHABIT (0.000%%*) (0.000%%%) (0.000%%%)
0.042 -0.170 -0.167
PROM (0.388) (0.271) (0.381)
0.116 -0.279 -0.133
PROM*LogHABIT (0.015%%) (0.003%%) (0.396)
Price Model
0.090 0.021 0.011
LogPRICE (0.000%*%*) (0.666) (0.781)
0.065 -0.104 -0.109
LogRANK (0.003 %) (0.004%%%) (0.001 %)
0.076 0.379 0.225
DERBY (0.000%%) (0.000%7*) (0.027**)
0.036 0.051 0.034
WEEKEND (0.45%%) (0.329) (0.428)
0.183 0.007 0.006
PERFORMANCE (0.000%**) (0.000%) (0.000%%)
Significance codes: ***p<0.01 **p<0.05 *p=<0.1
n 1502 790 712
PROJ 21.3% 20.4% 27.01%
R? 0.543 0.867 0.865

Source: Elaborated by the authors



About the data indicated in this last table, will stand out:

1) The Fresh Start Effect in relation to the change of coach was much more
prominent in games with low membership, in contrast to the games with
greater representation of members.

i1) The interaction between habit and division promotion was significantly
influential only in the games of minor representativeness of members.

ii1) Both groups did not demonstrate significance for the price effect.

5 Discussion

5.1 General Discussion

The presented results fulfill the research objectives in order to demonstrate the
effect of the change of coach on the fans’ preference for uncertainty in relation to the
dispute as a dynamic attribute reflected in their ticket buying behavior and stadium
occupation. Specifically, the real consumption data covered hat made up the sample
denote a positive impact on ticket sales the greater the uncertainty, i.e., when the clubs
remain with chances within the pursuit of the title-winning goal in the championship
dispute. However, this behavior is reversed when there is a managerial turnover event,
moment that turns uncertainty to an aversive attribute to the public.

As for the complementary explanations, we show that the habitual persistence is a
characteristic to be stimulated in the fans by management since it favors the occupation
of the stadium, besides allowing a better predictability on the public and consequently
on the ticket revenues. We could also notice that association (represented by membership
programs) is a mechanism that enhances this characteristic, being a front tobe explored
by the clubs and entities that aim at the aforementioned objectives. Still, thepromotion of
division, although it did not show a significant general effect, showed tobe an influential
attribute against this habitual persistence for clubs that ascend from Second to First
Division, an event capable of provoking a ephemeral growth in the demand for tickets,
while the same promotion from Third to Second Division favored this same habit, since
there is a difference between competition formats in Brazil: Second Division, like the
First level, is disputed in straight points, which are a more regular format in comparison
with the play-offs that close the Third Level of National Football. Moreover, the

characteristic attributes of the matches proved to be influential
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on the motivation of the fans, in addition to being also linked to the price elasticity of

demand, which showed an inelastic pattern in the presented context.

5.2 Theoretical Implications

First, we show a model in which the influence of constructs already explored by
literature on its individual motivational effects is also seen in a dynamic social context,
the football consumption, which corroborates the logic of the Fresh Start Effect on
motivation on the pursuit of a goal according to the observation of individual performance
trends and the eventual “reset” in their assessment metrics (Dai, 2018). This observation
of the distance in relation to collective goals, represented in this case by championship
outcome uncertainty, has two main meanings: First, that teams that remain with chances
in the dispute and promote or experience a managerial turnover aremore likely to suffer
a drop in public interest, which is supported by the aversion to the risk of facing a trend
reversal and therefore a break in the club’s path to the achievementgoal and the loss of
this postulant status (Kahneman et al, 1991; Kahneman. 2012; Eckhardt & Bardhi, 2019).
Second, that clubs that see their chances in the championshipdispute reduced to zero often
find in the head coach dismissal an effective mechanism toattract the public again around
the definition of a new technical cycle to replace the old 'reset' goal, although this is
effectively demonstrated only in relation to short-term goals in the championship context.

