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Consumer buying behavior on the athletic footwear:

A cross-national comparative analysis

Abstract

Adolescents are target customers buying sport footwear and are usually considered consumers
who like to switch brands, are likely to accept new products and information, and have higher
exploratory buying tendencyrhe purpose of this study was to examihe relationshipof the
exploratory buying behavior tendency (EBB@ihd Sports Information Acquisitiorfor athletic
footwear across US and Other internationahdolescents. In crosectionalanalyses, hierarchical
multiple regressions indicated tHBBBT postively predictedadolescentnformation Acquisition

Possible mechanisms of this relation, limitations, and practical implicatiodssatessed.

Keywords:Exploratory buying behavior, comparative analysis
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Introduction

The research abosgport and consumption is voluminous and in many instances emanates
from disciplines beyond sport, though, as stated in recent works by Pitts, Fielding, and Miller
(1994), Stotlar (2000), and Shoham and Kahle (1996), it is being given increasing attention i
the spormarketing literature. Sport marketing agencies and organizations engage in this
practice by developing marketing communication and editorial information in the belief that
these types of sperelated communications are an important elemerit bfe s port const
decision process. An area of particular importance to sport marketers is an understanding of the
pre-purchase information acquisition process used by sport customers. However, the factors
which drive information preferences and useelsvhave largely gone uninvestigated by sport
marketing researchers. Mullin et al. (20&Qjggest that the information sources of consumer
decisionmaking are a process rather than a prescriptive formula, and it is the construction of a
blueprint that is apable of determining behavior. Therefore, it is necessary to understand the
consumer 6s i nf or ma tpurchase deg@soomsc h f or sports pre

Sport is a hundred billion dollar business in the U.S., and according to the estimated
industry GDP in 1995; it isanked as the illargest industry (Li et al., 2001). The athletic
footwear market, one of the largest part in the sporting goods business, was worth 8.6 billion in
1999 (Miller et al., 2000). The financial reports of big sport goods companies likeRékbpk,
and Adidas showed
that the income of athletic footwear accounted for 40% to 70% of total sale revenues (Websites
of Nike, Reebok, and Adidas). In addition, the athletic footwear sale in Asia is ranked as the
third largest market following thosen iNorth America and Europe, and the sales were

continually increasing. In Asia, sport footwear revenues in 2000 for NIKE were 557 million
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dollars, 16.6% of its footwear revenues in the world, and for Adidas 333 million dollars, 13.3%.
This is the reason #t these big sporting good companies spent millions of dollars for athletic
footwear advertisements.

A survey of Sports Business Market Research showed that in the US teens aged 14 to 17
years contributed 8.4% of the total purchasing in sport footwea®98 {Miller et al., 2000).
Due to the development of athletic footwear design, the reason for a teenager buying a pair of
athletic footwear may be fashion as well as function. Athletic footwear is also very popular for
the teenagers in International , aidis important for manufacturers to understand their
information search behavior before purchasing athletic footwear.

Exploratory Buying Tendency as a Factor of Sports Information Acquisition

Exploratory behavior has been studied for many decades (Berlh®60) and is a
personal ity characteristic affected by a per s
1979). Soon, exploratory behavior was utilized to understand consumer behavior. Researchers
described behaviors of consumers who have strongeplty buying tendency as risk taking
in making product choices (Cox, 1967). The researchers used innovativeness in the adoption of
new products and retail facilities (Mittelstaedt et al., 1976; Venkartraman & Price, 1990), variety
seeking in purchase babior (McAlister & Pessemier, 1982), browsing, looking at window
displays and similar forms of recreational shopping (Bellenger & Korgaonkar, 1980; Westbrook
& Black, 1985), and curiositynotivated information evidenced in leafing through catalogs or
talking to others about purchases (Hirschman, 1980; Price & Ridgway, 1982).

Further study done by Joachimsthaler and Lastovicka (1984) indicated that consumer
exploratory buying tendencies includes two-$attors: information seeking and innovativeness.
Inadd t i on, Steenkamp and Baumgartner ds study
systematically related to curiositgotivated behavior, variety seeking, and risk taking. In order

to measure exploratory consumer behavior, Baumgartner and Steenkamp (1f&8) tveo
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dimensions: exploratory acquisition of products (EAP) and exploratory information seeking
(EI' S) . Since consumer exploratory behavior
risk-taking and information seeking, it is an effective variable tplaem sports information
search for a prpurchase decision.
Brand Preference as a Factor in Sports Information Acquisition

Researchers have identified consumer attitude as an important factor to explain consumer
behavior (Howard & Sheth, 1969; Hansen, 2;94awkins, Best, & Coney, 1992; Walters, 1974;
Walters & Bergiel, 1989). In general, attitude can be defined as simply an overall evaluation
(Engel et al., 1995). Howard and Sheth (1969) suggested that attitudes have to do with the
connotative meaningdfr and s . It can be defined as the <co
and satisfaction of a brand.

In sport, attitudes usually play a major role in shaping sports consumer behavior in
deciding which brand to buy or in which store to shop. Sport corrsumiktypically select the
brand or store that is valued most favorably.
as a factor to determine the sports information search.
Exercise Behavior as a Factor of Sports Information Acquisition

Accordingto the consumer decisiona ki ng mod el of Engel et al
need recognition leads to his/her interests in the information search. Consumers who participate
in sport activities may have the needs and interests in sport goods which leacchingefor
relevant information. Different people have different preferences or levels of involvement in
sport activities. Participating in sport activities may be due to several different reasons such as
extrinsic and intrinsic rewards, health and figyeskill development, affiliation, and competitive
motives (Voor hi s, 2000) . Il n addition, researc
differs based on gender and age (Gill et al., 1983; Gould et al., 1987; Hiseh, 1999). Regardless
of their reasno s , the consumersd | evel of exercise be

information search behavior.
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Gender as a Factor of Sports Information Acquisition

Although there is no research specifically about gender difference in consumer behavior,
the marketing strategies used to attract consumers are usually differentiated by gender. In
addition, Kirton (1976) found that men tend to be more innovative than women. In sport, male
high school studentsé6é attitudmal eowbudespodta
and male students are more involved in exercise than female students (Gill et al., 1983; Gould et
al ., 1987; Hsi eh, 1999) . Gender may not expl
sports information, but it may interactttvother variables.
Purpose of Study

The purpose of this study is to understand
tendencies explain their ppurchase decisiemaking for athletic footwear regarding
information used behavior. Based on hrehical multiple regression analysis, we want to know
if buying tendencies and brand preference explain a significant proportion of the variance in
information acquisition in the U.S. and international subjects, after controlling for gender and
level of ercise involvement. In addition, we want to see if buying tendencies account for the
variance in information acquisition equally for males and females, and if the level of exercise

involvement accounts for the variance equally for brand and generic users.

Methodology

Participants

Teenagers in the U.S and international will be the target population and high school
students in the U.S and International will be the accessible population for thisAstadsding
to Engel et al. (1995), teenagers have created a growing market for sports products and services,

such as clothing, footwear, and game tickets. Also, sports marketers are now directing
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advertising to teenagers to focus on this specific consumer group. Aslia ne are interested
in the effects of gender, level of exercise involvement, buying tendencies, brand preference, and
country in teenager s ihighf schoohatadentss nn thee dJdSuands i t i o
International. We will decide the maximum nuwer ofparticipantth ased on Greends n
thumb that wuses Cohenés approach (1991). The
minimum sample size (N = 124); (b) the number of independent variables (k = 11); and (c) the
planned effect ge (Rsquared = .13).
Instrumentation
Level of exercise behavioh two-item selfreported average frequency and time to do
exercise or physical activities every week for a participant will be used to determine
the level of exercise involvement for each participant. The weighted value of the
average frequency and timerfa participant to do exercise or physical activities
(frequency*time[min]) is used for measuring level of exercise involvement. Higher
numbers reflect higher level of exercise involvement.

