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Abstract

Against the backdrop of the deep embedding of digital technology in cultural
consumption and the rapid growth of the concert economy, fans, as important
participants in cultural consumption, have become central to understanding the
operating mechanisms of the contemporary fan economy through their sustained
support for singers. This dissertation focuses on fans’ behavioral loyalty in singer-
related consumption and participation, aiming to address the core question of why
fans support the same singer consistently and over the long term. Compared with
prior studies, which have mainly explained fan loyalty from single perspectives
such as emotional attachment, satisfaction, or brand attitude, this study adopts an
interdisciplinary perspective by integrating transformational leadership theory and
parasocial interaction theory to construct an integrative analytical framework for
understanding how singers influence fans’ behavioral loyalty. It further introduces
value congruence as a key mediating variable and conceptualizes singers as
distinctive actors with leadership influence, thereby systematically examining the
dimensions and mechanisms of singers’ transformational leadership behaviors. This
dissertation argues that fans’ behavioral loyalty does not stem merely from
preferences for works or short-term emotional gratification; rather, through
continuous interaction and the co-construction of shared meaning, fans gradually
develop value identification, identity recognition, and emotional attachment toward
singers and fan communities, which eventually consolidate into stable supportive
behaviors.

Based on this theoretical integration, this dissertation constructs and
empirically tests a mechanism model of “singers’ transformational leadership
behaviors—value congruence—fans’ behavioral loyalty.” First, through qualitative
research, four key dimensions of singers’ transformational leadership behaviors are

identified and distilled: idealized influence, inspirational motivation, intellectual
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stimulation, and individualized consideration. Second, with fans’ behavioral loyalty
treated as the outcome variable, value congruence is divided into two dimensions—
fan—singer value congruence and fan—fan group value congruence—to examine
their differentiated mediating effects. At the same time, parasocial interaction and
collaborative experience are incorporated into the research model to identify their
direct driving effects on fans’ behavioral loyalty. Taking concerts and online fan
communities as typical contexts, this study adopts a mixed-method research design
combining qualitative research and questionnaire surveys, and applies grounded
theory and partial least squares structural equation modeling, among other methods,
to systematically test the theoretical model and research hypotheses.

The findings show that parasocial interaction, collaborative experience, and
singers’ transformational leadership behaviors all have significant positive effects
on fans’ behavioral loyalty. Significant functional differences are found among the
dimensions of singers’ transformational leadership behaviors: idealized influence,
inspirational motivation, and individualized consideration all significantly enhance
fans’ behavioral loyalty, whereas intellectual stimulation does not have a significant
effect. Fan—singer value congruence plays a significant mediating role in the effects
of parasocial interaction and singers’ transformational leadership behaviors on fans’
behavioral loyalty, indicating that the deeper foundation of fan loyalty lies in the
value alignment between fans and singers. Although fan—fan group value
congruence does not exhibit a significant mediating effect in the overall sample,
multi-group analysis reveals that it significantly promotes behavioral loyalty among
fans who have joined fan groups, suggesting that the effect of group value
congruence is characterized by clear contextual dependence and boundary
conditions.

This dissertation makes contributions at both the theoretical and practical levels.
Theoretically, it extends transformational leadership theory to the contexts of
informal communities and cultural consumption, revealing how singers influence

fan loyalty through value appeal, meaning-making, and relationship construction.
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It also extends value congruence to the dual relational levels of singer—fan and fan—
group, thereby deepening the understanding of the formation mechanism of fan
loyalty. Practically, this study provides targeted managerial implications for artist
management companies, concert organizers, and platform operators. Specifically,
they should shift from short-term traffic-driven strategies to long-term relationship
management driven by value resonance, and enhance value alignment between
singers and fans by shaping clear, stable, and perceptible value propositions. At the
same time, they should emphasize the development of norms within fan
communities and the optimization of interaction mechanisms, so as to guide fan
enthusiasm toward healthy, orderly, and sustainable cultural consumption and social
participation. Overall, from the perspective of value congruence, this dissertation
constructs and empirically tests the formation mechanism of fans’ behavioral
loyalty, providing a systematic theoretical explanation and managerial implications
for understanding the sustainable development of fan culture and the concert
economy in the digital era.

Keywords: fan economy; behavioral loyalty; value congruence; singers’
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