To highlight these effects, we are based on the outcome uncertainty theory as a
central factor on ticket demand since it influences the expectation of obtaining positive or
negative results regarding the result of the match (Falter & Pérignon, 2000; Forrest &
Simmons, 2006; Pawlowski & Anders, 2012; Pawlowski, 2013; Pawlowski & Nalbantis,
2015; Fleury et al, 2016; Schreyer et al, 2018). We were able to contextualizethrough the
test of the initial hypothesis of this work hat the championship outcome uncertainty as a
component of club possibilities in contesting context has a positive impact on ticket sales,
although this is generally a marginal effect which depends on a specific characterization
to become more evident.

Beyond, other important constructs for the trajectory of management research in
sports marketing were verified in the Brazilian scenario, showing themselves influential
on the public in general. Through this analysis, we show that they can be worked in a

same context towards the composition of scientific modeling capable of improving
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public predictability, but it could also have been used to help determine the price.
As a result, we can provide insights into this managerial decision widely used in Brazil
as a mechanism for renewing hopes of victory and restoring a cycle through changing the

command of the technical project (Galdino et al. 2020), as seen in the following topic.

5.3 Practical Implications

Considering the impact of the managerial turnover and the renewal of fan
expectations through the resumption of these cycles, we had that there is a very specific
moment for that to happen, i.e., this is not a mechanism that should indiscriminately
restore fan confidence. Bearing in mind the 'scapegoat' ritual, which has the coach in
constant pressure in relation to his prestige in the position constantly determined by recent
results (Galdino et al, 2020), we can see that this is a double-edged sword (Dai, 2018): It
can provoke a Fresh Start in the fan's confidence or even threaten it in relation to the
sequence of results of the club.

We could see that this effect was seen more significantly in events where the loyal
fans, i.e., those who are engaged in membership programs, was a minority. Thus, we
deduce that the association as a mechanism to legitimize the fans' rights and duties and
their definition as shareholder emerges as an alternative to motivation through the rotation
of professionals in the head coach position, being preferable because it contributes to
revenue and audience predictability and thus contributes to the composition of a long-
term project, unlike the ephemeral commonplace of changing coaches.

In this sense, it becomes possible to deduce some critical aspects to sports
management and particularly in the portrayed Brazilian case. Through a comprehensive
and relatively simple econometric assessment, some well-known phenomena in the
football universe can be empirically evidenced by behavior data patterns, with
consequences for the fans that denote them and even for the professionals targeted by this

projected interaction between fans and management, in this case the head coaches.
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5.3.1 Practical Implications for Head Coaches

The football coach as a position designed to command the club's technical project
1s, as Holt (1995) points out, an object of desire for control and interaction by the fan in
relation to the club's performance trends, which this fan always seeks to maximize.
Therefore, it is quite common (and above all in the Brazilian case) that the coach is the
managerial turnover that is most easily carried out, remaining, as we earlier note, as the
scapegoat often demanded by fans and to club management, which currently adopt this
way out in order to divert the focus from their own performance. This has been criticized
by professionals around the world, like Pep Guardiola, Jiirgen Klopp and several Brazilian
coaches, a country where this mechanism is indiscriminately exploitedby managers
(Galdino et al. 2020).

One of the main challenges to the exercise of the head coach profession, as pointed
out by Galdino et al (2020), is insecurity in the perspective of these professionals' careers,
which may incur damage to the physical and mental health of these coaches (Castellani
& Scarcelli. 2020), which also can lead them to seek to insert high termination clauses,
creating institutional insecurity on their contractual, pacts for both parts. Moreover, this
type of mechanism ends up rewarding through the recognition of fans and specialized
media, professionals that can make a quick impact on the teams they work for, in order
to enhance the highlighted effect in the researchand be a turning point in the team's
short-term trajectory.

Hence, personal and relational capabilities, like dynamism, adaptability and ease of
reading the social environment and human material have been identified as increasingly
important to the human capital of these professionals, to make sense of their own
trajectories in different clubs, regions and countries and ephemeral projects with the
different groups of athletes that a coach can lead during the same season. Professionals
who have contact with the principles of psychology and organizational management have
thus been increasingly valued by the market, besides the use ofresults such as those
exposed by this research as subsidies to the decision to accept or decline a job or prioritize

specific competitions or strategies.
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5.3.2 Practical implications for club management