Exploratory buying behavior tendency (EBBThe 20item Explorabry Buying Behavior
Tendency (EBBT) inventory that was developed by Baumgartner and Steenkamp (1996) will be
modified into the Chinese version. The EBBT scale includes two dimensions: (a) the exploratory
acquisition of products dimension (EAP), and (b)aRploratory information seeking dimension
(EIS). Both dimensions will be composed of 10 items w#ich itenratedon a 5point Likert
scale ranging fronl (strongly disagréeto 5 (strongly agree) (See Appendix.A)jhe item
responses will be summed withieach dimension to create overall EAP and EIS scores.
According to Baumgartner and Steenkamp (1996), EAP reflects the tendency to seek sensory
stimulation in sports footwear pprchase through risky and innovative product choices, and
varied and chang@ purchases, and consumption experiences. High EAP individuals enjoy
unfamiliar and innovative products and seek variety in their purchases. On the other hand, EIS

reflects the tendency to obtain cognitive stimulation through the acquisition of

8
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consumptiorrelevant knowledge out of curiosity. High EIS individuals like to go browsing and
window-shopping, and they are interested in talking with other consumers about their
consumption experienceBelow arewo items usedtoassessn i ndi vi dual 6s EAP

EAP: Ewen though certain different brands of footwear are available, | tend to buy the

same brand.

EIS:| often read advertisements for footwear just out of curiosity.

For the original i nventory, the estlphmat es o
for the EAP and EIS ranged from .75 to .84. Moreover, confirmatory factor analyses provided
evidence that the twiactor EAREIS structure showed an adequate fit to the data (Baumgartner
& Steenkamp, 1996).

Brand preferenceOne item asks responderits selfreport what kind of footwear brand
they prefer buying. We will modify this to two groups: one is specific brand preference in

footwear, and the other one is generic brand preference in footwear.

Procedures

We will contact our participants fromehr physical education classes and participants will
be informed as to the general purpose of the study, and consent forms will be signed. Afterwards,
the participants will complete the exploratory buying behavior tendency (EBBT) invethtery,
informationacquisition inventory for athletic footwear, the level of exercise involvement, brand
preference, and the demographic questionnaires in their classes.
Data analysis

For this study, we will use SPSS to conduct a hierarchical multiple regression analytsis an
alpha level will be set at 0.05. The hierarchilbadar model (HLM) is a regression method that
determines the amount of variance a particular variable (or set of variables) explains, above and
beyond what another variable (or set of variablespdireexplains (Pedhazur, 199Bgased on the

hierarchical multiple regression analysis, this study wants to know if buying tendencies, brand

9
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preference, and country do explain a significant proportion of the variance in sports footwear

information acquisition for high school students, above and beyond what gender and level of

exercise involvement explain. Also, the study wants to determinkeifstibscales of buying

tendencies (EAHEIS) accounts for the variance in information acquisition equally for males and

females and if the level of exercise involvement account for the variance in sports product

information search behavior equally for peipiants who have a brand preference and who do not

have a brand preference. Moreover, the study will conduct the level of exercise involvement

account for the variance in information acquisition equally for the U.S and International

gender account fdhe variance in information acquisition equally for the U.S and International .

Result

Descriptive Statistics and Correlation &BT and I nformation Sources

The meas and standard deviations WIS level of exercise behaviod.S EAP, U.S EIS,
U.S brand preferencel.S information sourcesOtherlevel of exercise behavioDther EAP,
Other EIS, Othebrand preferengeand Otherinformation sources are listed in Table 1. The
magnitudes of correlationisetween variables were moderate and as expetterl U.SEAP
postively correlated witHJ.S EISr = 56, p<.001) The U.SEAP/information sourcegs = 41,
p < .001) The U.SEIS/information sourcgs = 58, p <.001)The OtherEAP/ EIS(r = 50, p
< .001) The OtherEAP!/ information sourcegs = .60, p < .001) The OtherEIS/ information

sourcefr = 57, p<.001)

10
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Tablel Means, Standard Deviations and Correlations Matrix among Items (n=405)

M SD A B C D E F G H I J

456 045 1.00

483 068 0.70* 1.00

479 067 0.63* 056 1.00

508 1.8 0.48* 049* 054+ 1.00

531 197 052* 041> 058* 0.61* 1.00

466 056 0.52* 0.50* 0.59* 0.61* 0.73* 1.00

572 172 0.50%* 053* 059* 057 049+ 054* 1.00

387 142 047* 054* 053* 058* 051 056 050* 1.00

462 165 0.50* 045~ 0.56* 052 051 052+ 058* 0.61I** 1.00

511 198 0.44** 0.35** 0.45* 0.48* 0.41* 048 0.60* 0.57** 0.69** 1.00

A: U.Slevel of exercise behavioB: U.SEAP; C: U.S EIS D: U.Sbrand preferenceE: U.S
information sourced: Otherlevel of exercise behavioG: OtherEAP; H: Other EIS I: Other
brand preferengel: Otherinformation sources

** p< .01 *p<.05

Hierarchical Multiple Regression foEBBT and I nformation Sources

We conducted path analysis to test our questions for each s&tepléts of estimatesre
reported.In U.S model, Genddgb = .19, p < .01) EAP(b = .63, p < .01)and EIS(b = 58, p
< .01) positively predictednformation SourcesAlso, for the Other sample, Gendér= .11, p
< .01) EAP (b = 54, p < .01)and EIS(b = 42, p < .01) positively predictednformation

SourcesTherefore, the U.S model were better than Other model.

11
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Discussion

In this research, we drew oconsumer behaviotheory to investigatehe roots of
exploratorybuyingtendency Pr i or research has proposed var
be exploratory buying for athletic footwear, but has not considered where these differences
originate from. Results generally showed that consumer decision styles have impacts on
adolescent imnformationsourcespurchasing

The findingsaddress the first research question. It was observed that therelasianship
between adolesce®BBT and InformationSources. Thus, appears that some bES adolescent
EAP as well a€lS canbe accounted for by Information Sourc&somparison between targets of
exploratory buying tendency andinformation sources shows that the magnitedof the
relationship inU.S malel is higher than irDther modelThis suggests thaixploratorybuying
tendency is a better predictor foformationsources

Several Imitations should be acknowledged. First, a laggmple size is needed in future
studies for crossalidating the arrent resultsSecond the dudy relied ona crosssectional
design, whichprevents us from testinthe possibility of more dynamic process between

EBBT andInformation Sources

12
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Understanding Organizational Culture Among

Administrators in Nonprofit Sport Organizations in

Taiwan

Abstract

In Taiwan, eightyfive percent of the sport organizations are nonprofit. The
purpose of tts study was to describerganizationaktulture among administratoesd
to describe the meani ng adanizatidnaleultuie dot r at or s ¢
nonprofit sport organizations in Taiwan.

Based onthe semistructured interviewand phenomenological researcthis
study explord the meanings that participants place on their experiences with a
nonprofit sport organizatioand presenéd the mportant effects of the perspectives on
levels of organizational culture, preference of organizational culture, leadership, and

organizational commitment for the group dynamics in sport organizations.

Key words Organizational Culture , Nonprofit Sport Organizations
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Introduction

Organizational behavior (OB) is a field of inquiry that studies what people
think, feel, and do in and around organizations. Organizations aupgyof people
who work interdependently toward some purpose. OB concepts are helpful in
predicting and understanding organizational events, adopting more accurate theories
of reality, and influencing organizational events more effectively. Latham and
Mill man (2002) pointed out the purpose of the employment interview are to
determine the applicantdés fit with an or
applicantds knowl edge, skill s, and abilit
Furthermore, they indicadethere are two contextual factors as moderator variables
in OB: (a) external organizational factors and (b) internal organizational factors.
External organizational factors include national culture, legal requirements, labor
market conditions, and indugtsector. On the other hand, internal organizational
factors include macro and micro variables. Internal macrovariables include the
organizational culture, strategy, size, structure, internal labor market, technology,
and union presence. Internal microadies include the character of the job, the
interview medium, perceptions of the recruiter, and training programs.

Therefore, organizational culture is one of the most recent introductions into
the field of organization behavior theory. It is the basittepa of shared beliefs,
values, norms, and assumptions that govern behavior within a particular
organization. First, beliefs are links among nodes in an associate corporate network.
Second, values are enduring beliefs that a specific of conduct. Thim, ared

assumptions are beliefs held by consensus of a group concerning the behavior rules
19
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for individual members (Engel, Blackwell, & Miniard, 1995, p. 291). According to
McShane and Von Glinow (2000), organizational culture has three main functions:
@t is a deeply embedded in soci al control
people together and makes them feel part of the organizational experience; and (c) it
helps to explain how things are performed in different organizations. Thus, the
applicatons of organizational behavior and the effective management of human
resources are dependent upon the organizational culture.

