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I. INTRODUCTION 
Social media marketing significantly influences fan 

engagement, particularly among football supporters like 
Ultras Melaka. This study identifies key social media 
marketing factors, fan engagement determinants, and 
examines their relationship. Addressing gaps in authenticity, 
consistency, and personalized interactions, it aims to enhance 
fan loyalty and long-term club support through effective 
social media strategies. [1,2,3] 

II. METHODS 
This quantitative study utilized a survey distributed via 

Google Forms using a simple random sampling technique. A 
sample of 158 Ultras Melaka fans was determined using 
Krejcie and Morgan’s method. Data were analyzed using 
correlation analysis with Jamovi to explore the relationship 
between social media marketing and fan engagement. 

III. RESULTS AND DISCUSSION 

A. Social Media Marketing 
The descriptive analysis highlights three critical social 

media marketing factors: quality of content mean ± SD of 
4.13 ± 0.760, frequency of visit 3.97 ± 0.822, and user 
experience 3.89 ± 0.850, indicating consistent positive 
perceptions. 

B. Fan Engagement 
Fan engagement factors show high involvement in 

consuming activities 4.08 ± 0.827, followed by contributing 
3.96 ± 0.893 and creating 3.89 ± 0.924, with moderate 
variability among fans. 

C. Relationship between Social Media Marketing and Fan 
Engagement 

Correlation analysis reveals a strong, significant 
relationship (r = 0.821, p = 0.001 < 0.05) between social 
media marketing and fan engagement, emphasizing its 
importance in fostering meaningful fan interactions (Table 
1). 
 
 
 
 

TABLE I 
ANALYSIS OF RELATIONSHIP BETWEEN SOCIAL MEDIA MARKETING AND FAN 

ENGAGEMENT 

IV. CONCLUSIONS 
This study highlights the importance of quality content, 

user experience, and frequent engagement in social media 
marketing to enhance fan interactions. Consuming, 
contributing, and creating activities define fan engagement 
levels, with social media marketing showing a significant 
positive relationship with engagement. These findings 
emphasize the pivotal role of tailored social media strategies 
in fostering long-term fan loyalty and participation. 
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I. INTRODUCTION 
Balancing sports and academics presents challenges for 

student-athletes, potentially affecting their motivation and 
academic performance. Prior research suggests that time 
constraints and physical fatigue negatively impact academic 
success [1]. Motivation, influenced by intrinsic and extrinsic 
factors, plays a crucial role [2]. Institutional support, such as 
mentorship and flexible scheduling, may enhance academic 
outcomes [3]. This study examines these relationships among 
KARiSMA Negeri Sembilan 2024 FSR student-athletes at 
UiTM Seremban. 

II. METHODS 
A quantitative, non-experimental survey design was 

adopted, using purposive sampling. Data were collected via 
the Academic Motivation Scale (AMS-28) [4] with 28 items 
and the Academic Success Inventory for College Students 
(ASICS) [5] with 48 items. Responses from 83 
student-athletes were analyzed using Jamovi version 2, 
employing descriptive (mean and standard deviation) and 
inferential statistical methods (Pearson Correlation and 
Independent t-Tests). 

 
 

III. RESULTS AND DISCUSSION 
A. Motivation 

Based on the reported results, extrinsic motivation 
emerged as the most significant motivational factor, with the 
highest mean score (M = 5.88) among the three factors. 
Intrinsic motivation followed closely, with a slightly lower 
mean score (M = 5.68). Amotivation was the least prevalent 
factor, reflecting a considerably lower mean score (M = 
2.19). The reliability of the data, confirmed by a high 
Cronbach's alpha (α = .903), underscores the strong influence 
of extrinsic factors on overall motivation. 

B. Academic performance 
   The analysis highlights that students are most motivated by 
future-oriented external factors like career opportunities 
“External Motivation Future” (M = 6.10), followed closely 
by “Confidence in abilities” (M = 5.88). Internal factors such 
as “Internal Motivation Interest” (M = 5.63) and “Skills” (M 
= 5.58) also play a significant role. Factors like ”Career 
Decidedness” (M = 5.46) and “Personal Adjustment” (M = 

4.21) were moderately influential, while “Socializing” (M = 
2.51), “Instructor” (M = 3.64), “Concentration” (M = 3.67) 
and “Lack of Anxiety” (M = 3.71) were toward the bottom of 
the table. These findings align with the ASICS model, which 
underscores the importance of balancing external goals and 
internal self-belief in fostering student success. The strong 
reliability score (α = .923) confirms the consistency of these 
results. 