For managers who are responsible for organizational decision making in the clubs
and other football organizations, like presidents, directors and board members, it is
necessary to reflect on the rationale for the decision to restart a technical project. In
contrast with decision making through external pressure or psychological need to protect
the status acquired in the position, the sense of professionalizing management and
refining metrics for monitoring organizational performance emerges. As we
demonstrated in this work, this decision have nuances according to the moment that is
taken, which is currently ignored by club management (Galdino et al, 2020). This is
potentially harmful for club’s strategic planning, as we highlight the movement of football
fans increasingly interested in results in areas such as finance (Andrews & Harrington.
2016) and social responsibility (Breitbarth & Harris, 2008; Blumrodt et al, 2012; Inoue et
al, 2017) and ethics (Buraimo et al, 2016; Holzen & Meier, 2018; Constandt et al, 2020),
in the surveillance context. With this, amateur practices such as the lack of transparency
and personal decisions in the context of these clubs have been increasingly combated in
the professional environment of high-performance sports.

One of the measures to make the composition of a new technical cycle more precise
is the careful evaluation of the coach's profile, increasingly observed due to its recent
results, methodology of work and use of the scientific resources of the club but also in
function of the idolatry and mystique that they carry with the fans. Although, many
managers still tend to prefer this last professional profile in a more impulsive way, an
effect illustrated by the television series Maradona en Sinaloa, where the famous Don
Diego is hired by a club much more for his mystical and motivationaleffect than for
a technical knowledge of the function, which tends to generate notable short-term
motivational effects but shortened passages by clubs and national teams. Added to (or
even confronted) the marketing potential benefits (and threatens) for the club branding
and sporting performance in this sense, the latter usually showing an ephemeral gain of
confidence and ends up decreeing the moment of exchange, often out of the manager's
control. During the period shown in the sample, we had severalexamples of clubs that
interrupt projects aiming to reverse negative trends, not all of whom are successful in this
initiative and sometimes end up resorting to a second one, third or even fourth exchange

during the same championship.
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5.3.3 Practical Implications for Football Fans

For the fans, there is a reflection on the mechanisms for preserving their immediate
confidence and satisfaction in relation to their club, in contrast to the composition of
projects to be monitored in the long term. The managerial turnover mechanism, as seen
in this work, has very specific contexts, and its constant demandcan constitute an
assessment bias that can be harmful to the long-term stability of the clubs' sporting
project. Their predictions are an important source of interaction and involvement with
clubs that are antecedents of the purchase of articles related to these social entities.
However, they may focus excessively on some “closer” figures and less on entities that
indirectly condition the reality of clubs and championships, as the club managers and
politicians, sports journalists and chroniclers, arbitration commission, sponsors,
federations and confederations.

Galdino et al (2020) point out that this arbitrary and poorly based culture of social
relations with sports and technical management devalues the composition of the sports
product, allowing fans to be induced to requirements such as the coach dismissal
according to the temporary interests of agents such as directors, sponsors, counselors
and journalists, who often remain untouched by these changes. The extreme vigilance
exercised over the daily lives of clubs can thus be converted into a “Big Brother” or a
“Soap Opera” of Football, where the mass demands the departure of a specific character
when it causes dissatisfaction without knowing the backstage of this show. Although
this has a positive effect in certain situations, it is a mechanism capable of putting the
clubs' medium and long-term trajectory in check and, above all, the relationship they have
with their fans, which can be charged with negative emotions if it relies on thistype of
technical “recycling” narrative in an uncritical way.

Besides, association may play a crucial role in this sense: It stands as an alternative
to this narrative twist which follows the stadium frequency and involvement planning,
but also may be a thermometer for fans’ satisfaction when the decreasing of the

association rate is used, for instance, as a protest for teams’ poor results.

5.4 Limitations and Future Research

This research has some limitations and possibilities for a related agenda. Althoughit

focused on a very specific theoretical effect, this study has a series of complementary
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paths that have been deprecated, but that in the future could strengthen and complement
the analysis. Initially, we highlight the data chosen to select and analyze is secondary,
preventing it from deepening in motivational, affective, cognitive or social
characteristics that can only be verified by an experimental study with the fans, therefore
being only deduced or projected on the data. Aspects such as identity, rituals and symbols
are thus part of the research background, being able to complement it inthe future
through studies that reach them as a central objective. Moreover, they emerge as
possibilities such as contrasts to experimental results or even to ethnographic analysis

within the chosen context.