McShane (2000) provided an assessment to identify the organizational culture
preference. First was the control culture which nseidue role of senior executives
to lead the organization. Its goal is to keep everyone aligned and under control.
Second was the performance culture which means the individual and organizational
performance and strives for effectiveness and efficiencydMaas the relationship
culture which considers open communication, fairness, teamwork, and sharing a
vital part of organizational life. Finally was the responsive culture. This culture
values its ability to keep in tune with the external environmentudat) being
competitive and realizing new opportunities.

A nonprofit sport organization is a social entity involved in the sport industry
which is goaldirected, with a consciously structured activity system and a relatively
identifiable boundary (Robbins]l997a). It provides sport and leisure services
without the requirement to generate increased personal wealth for any owners or
investors. Also, a nonprofit sport organization is established to achieve a specific
mission, such as the American AssociatibrAdapted Sports Programs (AAASP),
whose mission is Afito enhance the health,
seltsufficiency of youths with physical disabilities by facilitating a national

disabled sports movement, assisting communities in creating ebie nbember
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programs possible for physically disabled youth electing to compete in team and
i ndividual sports on a | ocal, regional, an:

In Taiwan, eightyfive percent of the sport organizations are nonprofit. They
have beenef err ed tpaubds cdqg-makli ifics,edmimeani ng t hey
public purpose and have been given some privileges of public entities (Cheng,
1993). In other words, some of their budgets and subsidies of the nonprofit sport
organizations come from th&aiwanese government. In addition, they can generate
their financial resources from membership fees, fundraising projects, donations, and
grants. Therefore, they must generate income to at least cover their expenses, yet do
not generate profit for the quwse of making anybody richer.

The purpose of this qualitative study was to describe organizational culture
among administrators in nonprofit sport organizations in Taiwan. The study was a
phenomenological research to describe the meaning of administéatore x per i ences
of organizational culture for sport organizations. The following question helped
guide the proposed study. What are the perceptions of administrators in nonprofit
sport organizations in Taiwan regarding organizational culture? It is ththaghhe
exploration of the organizational culture among administrators would be of benefit
for the group dynamics of nonprofit sport organizations. The study was based on
interpretivism and will explore the meanings that participants place on their

experences with a nonprofit sport organization.

Significance of the Study

It is necessary to look at the various perceptions that influence the organization based

on different organizational cultures and the relationship among administrators in a
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nonprofit s@rt organization.
Organizational Culture and Leadership

Onre of the significant processes in organizational culture is leadership. The
leadership that the immediate supervisor andléepl administrators provide helps
employees understand their roles aedigrmance expectations and their relationships
to organizational goals and reward systems. Yukl and Van Fleet (1992) defined
leadership as follows:

Leadership is a process that includes influencing the task objectives

and strategies of a group or organization, influencing people in the

organization to implement the strategies and achieve the objectives,

influencing group maintenance and identificatiand influencing the

culture of organizations (p. 149).

I n addition, | eadership types not only af/
motivation, performance, and job satisfaction but also the organizational culture and
commitment.

Organizationalculture and Commitment

Buchanan (1974) noted that organizational
attachment to the goals and values of an o
goals and values, and to the organization for its own sake feparits purely
instrumental worth. o Moreover, Mowday, Por
organizational commitment as:

Conceptually, it can be categorized by at least three factors: (a) a

strong belief in and acceptuwesce of the o

(b) a willingness to exert considerable effort on behalf of the

organization; and (c) a strong desire to maintain membership in the
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organization. (p. 27)

Therefore, organizational commitment is a critical outcome variable regarding the
or gani zaues, bethefss and processes. Based on these reasons above, the
organizational culture is an important variable in determining the effectiveness of an
organi zation, SO a sport organi zationos
factors, such astrategy, environment, and technology (Slack, 1997). | planed to
explore the values, attitudes, and beliefs of administrators in nonprofit sport

organizations in Taiwan regarding their organizational culture.

Methodology

Theoretical Perspectives

This sty was based on phenomenology in the sense of understanding social
phenomena from the values, beliefs, and perspectives, describirggtrazational
culture as experienced by the administrators in nonprofit sport organizations in Taiwan.
According to Crewell (1998), the use of the term of phenomenology in contemporary
versions of qualitative inquiry tends to reflect a subjectivist and existentialist emphasis.
It aims to identify and describe the subjective experiences of respondents. A
phenomenological grspective includes a focus on the life world, an openness to the
experiences of the subjects, a primacy of precise descriptions, attempts to bracket
foreknowledge, and a search for invariant essential meanings in the descriptions (Kvale,
1996). Also, thisapproach in a general nonphilosophical sense has been prevalent in

gualitative research.
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Participants

Participants were four administrators from four nonprofit sport organizations in
Taiwan. The participants were two women and two men whose rageg

from 25 to 41. These four nonprofit sport organizations are Chinese Taipei
Olympic Committee (CTOC), National Council on Physical Fitness and Sports,
R.O.C. (NCPFES), Chinese Taipei University Federation (CTUSF), and Taiwan
Society for Sport Manageme(TASSM). Below are the descriptions of the
four participants and a brief history about their nonprofit sport organizations.

Ms. Ms.. AAO0 was 25 years old and unmarr.i
general administrator in the Chinese Taipei Olympic Catemi(CTOC) and has been
worked at the organization for over 2 yedrs 1922, the Committee, formerly China
National Amateur Athletic Federation, was established and recognized by the
International Olympic Committee (IOC) with the name of Chinese Olympic
Committee. It was replaced with the China National Sports Federation (CNSF) in
Nanking in 1924, succeeding to the 10C recognition. The CNSF moved to and located
in Taiwan with ROC Government in 1949. In 1979, the 10C resolution required that
the Committeeshould change its name, emblem, flag and anthem, and renewal of the
IOC recognition was required. Finally, it was agreed that the Committee returned to the
international sport arena under the name of Chinese Taipei Olympic Committee.

Mr . MF.. B0 years eld aBdimarried when interviewed. He is a secretary
in the National Council on Physical Fitness and Sports, R.O.C. (NCPFS) and has been
worked at the organization for over 3 years. The National Council on Physical Fitness
and Sports (NCPFS) was edtabed in 1997. The aims of the NCPFS are to foster a

healthy nation based on the policy of promoting participation in sports at all levels. It
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help all athletes in Taiwan who demonstrate the potential to win medals at regional and
international competitios to develop their skills to the fullest .The NCPFS will also
assist athletes in Taiwan to obtain jobs in sprelated enterprises or elsewhere so as
the help them enjoy a decent and dignified life after they retired from the competitive
arena.

Ms. C.fiMs . Co was 35 years old and wunmarri
coordinator in the Taiwan Society for Sport Management (TASSM) and has been
worked at the organization for many years. TASSM was established in 2000 and is
actively involved in supporting anassisting professionals working in the fields of
sport, leisure and recreation. The purpose of the TASSM is to promote, stimulate, and
encourage study, research, scholarly writing, and professional development in the area
of sport managemenboth theorécal and applied aspects. Topics of interest to
TASSM members include sport marketing, future directions in management,
employment perspectives, management competencies, leadership, sport and the law,
personnel management, facility management, organmadtistructures, fund raising,
and conflict resolution.

Mr. Mr.. iDO was 41 years old and married w
in the Chinese Taipei University Federation (CTUSF) and has been worked at the
organization for over 5 years. CTUSF wasabshed in 1957 that is the major
intercollegiate athletic association for men and women in Taiwan. The CTUSF was
formed within university institutions in order to promote sporting values and encourage
sporting practice in harmony with, and complementayyhe university spirit.

Data Collection Method
A semistructured interview fits the proposed qualitative study. Merriam (2001, p.