C. The relationship between student’s motivation and 
academic performance 

 

Fig. 1 Scatterplot that shows the relationship between motivation and 
academic performance 

    The study found a strong positive correlation (r = 0.704) 
between motivation and academic performance among 83 
KARiSMA Negeri Sembilan 2024 FSR student-athletes at 
UiTM Seremban. The relationship was statistically 
significant (p < 0.001), indicating that increased motivation 
was associated with improved academic outcomes. The null 
hypothesis was rejected, highlighting the importance of 
motivation in academic success. 

D. Gender Differences in Motivation and Academic 
Performance 

   The analysis compared motivation levels between male and 
female KARiSMA Negeri Sembilan 2024 student-athletes at 
UiTM Seremban. Males had a slightly higher mean 
motivation score (M = 4.65) than females (M = 4.48), with 
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less variability (SD = 0.601 vs. 0.748). However, the t-test 
results (t = -1.13, p = 0.26) showed no statistically significant 
difference in motivation between genders (p > 0.05). Thus, 
the null hypothesis, stating no significant gender difference 
in motivation levels, cannot be rejected. 

IV. CONCLUSIONS 
This study underscores the significant influence of 

motivation (both intrinsic and extrinsic) on the academic 
performance of student-athletes. Findings reveal a strong 
correlation between motivation factors and academic 
outcomes, emphasizing the need for balanced support 
systems. Tailored interventions that address diverse 
motivational domains can enhance both academic 
achievements and personal development, fostering a 
well-rounded educational experience. 
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I. INTRODUCTION 
This study explores the impact of ambassadors' personal 

branding on brand love within the context of Al-Ikhsan 
Simpang Renggam. By focusing on non-athlete ambassadors 
as it seeks to address a gap in understanding the relationship 
between personal branding attributes and consumer 
emotional attachment to the brand [1]. 

II. METHODS 
This study employed a survey method using 

questionnaires to evaluate ambassadors' personal branding 
attributes. The questionnaire is adapted from Zhou (2020) 
which is for Ambassadors’ Personal Brand and Brand Love. 
[1]. The level of brand love among Al-Ikhsan consumers was 
assessed using mean scores while the relationship between 
the two variables was assessed using the Pearson correlation 
coefficient.  A total of 202 participants were surveyed and 
the details of the customer participated in this study 
representing the target demographic of Al-Ikhsan consumers 
by using convenience sampling.  

III. RESULTS AND DISCUSSIONS 

A. Ambassador Personal Brand 
TABLE I 

DESCRIPTIVE STATISTICS FOR AMBASSADORS’ PERSONAL BRAND 

Variables Mean Score Std. 
Deviation 

Rank 

Attractiveness 5.57 0.86 3 
Expertise 5.62 0.86 2 
Congruence 5.64 0.87 1 

 
The study identified congruence, expertise and 

attractiveness as key attributes of ambassadors’ personal 
brands influencing brand love. Among these, congruence 
exhibited the strongest influence with the highest mean score 
(5.64 ± 0.87), followed by expertise (5.62 ± 0.86) and 
attractiveness (5.57 ± 0.86). These findings highlight that 
consumers resonate more deeply with ambassadors who 
align well with Al-Ikhsan’s brand image, underscoring the 
importance of ambassador-brand fit [1]. 

B. Level of Brand Love 
The overall level of brand love among Al-Ikhsan 

consumers was found to be high with a mean score of 5.35. 

Although the study did not analyze variations across different 
consumer groups, the strong overall score indicates that 
consumers hold a favorable emotional connection with the 
brand. This finding reinforces Al-Ikhsan’s brand appeal and 
the effectiveness of its marketing strategies in building 
consumer loyalty [2]. 

C. Relationship between Ambassadors Personal Brand and 
Brand Love 

The correlation matrix indicates a moderate positive 
relationship between ambassadors’ personal brand and brand 
love (Pearson's r = 0.589). The relationship is statistically 
significant, with a p< 0.05, based on a sample size of 200 
degrees of freedom (df = 200). This significance indicates 
strong evidence that the relationship between ambassadors’ 
personal brand and brand love is not due to chance. It 
suggests that higher perceptions of an ambassador's 
attributes, such as attractiveness, expertise, and congruence, 
are associated with stronger feelings of brand love among 
consumers [1]. These findings highlight the critical role of 
ambassador branding in influencing consumer-brand 
relationships. 

IV. CONCLUSIONS 
This study confirms that congruence in ambassadors’ 

personal brand significantly influences brand love. The 
findings emphasize the importance of aligning personal 
branding strategies with consumer expectations to strengthen 
emotional connections with the Al-Ikhsan brand. This 
research contributes to a deeper understanding of personal 
branding’s role in driving brand loyalty and love. 
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