Additionally, a threaten that is common to studies that share this methodological
design is the difficulty in isolate the highlighted effect in face of the several other factors
that may influence the ticket buying decision — and football have them in profusion. As
an example, we can cite parallel competitions that may compete or reinforce fans habits
on championship regular matches: Eventually, results on these knock-out matches in
these other tournaments may change supporters’ opinion about the head coach and his
team and shift the trend projection. Besides, clubs will demonstrate different effects on
occupation rate according to the number of fans they have. This is illustrative for many
other characteristics of this industry and its alternatives, in which may reside the high

variability over the present data-segmentation scenarios.

Other challenge that we see for future research in this sense is the strengthening
of the database towards the composition of an analysis strategy based on data mining and
inferential algorithms to predict the best expected result in managerial terms, like the
model by Aratjo et al (2018). Besides, the metric that constitutes the so-called medium-
term uncertainty was chosen to represent the result uncertainty construct (Martins & Cro,
2016), which constitutes the uncertainty surrounding the result in one season. There are
alternatives that could have been explored in this sense like the short-term uncertainty
(associated with the outcome of a game) and long-term uncertainty (associated with the
result of several consecutive seasons). This option made at the expense of these two
alternatives was made to establish the perspective of following trends within the
championship and to verify the effect of the imposition of new cycles of technical
direction within thesame tournament logic. It would be pertinent to also assess short-
term uncertainty, for example, through the team’s odds in dispute collected on betting
sites, which was done in early stages on the testing by this work but was not significantly

relevant for the analysis. Evaluate a metric that encompasses several of these
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probabilistic calculations made by these gambling and betting websites remains as a
future advance for this quest, like the Theil's index (1967), an indicator of entropy and
inequality in econometrics that appears as an alternative in the search to refine this effect
at a later time and was previously explored by sports management literature. (Pawlowski
&Anders, 2012; Pawlowski & Nalbantis, 2015; Martins & Cr6, 2016). Therefore, we aim
to expand the database beyond the two seasons contemplated in this project, which can
also be made through a Time Series method, allowing us to estimate the short and long
run elasticities of uncertainty effect on demand.

Moreover, we decided to focus the analysis on the occupation of the stadiums, since
these data were widely available by confederations and tournament organizers likeCBF.
It would be pertinent to assess the highlighted effect in relation to other indicators,such
as the volume of sales of licensed articles, fans expression on social media andclub
membership fee. Each of these outputs are also capable of representing constructs as
identity, control, (in)satisfaction etc. Another limitation that can be noted is the two- year
sample restriction, what we intend to expand later to subsequent years.

Other open possibility for future research is to explore other possible turnover

events in the context of

Finally, the pandemic challenge stands out as a restriction to a longitudinal study,
which encounters an interval in the year of 2020 when the stadiums were emptied due
to the Covid-19 menace. Although this is a factor that made experimental studies free of
this bias almost impossible in this period, it constituted an opportunity to review the
previous data and possibly project the fan's behavior in relation to the moment of public
return to stadia, even allowing to evaluate if this event can promote a change of critical
and ideological perspective on football or even represents a Fresh Start opportunity for
associations and confederations on several practices consolidated over time, such as

calendar management and concern for the mental health of athletes and fans.
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Annex A - Example of a Financial Bulletin (Bordero)
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Table 9 — Price Model Results

Annex B — Price Model

Estimate Std. Error t-value Sig.
LogRANK 0.271 0.022 11.090 0.000%**
UCSa 0.006 0.003 1.917 0.055%
DERBY 0.339 0.056 5.970 0.000%**
WEEKEND 0.077 0.027 2.822 0.005%**
PERFORMANCE 0.004 0.061 6.429 0.000%**

Significance Codes: ***p<0.01 **p<0.05 *p<0.1

n = 1502 (18 observations excluded due to data reliability problems)

R?*=0.145; adjusted R*= 0.142

Source: Elaborated by the authors

Based on the model above, we can note that the factors identified as influencing the
demand for tickets also had an impact on the pricing of these same tickets, although in
different proportions. Specifically, the championship outcome for the opposing team and
the home club recent performance had a greater impact on demand than its reflection on
the price structure. On the other hand, the other variables that made up thisdouble

modeling influenced the price more forcefully than its impact on demand, which

corroborates the explanation for the inelasticity of prices in relation to ticket price.
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