74) indicated that the sersiructured interview is halfway between the ends of the
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continuum. In this type of interviewegither all of the questions are more flexibly
worded, or the interview is a mix of more and less structured questions. Therefore,
based on the muéntdiegsliter uficmiuxr eodf, nlopr.e 73) 0 que
likely to ask each administrator to steibe his or her perceptions about his or her
organization. There were about 20 questi@xgoendix A) during the interview, below
Is an example of question.

fiHave you ever experienced a conflict between you and other people in the

or g ani indhisstuay) Pused telephone and faoeface interviewing as my
data collection method&huy (2002) pointed out that telephone interviewing appears
to allow for fewerinterviewer effects, better interviewer uniformity in delivery, and
greater cosefficiency and fast results. On the other hand, a-taekce interviewing
IS more accurate responses owing to contextual, greater likelihood -gfeselfated
answers, and greater effectiveness with complex issues.
Procedures

Af ter recei vi ngongdefit,enve dhtenpeaed tthens, iexplaimd thed ¢
details of the study, and asked for their opinions on our questions. When this was
accomplished, we sent them the informed consent form to fill out, sign, and return to
us. We gave the participants a photocopyheir completed informed consent form.
Then we did the interviewing for each participant at least one time for a period of forty
minutes or longer.
Data Analysis

Data analysis is the process of making sense out of the data and making sense out
of data involves consolidating, reducing, and interpreting what people have said and
what the researcher was seen and read. Identifies recurring patterns. There are five

mettod of analysis in qualitative research: (1) organizing the data; (2) generating
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categories, themes, and patterns; (3) test the emergent hypothesis the data; (4) search
for alternative explanations of data; and (5) write the report (Schwandt, 2001, g. 6). A
appropriate in a qualitative study, data analysis will be ongoing and emergent in nature.
Data analysis was conducted by interviewing the participants and transcribing the
telephone interviewing notes, tapes, etc., which guided future actions in tlosguiop
study. An overall analysis locating key stories and an intensive analysis that sorts data
into categories and relevant themes were conducted (Merriam, 2001).

In a qualitative research, validity and reliability are referred to as confirmability in
orde to keep confusion of terms to a minimum. Confirmability refers to the degree to
which the results could be confirmed or corroborated by others (Schwandt, 2001).
There are a number of strategies for enhancing confirmability. For example, a
researcher cardocument the procedures for checking and rechecking the data
throughout the study. In the study, we conducted triangulation and member checks to
confirm our study confirmability.

Triangulation means of checking the integrity of the inferences one drages It
involve the use of multiple data sources, multiple investigators, multiple theoretical
perspectives, multiple methods, or all these. The purpose of the means is to examine a
conclusion from more than one vantage point (Schwandt, 2001). The study was
triangulated by data triangulation. Data was gathered through dialogue journals,
conversations, and dialogic interview. Also, we asked two or more similar questions in
different way to my participants to confirm the trustworthiness of the answers.

Moreover,member check is a method to make sure the validity, generalizability,
and reliability for a qualitative research. Usually, qualitative researchers use member
checks to refine their interpretations and establish the credibility of their studies

(Denzin & Lincoln, 2000; Taylor & Bogdan, 1998). We conducted member checks for
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our study as well. After organizing the transcriptions and having the paper done, we
passed them to our participants to make sure what they wanted to interpret for their

organizational ciure.

Findings

The purpose of the proposed qualitative study was to desorgamizational
culture among administrators in nonprofit sport organizations in Taiwan. The study
was a phenomenol ogi cal research t o descr
experiences obrganizationakulture for sport organizations. The study was based on
interpretivem and will explore the meanings that participants place on their
experiences with a nonprofit sport organization. Throtelephone and faew-face
interviewing, there were some findings as follows.
Levels of Organizational Culture
Schein (1985) suggesta view of organizational culture based on distinguishing
three levels of organizational culture: artifacts, values, and basic assumptions. First, the
most visible level of the culture istdacts and creations which refer to the physical
structures, slgans, language, or written and spoken language of the organizations.
According to Ms. A and Mr. B, the slogans for their organizations are:
Ms. A (CTOC)EXxercising, Happiness, and Energy
Mr. B (NCPFS):To set up a healthy, happy, and vitalized sportitife.
Second, cul tur al |l earning reflects a n
beliefs are part of the conceptual process by which group members justify
actions and behavior. For example, Ms. C believes her job can contribute to her

team and organization.
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Ms. C (TASSM)t believe that my team work can contribute to professional
development in the area of sport management.
The third level of organizational cultures basic underlying assumptions which
refer that how a member perceives, thinks, and feelatabe missions or tasks. For

i nstance, Mr . D6s basic assumption of the ¢

Mr. D (CTUSF):The mission of my team is to promote sporting values and
encourage sporting practice in harmony with, and complementary to the

university spirit.

Preference of Organizational Culture

McShane (2000) provided an assessment to identify rip@nizationalculture
preference: @ntrol culture, performance culture, relationship culture, and responsive
culture. This culture values its ability to keep in tune with the external environment,
including being competitive and realizing new opportunities. A strongnizgtional
cultural culture exists when most members across all subunits hold the dominant
values. The values are also institutionalized through-estliblished organizational
culture (McShane & Von Glinow, 2000). In our research findifigds .  AfiMa. n dC o
preferred a relationship cultuand HsinSung peferred a performance cultusenong
their organizations. HowevdiMr . BO had no comment about th

Ms. A(CTOC) I would prefer to work in an organization where members
work well together ira team and they can receive assistance to overcome any
personal problems.

Ms. C(TASSM) | would prefer to work in an organization where members
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are treated fairly and care for each other.
Mr. D(CTUSF) | would prefer to work in an organization where mensb
continuously search for ways to work more efficiently and they will be proud

when the organization achieves its performance goals.

Organizational Culture and Leadership

One of the significant perspectives in managing the organizational culture of
spot organizations is leadership. Bass (1993) claimed that the
transactionatransformational model is a new paradigm, neither replacing nor
explained by other models, such as the relations origagédoriented leadership
model. In other words, the new leaghip integrates ideas from the trait, behavior, and
contingency approaches of leadership. Transactional leadership theories are all founded
on the idea that leademrember relations are based on a series of exchanges or implicit
bargains between leadersdamembers. The leader clarifies the performance criteria, in
other words, what is expected from subordinates, and what they receive in return

(House & Howell, 1992).

I n contrast, transformati onal | eader ship
attachmats to the leader and the emotional and motivational arousal of the members
as a consequence of t he | eader 0s behavi
transformation of members can be achieved by raising the awareness of the importance
and value of designemlitcomes, getting members to transcend their owrrgelfests
and altering or expanding membersdé needs.
Based on our findings of the study, Ms.
and the leaders of the other three participants are transformatiplealThe following
is the transcriptions of the participants for their leaders.
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Ms. C(TASSM) My leader usuallydcuses attention on irregularities,
mistakes, exceptions, and deviations from what is expettesl
Ms. A(CTOC) My leadermakes maware of strongly held values, ideals,
andaspirations which are shared in common.
Mr. B (NCPFS): My leadeserves as a role model for raad talks
optimistically about the future of our organization.
Mr. D (CTUSF) My leaderengages in words and deedstteahancéhis

image of competence.

Organizational culture and Commitment
Organizational commitment is a critical outcome variable regarding the

organizational culture. Bateman and Strasser (1984) presented a longitudinal analysis
of the antecedents of amgizational commitment which suggested that organizational
commitment might cause job satisfaction. Furthermore, organizational commitment
has been demonstrated relatively to have high correlations with behavioral intentions
and it is one of the importamhediate variables in the group dynamics of the sport
organizations. Consequently, the participants of the study presented the information
about their organizational commitment.

Ms. A(CTOC) | am willing to put in a feat deal of effort beyond that

normallyexpected in order to help this organization be succeasfil like

to talk up this organization to my friends as a great organization to work for.

Mr. B (NCPFS):l am extremely glad that | chose this organization to work

for over others | was considegrat the time | joined. However, | feel very

little loyalty to this organization.

Ms. C(TASSM) I could just as well be working for a different organization
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as long as the type of work was similar. Also, it would take very little change
in my present cigmstances to cause me to leave this organization. There is
not too much to be gained by sticking with this organization indefinitely.
Mr. D (CTUSF) For me, this is the best of all possible organizations for

which to work and | really care about the fatetlnis organization.

Conclusion

The study tended to understand what are the perceptions of administrators in
nonprofit sport organizations in Taiwan regardorganizationakulture. It is thought
that the exploration of therganizationalculture among administrators would be of
benefit for the group dynamics of nonprofit sport organizations. In general, this study
presents the important effects of the perspectivelewsis of organizational culture,
preference of organizational cultureadership, and organizational commitmientthe
group dynamics in sport organizations. However, there are some suggestions for
further study.

First, role conflict is an important variable regarding to organizational culture and
group dynamics as well. Ro conflict is a situation whereby people experience
competing demands, such as having job duties that are incompatible with their personal
val ues, or receiving opposing messages at
receive incompatible requests framo or more people and | do things that are apt to
be accepted by one person and not accepte
researchers should understand the impact of role conflict related to organizational
culture for further study.

Second, job safaction of the members in an organization is one of the important
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consequences of organizational culture (Horn, 1992; Mathieu & Zajac, 1990; Slack,
1997). Moreover, Mullin (1999) mentioned that job satisfaction is a complex concept
and that the level gbb satisfaction is affected by a wide range of individual, social,

cultural, organizational, and environmental variables. Consequently, the consideration

of job satisfaction of members is also important for further study.

Third, we used senstructuredmterview as our data collection method. However,
observation is a useful research tool for a qualitative research especially for the
organizational culture study. Also, it can give a reality view that confirm add to or
contradict and interviews findings @/iam, 2001). We recommend that should use
observation as a data collection method for further study. Firalhformabilityand
trustworthiness are major concerns to a qualitative study. In this study, We used
triangulation and member checks to confithe conformability of the study. For
further study, more procedures cbnformability and trustworthiness should be

included, such as expert check, peer check, and audit trail.
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Psychological Changes in Watching a Sport: A Case

Study of the 2010 FIFA World

Abstract

C1

The vieweship ratings of t h e Japanese attFedenms game s

Internationale de Football AssociatigRIFA) World Cup South Africa 2016 broke
records This study focusd on spectata émotions and aims to verify the emotions
experienced by viewers before and after watchivegFIFA World Cup South Africa
2010 and to experimentally investigate how these emotions fitieaifter watching
mediated sports. A questionnaire survey was conducted twice with the same subjects
(n=10). All the subjects watched two live matches (Japan vs. Netherganttpan

vs. Demark) together via a projector in a university laboratody.two-way ANOVA
was performed to analyze the subjectséo
outcomes of the gamesin addition, Bonferroni tests were performedihe results
showed that watching Japan wigame aroused positive/strong emotiossdfement
delight activity, and motivation), positive/moderate emotionsefreshmentpride, and
affectior), anda relatively neutralstrong emotior{(surprise) Furthermore, the results
revealed that watching Japan losgame aroused negative/strong e (angerand
hostility), negative/moderate emotionglissatisfactionand discouragement) and
negative/weak emotionglepressiontiredness and anxiety) The discussion mainly
focuses on emotions such adelight a positive/strong emotionpride a
positive/moderate emotiprand on emotions affecting psychological health such as
refresimentandtiredness

Keywords spectatorsports, emotion, psychological change
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Introduction

In the FIFA World Cup South Africa 2010 the remarkable success of the
Japanese national team, which passed the group stage and went on to the second round,
amazed not only the Japanese but also people worldwilecording to Video
Research (2011), the television vienshipraings of t he tthatasidédpan g a me s,
vs. Cameoon (45.5%), Japan vs. Netherlands (43.0%), Japan vs. Denmark (30.5%),
and Japan vs. Paraguay (57.3%pke recordsand t he FI FA Womends \
Germany 2014 was also a momentous event in Japan because of the Japamesen 6 s
success. Why did thismegasportingevent, one that focused uppeople attract so
many viewersand induce them to watdhe gamesn televisionor at thestadiun?
Investigating theefactors is one of the primary topics in the study of sport consumer
behavior

In a study ofmotivation associated with mediated spdite., viewing spos
on television rather than live), Arthur (2006) classified the motivatioh the
spectators of mediated sporinto three types emotional motivation, cognitive
motivation, and behavial/sccial motivation. In this studythe authorgocus mainly
on emotional motivation becausenotion is one of the significant elements affecting
decision makingandconsumer behavior (lzard, 2009; Chaudhri, 2006),eandtional
motivationis also importahwhile watching spos (Raney, 2006).

In the study of consumer behavior, some studiase focused on the
relationship between emotion and consumer behavior (e.g., BaGmznath, & Nyer
1999; Lee Amir, & Ariely, 2009; Perugin& Bagozzi, 2001), andhithefield of spors

management, some studi¢mve also focused on thepsychological aspecs of
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spectators (e.gHirt, Zillmann, Ericksen, & Kennedy992; Kuenze& Yassim, 2007;
Madrigal, 1995; Sloan, 1989; SoderluBdRosengren, 2004) t hes eesudtd udi es O
have indicatel that watching spost at stadiums or arenasrouses various
positivenegative and strong emotions. However, to the best of the authdrs
knowledge,few studieshave experimentallyinvestigaed the relationship between
emotions andspectatorspors or focued on megasporting eventgi.e., extremely
remarkable eventsuch as thé=IFA World Cup, which have theability to induce
amazing viewing rage Clarifying the kinds of emotions that are aroused by a
megasporting eventay contibuteto the understanding die emotionaity of spors
spectators.

This study focusd on the emotions ofspectatos and ained to verify the
emotions experienced by viewers before and after watching FIFA World Cup South
Africa 201G games and to experimglly investigate how these emotions fluctuate

afterwatching mediated sports.

Theoretical background

Definition of emotion and its structure

Several similar expressions represent emoti@uch asemotion feeling and
affection(Hama et al., 2001). Though these expressions do not perfectly match the
definitions assigned to thefny researchergeelingis often usedo indicaie abroader
concept. The line between an emotion aadeeling is frequently difficult to draw,
but in general, emotienhaveshorterdurationand higher intensity thado feelings;
moreovey emotion is intentional but feeling nat intentional (Bagozzi et al., 1999).

In this study, as we measured emotion before and after the game and subjects answered
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guestionnaire about thai emotiors intentionally, the expression of emotion was
investigatedn this study.

Although emotion is generally defined as a psychological state such as joy or
sadness, according to a more detailed definition, emotion is the consciousness of
physiologcal arousal, a behavioral reaction after arousal, aandstimation of both
physiological arousal and behavior (Shé&tiMittal, 2004). In other words, emotion
includes physiological, behavioral, and cognitive elements and is considered to be the
awarenessof a reaction or a perception such as joy or sadness in response to
stimulation (Tanaka, 2008).For example, the energized feeling experienced while
watchingo n efévesrite advertisement is a physiological element, and this energetic
response can be impreted as a preference toward the object or peatspitted in the
advertisementwhich is a cognitive elementHoping to watch the advertisement
again is a behavioral element of the emotion.

Though there arenany kinds of emotions, the structure awthssification of
emotiors does not matciperfectly between researchers, and some researdtars
regardedall emotionsas parallel (Izard, 1977) or hierarchical (Shaver et al., 1987,

Storm & Storm, 1987; Laro® Steenkamp, 2005¥ktructures Concerningthe
classification of emotion, some studiesve describeémotionas a broad and general

factor based om circunplex model (Russell, 1980) artwo-factor structure of affect

(Watson & Tellegen, 1985) and classified emotion into braamdegoies such as

positive and negative emotion (Ed&ll Bur ke és, 1987; Oliyver, 19
others insisbn focusingon more specifiemotions (Richins, 1997; RutiBrunel, &

Otnes 2002),anexampleb ei ng Eds on a stuldy fScuseng on@motigh2 0 0 3 )
suchas sympathy or empathyThoughthe former ideais simple and clear (Larps

Steenkamp, & JaBenedict 2005) ands useful to clarifywhich emotios are similar
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and which are dissimilafrom each otherBagozzi et al., 1999), it is difficult to
estimate gbtle difference between emotia using theformer idea There are also
indications that as each emotitwas different characteristics, emotion nee be
exhibitedby theindividual (Frida et al., 1989; Roseman et al., 1996; Si&ithazarus,
1993 Soderlund& Rosengren, 2004 Therefore, in this stugdgach emotion aroused
by watching spogwas analyzed individually, and inrderto classify each emotion,
we also classified each emotiosing thecircumplex model (Russel, 1980).
The study of spds spectators

Sloan (1989) investigated the psychological changes brought about when
participants watokd regularseasorbasketball games.Game conditions were divided
into winning and losng situations, and a multidimensional psychological scale was
apdied. That study was conducted in an aresrad employed guestionnaire survey
completed by spectators, so there was a possibility that subjects were influenced by
extraneous factors other than the game (for exanimde;limate, atmosphere of the
arenaetc). Therefore, the validity of the outcome was not cleédirt et al. (1992)
also investigated psychological changes by focusing mainly on the observed
differences between wing and losng conditiors in basketball games.They did not
investigatethe psychological changethat took place before and after the games.
Ohtomo and Suzuki (2008) experimentally examined the psychological changes
brought abouby watching various video imaged sportsin a laboratory. Although
that research was conducteda controlled laboratorgetting the stimul consisted of
edited video images, which raisggestions aboutealistically recreating the situation
of actually watching a game. KnoblochWesterwick (2009) experimentally
investigated psychological changesought about by watching live sporis an

experimental room using personal computerhowevey becauseemotions were

42



SMR /sian Sport Vanagement ~eview, 2012, 11

estimatedn terms ofbroad categaes such as positive andegative emotion, it was
not clear wich specificemotions were aroused in that studyhus, some studies did
not control the research situation welhdothersdid not create realistic situatieror
take appropriate meassréo understand spectator enoms. Therefore, thse
research methods might not have allowed for cleaestigation of the influence of
watching a spoitig event on emotions
Our investigation was conducted by applying the research method utilized by

KnoblochWesterwick (2009) Though the stuigs of Sloan (1989) and Hirt et al.
(1992) were conductedat stadiums to investigate spectat@®motional change
between time pointbefore and after gamsgethe researchers of this studgontrolled
the situationby targeting not spectator$ stadiums but viewers in order to minimize
the influence ofextraneous factorg.g, climate, the atmosphere of the areetr).
Moreover, similar to KnoblochWesterwich (2009),we used live spors as the
experimental stimuyl aslive games tend to arouse various kinds of emoti@tause
of the uncertainty of the gam@sutcome (Arthur, 2006; BernhardDabbs, Fielden, &
Lutter, 1998; Wann Melnich, Russel, & Peas€001) By employing arealistic
sportswatchingsituation,the esearchergnsured bettevalidity of the experimental
condition.
The study of emotion and consumer behavior

According to Oliver (2010), thoughhe relationship betweemmotion and
consumer behavior has been studied since around 195@as increasingly
investigated from 1980 to 1998ttracing attention as a variable influencing customer
satisfaction. Holbrook and Batra (1987) clarified that consumption accompanied by
strong positive emotion leadconsumer$o make strong commitmenand results in

re-purchase intentiorfor some products or services Mano and Oliver (1993)
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investigated the relationship between emotion and satisfactioninisted thagfter a
product is purchasedyousabears a strongfluenceon satisfaction . In other words,
it is important tohave positive experiencesuch as joy, exament and funduring
consunption.

Studies of emotion in spod spectatas behavior hae also clarified that some
positive emotions, such as joy andciement positively influenced spectator
satisfaction and rpurchase behavio(Kuenzel & Yassim, 2007; Madrigal, 1995;
Soderlund& Rosengren, 2004; Sumidb Harada, 208). According to Gants (2006),
spors fans showmore emotional reacti@while watching mediated sparthan while
watchingother entertainment medsach acomedy, drama, realitghows, or cartoons.
Moreovey Holt (1995) also clarified that watching sportreates droad range of
emotions, such as exerheni discouragementinger etc  Therefore, it isclear that
thereis a strongcorrelation between watching spoandexperiencingemotion. One
of the reasonsor this relatiorship is becausespors carry a high degree of inherent
uncertaintyregardingt h e g a me 0 $his teads topsyotelogical aresal and
changes, especially nervaoessaboutthe outcome of gamedue to apsychological
commitment to a favorite team (KnobloctWesterwick David, Tamborini, &
Greenwood2009) followed by relief after a win or loss by &vorite team arouse
strong emotions (Tokaji, 2001).That kind of emotional experience is one of the
significant motivationgor and benefi of watching spod(Raney, 2006).

However,althoughseveralstudiesexist regardingspors spectators and emotion,
few studieshaveexperimentally investigated emotional changésrwatching spos,
and almost allsuch studies were conducted in Northmerica and Europe. As
emotiors vary from one country toanothey similar studes should be conducted in

Asia.
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In the previousstudes mentioned above, win bythe team favored byubjects

led to positive emotionsand a loss by the favored tedenced to evoke negative
emotionsin spectators or viewersl(rt et al., 1992; KerrWilson, Nakamura, & Sudo
2005; Sloan, 1989 Thereforethe authers of this studwpothesized the following

H1: Differencesin emotionarise on the bas o f the favorite teeé

outcome. If the favorite team wisithe gamepositive emotions are aroused

if the favorite teanfoses the game, negative emotions are aroused.
Strong psychological response and pride for home couratngl people

|t i s o fporesrelightapeople  afinsd  anol 3ames ¢2810) insisted

that watching spost is experientigl accompanied by strong etians such as
excitement and delight. Customer delight is defineds a profoundly positive
emotional state resulting from having one
degree ands consideed to bedifferent from customer satisfaction (Rust & Oliyver
2000). This variable has been the object diocus recently as a significant
psychological factor (Chitturi, 2008), and theerits of delighting customerinclude
more positive worgbf-mouth (Torres and Kline, 2006), higher rojedt better
customer reantion (Hicks Page, Bridget, Dennis, & Fernande05; Torres and
Kline, 2006), and strongepossibility of repurchase (Chitturi, 2008; Keiningham,
1999; Hicks et al., 2005).Being delightedy services or productsas the potential to
drastically incease customer satisfaction (Oliver et2010. Clarifying thatdelight
(which may be accompanied by excitement or surprisajagsed by watching spert
might explain theoverwhelmindy high viewing rates garnered by sports; therefottee
authors otthis studyappliedit asanemotional variable. Moreover, in this studythe
target gameinvolved a national team therefore some specific emotiegnmay be

aroused. As Funk Mahony, and Ridinger(2002) insisted that one of the
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characteristic spectatarotivations in national team matesis prideforthes pect at or s 6
own country, weus ed pride for t heorpeaplbas a variahlé. h o me
Taking into accountthe studies mentioned abovéhe authors of this study
hypothesized the followingorsideringthatdelight and pride are positive emotson

H2: Differencesin terms ofdelight and pridearise according tthe favorite

t eamds ¢ a meéeSpedfimllycifotheefavorite team wis the game

delight and pride are arousefithe favorite teantoses the gamedelight and

pride are not aroused.

Method

Subjects

The study employed 10 graduate studentsdée, 4 female; average a@s.1
+ 1.6yeary. The subjed all liked spectatorspors; five subjects had belonged to
soccer club, and others belonged to different sgoctubs. Moreover, they were
acquainédwith each other and did not feel tension in watclimggametogether A
guestionnairesurvey was conducted twiosm the same subjects.The firstiteration of
thesurvey wasonducted thirty minutes prior gachgame, and the secoitdration of
the surveywas conducted ten minutes afeachgame. To verify whether subjects
watched the game frofmeginningto end, two researchers observed the subjects in the
laboratory and subjectscompleted acheck item consisting of the following three
ratings:| can watch the game from kickoff to the encinnot watch wellpr I cannot
watch
Variables and Measurement

The measurement scales in this study are demographicss egpperience

attitude toward watching spesrtsix factorscomprised by 3Gtems based othe brief
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version ofthe multiple-emotion scale (Terasaki et al., 1992), nine faatoraprised by
49items adapted frora scaleof emotions experienced whieatchingspors (Ohtomo

and Suzuki,2008), three items measuringrije adapted from Sumino and Harada
(2005), andsingle items measuringetight adapted fromChitturi (2008) and Oliver
(1997) The questionnaireotaled 16 factors comprised by 83items the same
guestionnaire was administered both before and after the garhe. measurement
developed bylerasaki Kishimoto, and Kog#1992)is appropriate for usen subjects
above acertain agethat is with Japanessubjects aged 18 years or oldeflo design

the scale, Terasaki et al. (1992) first collected information on various emotion scales
that are widely used in Europe and the United Stategch contain a total of 648
emotions andtheydevelopedh scale consisting @ight factorccomprised by 8@tems

via several exploratory factor analysesThe reliability of the scale was clear

( Cr o n b a c=hBs93),ahdusvaidity was adequately prowe This scale was
used mainly to clarify how imageor music stimuli influence emotional experience,
and it wasextensivéy evaluated for reliability and validity in Japan (Arimitsu, 2002).
However, though this scale can be useful to estimate emotion multilaterally, it is not
clear that it can estimate hlaspects of emotion, especially emotion aroused by
watching spod Therefore,the reasearchers of this studyso adopteda scale
developed by Ohtomand Suzuki(2008) which focugson the emotion aroused by
watching spod  One of the baracteristicef the scale is that it can measure not only
positive emotion but also negative emotion aroused by watchingssffatefore it
candescribe avide range of emotions aroused by watching sporAs the reliability
ofthe scalasc | ear ( Cr o n B3.@3haddthe @ilerpirraelatedvalidity of
thescaleby Terasaki et al. (1992yas adequately provede appliedoth thesescales.

The questionnaire asked subjects to rate their psychologica sjatsing a
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Likert scale with responses rangingorfr feeling intenselyto not feeling at all
Questions from the Terasadtale were rated on a fepoint scale, and those from the
Ohtomo scalavere ratedon a sixpoint scale In addition, the survey administered
after the game included opended questons on t he subjectso
These questionwere included because this study followed a miapgdroachand the
use ofqualitative data improvethe understanding and interpretation of outcomes
(Creswell and Clark, 2007).

This study was approved by the university ethical review boahdl.subjects
voluntarily participatedn the study.
Experimental stimuli

The survewitilizedtheJ a p a n e s matcliessnah@fiFA World Cup South
Africa 201G as experimental stimiylthe specific matches under investigation were

Japan vs. Netherlands (May 19, 2010) and Japan vs. Denmark (May 24, ZD1€).

mp r

subjects watched both gamesn t he uni v e onsaiptojgobos (Pdnasdnicr at or vy

THiLB1ONT). They watched each live matdh a goup setting. They were

required to watch onlthe gaman orderto prevent them from forming biases; that is,

they could not watch other programs before the game, during halftime, or after the

game. An analysis of variance (ANOVAyas conducted to verifihat there was no

difference between the preatch condition$or both games in terms of emotional state,

and Mauchl yodos test ofA2¢Tpnmg pregametoryposgames) c on d u

x 2 (Outcome: win or loss) repeatertasures ANOVA was performexh the survey

data,and Bonferroni correction fonultiple comparisons was performed.

Results

The results of the ANOVA confirmed that there was no difference between the
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prematch conditionsfor both games. The outcomes of the two games were as
follows: Japan vsNetherlandended with a score @i 1, where Netherlands won, and
Japan vs. Denmarinded with a score @i 1, where Japan won.As a result of this
win, Japan advanced to the second roofnithe World Cup. In this study, because all
subjects heered for Japarnhe outcome oflapan vs. Netherlands was deemed g los
andthe outcome ofapan vs. Denmark was deemedia.wTable1 shows theesults
of the two-way ANOVA for negative emotionsand Table 2 shows theesultsof the
two-way ANOVA for positive emotions. Classifications of each emotion were based
on Rudreumpled model (1980).

Table 1 Mean prenatch and postatch scores for negative emotions

. Post hoc
Main effect .
Factor Group Pr?;';;mh Po?gg?tch F(df) analysis
pre/post Won/lost
vs. Nl 2.00(0.86) g5 9 63)
Depression V(S'OE% 1.94 (1, 9) 3.51(1,9) 10.30 (1, 9)
im 202(058) 126 (0.34)
vs. Nel -
1.68 (0.54) 3.65 (1.02) PrelL < PolL
Discouragemen VQOSD% (fgég)igi (foé(;g 11.04 (1,9  PreW<PolL”
iy 153(070) 1.13(0.22) ' ' PO/l < POl
v Nel 547 (0.71) 3.63(1.45)
Dissatisfaction (OSDE) 4.93(1,9) 8.56 (1, 9) 3.70 (1, 9)
VS- D81 553 (1.15) 1.90 (0.63)
(win)
vs. Nl 15024) 1.78(0.61)
Hostility V( IosDe) 11.21 (1, 9 0.89 (1, 9) 1.85 (1, 9)
S- D811 46 (0.49) 1.22 (0.24)
(win)
vs.Ne&l 1 56 0.51) 2.06 (0.75)
Tiredness V(losDe) 10.36 (1, 9) 0.20 (1, 9) 0.02 (1, 9)
S.- D& 502 (0.67) 1.46 (0.53)
(win)
vs.Nel 4 79 068) 2.46 (1.01)
Anger ('OSDE) 5.11 (L, 9) 1.00 (1, 9) 0.90 (1, 9)
VS- D& 510 (1.01) 1.49 (0.74)
(win)
vs.-Na&l 4 79 9.49) 1.99 (0.66)
Annoyance V(S'OSD% 3.21(1,9) 0.91 (1, 9) 0.24 (1, 9)
- 1.90 (0.71) 1.41 (0.74)
(win)
vs. Nel
1.53(0.39) 2.53 (0.82)
Anxiety ('OSDe) 7.58 (1, 9) 3.08 (1, 9) 5.81 (1, 9) P;e//tf
VS- U8 180(0.63) 1.47 (0.74) 0
(win)
Loneliness V(SbsNe“;’ 1.90 (0.93) 1.97(0.92) 091(1,9)  1.21(1,9)  0.17(1,9)

Note. Pre/L = prematch/lost;Po/L = postmatch/lost; Pre/W = preatch/won; Po/W = poshatch/won. *p < .05;

**p < 01; **p < .001
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Table 2Meanpre-match and postnatchscores for positive emotions
" X Main effect o
Prematc Postmatc Interaction F (df) Post hoc
Factor Group .
(SD) (SD) F (df) pre/post Won/lost analysis
vs. Nel  2.60 (0.47) 2.06 (0.72)
- (lose) )
Activity o by 216 (0.74) 3.08(0.01) 1289 (% 9y 1.72(1,9) 0.47(1,9)
(win)
vs.Nal  3.19(0.92) 2.32(1.01) Pre/L < Po/W
(lose) Po/L < Po/W )
Refreshment | c"ney 293 (0.96) 4.45(1.06) 805(L9) 865(19) 626(19) pew<pow
(win)
vs. Ned 3.45(1.18) 2.70(1.18)
I ok
Motivation (0% 10.89 (1,9) 2.32(1,9) 0.42 (L, 9)
vs.Den  2.98(0.84) 4.15 (1.39)
(win)
vs.Nal  3.54(1.04) 2.96 (1.22)
lose *
Excitement f,s_ D)m 3.54 (1.20) 4.60 (1.03) 6.72(1,9) 5.62(1,9) 10.33(1,9) Po/lL <Po/W
(win)
vs.Nal  2.00(082) 2.70(1.16) r
Delight (19 2557 2305 H420(1, 9y Ero?/LL:PF;O/(/\V/\{**
\(/VSV.i n[))en 1.90(0.88)  5.40 (1.26) (1, 9) (1, 9) Pre/ < PO
vs. Nel  1.34(0.48) 2.08 (0.75) .
e s RS
) Kkk <
SUPISe  \s.De 118(033) 244(062) 109 02794 o < PO
(win)
vs. Nal  2.47 (1.34) 2.33(0.82) .
Prid (lose) 14.27 (1, 9) 14.07(1 44 og (1, 9) Ilzro?/LL <PI2>C/)</\\I/V
ride . , o v . , <
E/vsv.in[))m 2.43(1.25) 4.83(1.49) 9) Pref /< Po/W
vs. Nl  1.92 (0.54) 1.74 (0.61)
(lose)
Affection 7.22(1,9) 2.06(1,9) 1.81(1,9)
vs.Den  1.64 (0.46) 2.36 (0.67)
(win)

Note Pre/L = prematch/lost; Po/L = pognatch/lost; Pre/W = prenatch/won; Po/W = poshatch/won.p < .05;" p
<.01;"" p<.001

50

Using negative emotions as the dependent variablestwo-avay ANOVA,
the interactionof discouragemenbetweentiming and game outcomevas significant

(F(1, 9) = 39.83, p <001); the main effects of timing (praatch or posmatch}(1, 9)
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= 40.00, p <001) and game outcome (win or log§Y1, 9) = 11.04, g .01) were also
significant. Post hoc comparisons showed significant differences in terms of negative
emotions between the pmeatch and postatch values during the lost ganpe<(.01),
between the prenatch/won and posnatch/lost p < .01), and betwee the
postmatch/lost and poshatch/won p < .01; see Figure-1). The interactiorof
anxiety betweentiming and game outcomevas significant(F(1, 9) =7.58, p < 05),

and the main effect of game outcome was also signififfg(it, 9) =5.81, p< 05).

Post hoc comparisons showed a significant difference between thweapre and
postmatch time points when the favorite team lost the gase.(5) (see Figure-R).
Though the interactionsf hostility, tiredness and angéetweentiming and game
outcome(F(1, 9) =11.21, p < 01), (F(1, 9) =10.36, p < 05), (F(1, 9) =5.11, p < 05)

were significant, there were no main effects of these emotions (see Fi§utes).
Though depression showed no significant interacffil, 9) =1.94 n.s), the main
effect of game outcome was significafii(1, 9) =10.30, p < 05; see Figure -b).
Though dissatisfaction showed no significant interaction betviie@ng and game
outcome(F(1, 9) =4.93 n.s), the main effect of timing was significafi(1, 9) =8.56,

p < .05; see Figure -¥). The emotions of annoyance and loneliness showed no

significant main effects or interactions.
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Figure 1. The outcomes of two-way ANOVAs of negative emotions. ‘p < .05; “p < .01; "'p < .001

In terms of positive emotions, the interactiminrefreshmenbetweentiming and

game outcomevas significan{F(1, 9) =8.05, p < 05) and the main effects of timing

(F(1, 9) =865 p < 05) and game outcomé-(1, 9) =6.26, p < 05) were also

significant.

prematch/lost and poshatch/won

Post hoc comparisons showed significant differences between the

< .05), between thepostmatch/lost and

postmatch/won p < .05), and between the preatch and posinatch time points when

the favored team won the gamp € .05; see Figure ).

The interactionof

excitemenbetweertiming andgame outcom#as significan{F(1, 9) =6.72, p < 05),

and the main effects of timin@d-(1, 9) =5.62, p < 05) and game outcom@(1, 9) =

10.33, p < 05) were also significant. Post hoc comparisons showed a significant
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difference between the pestatch/lost and the poestatch/won p < .05, see Figure
2-2). The interactiorof delight betweentiming and game outcomevas significant
(F(1, 9) =2557, p < 001), and the main effects of timindr(1, 9) =23.05, p < 001)
and game outcoméF(1, 9) =24.20, p < 01) were also significant. Postoc
comparisons showed significant differences between thempteh/lost and
postmatch/won | < .001), between the postatch/lost and poshatch/won g

< .001), and between the pmeatch and postnatch time points surrounding the game
won by the favaeed team f§ < .001, see Figure -3). Though the interactioof
surprisebetweentiming andgame outcomshowed no significance, the main effect of
game outcomgF(1, 9) =30.61, p < 001) was significant. Post hoc comparisons
showed significant differensebetween the pmmatch and posmnatch time points
surrounding the game lost by the favored tepars (01), between the prmatch/lost
and postmatch/won p < .01), and between the preatch and postatch time points
surrounding the game won by thiavored team @ < .01; see Figure -2). The
interactionof pride betweertiming andgame outcomevas significan{F(1, 9) =14.27,

p < .01), and the main effects of timin@-(1, 9) =14.07, p < 01) and game outcome
(F(1, 9) =11.08 p < 01) were also gnificant. Post hoc comparisons showed
significant differences between the pmatch/lost and poshatch/won p < .01),
between the poshatch/lost and poshatch/won jp < .01), and between the preatch
and posimatch time points surrounding the game viognthe favored teanp(< .05,
see figure. ). The interactionsf activity, motivation and affectiobetweentiming
andgame outcomevere significan{F(1, 9) =12.89, p < .01; F(1, 9) =10.89, p < .01,
andF(1, 9) =7.22, p < .05; respectively; seEigure 261 2-8); the main effect othese

emotionsshowed no significance.
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Figure 2. The outcomes of two-way ANOVAs of positive emotions. "p < .05;
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“p<.01;""p<.001

Based onRussel (1980) and Watson and Tellegen (19@B)emotions that

showed significances were classified into categes as follows positive/strong

emotions(excitement delight, activity, and motivation), positive/moderate emotions

(refreshment pride, and affectior), a relatively neutral/strong emotiofsurprise,

negative/strong emotions(anger and hostility),

negative/moderate emotions

(dissatisfaction and discouragement) and negative/weak emotion&epression,

tiredness, andnxiety)
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Discussion

In the game that was lost (vs. Netherlands),discouragement and
dissatisfaction weresignificant. These were negatiliraoderateemotionsand were
aroused as result of losing the game This replicates the resultd previous studies
(Hirt et al., 1992; Kerr et al., 2005; Sloan, 1P89There was an interactioof
hostility and angembetweentiming and game outcomeThese arenegative/strong
emotions therefore it was clarified that eacbf theseemotionschangeon the basiof
game outcome. However there were no significanmain effecs, and posthoc
comparisons revealed no significance; furthermaiteere were some positive
descriptionsof the lostg a me , such as AThey were able to
AThey s howapmhn lgsuaganstdhe Netherlands by one goal; however, as
there was still a possibility to go to the second roumastility and anger which are
regarded as strong ndéy@ emotiors, didnot show strong significance Instead the
relatively weak negative emotions afscouragementand dissatisfactionshowed
significarce

On the other handdelight and excitement which are regarded as
positive/strong emotionsyere shavn to havesignificantinteractiors and main effes
andtheyalso showed significarthanges between time pointsposthoccomparisons:
delight showedespecially strongsignificance compared to any other emotioim
addition, surprisealso beame elevatedafter the gamesome @scriptions of these
feelings i ncl udwhdthisighmew aosr ifinhp rweasIherddereé,i g ht e d .
the Japan vs. Denmark game clearly aroustedng emotionssuch asdelight and
excitement These resultsupportthe ideathat watching spostis experientialand

accompanied by strong emot®sauch as excitement and delight (Yoshida & James,
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2010). According to the definition ofielightas aprofoundly positive emotional state
generally resul ti ngatiohs exaeeddd dova sargrising regi@es e X p ¢
(Rust & Oliver, 2000)the observation of delighhdicated thathe Denmark game
might have exceeded Japanegewer® expectatios. There was no clear causal
relatiorship between the observation of delight ane thct that the gamexceeed
viewerexpectatios because we did not estimate subjéeipectatios; however the
Japaeset e amo s r epuWald Cupwas natgoot, handshey were not
expected tcadvanceto the second round. Certaindescriptonss uc h as il coul
imaginethattheywould winby a b i @ndim@ h suipriséd me by scoring a
goal in the early stag®f the gamet hat was b ey o niddicatethatdhepect at |
outcome of the game was beyond their expectatidhoreover, Oshmni and Harada
(2010) insisted that one of tle®urces ofdelight in watching spod is success from
overcoming some inferiority Thisindicates thathe Japaeset e amdés success,
might nothave beerexpected, mighhavedelighted viewers and mighbe one of the
factors stimulating overwhelming vienshiprates.

Tirednessand anxiety, which are regarded as negative/weak emosipboth
showed interactianbetween timingand game outcome Though depression did not
showany interactiors, after the game aslost by the Japanese tearmhshowed main
effects of game outcomandprovedstrongerin a posthoccomparisongepressioralso
showed asignificant main effect ogame outcome On the other handgfresiment
was stronger aftethe gamewon by theJapanese teanctivity and motivaion each
showed interactiobetween timingand game outcomeéndicated that after the game
was won by the Japanese tearpositive, energeti@ndmotivaional emotions rkated
to psychological healthvere strongerand n@ative and depressive emotgisuch as

depressiontiredness andanxietywere weaker. After the game lost by the favored
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team these negative emotions were strongdiherefore after watching the Demark
game subjectsmay have experiencedeustress maotation, which is one of the
spectatomotivatiors mentionedoy Arthur (2006)

Pride and affection,which areregarded as relatively positive/weak emasion
bothshowed interactismbetweertiming andgame outcomeoride showed particularly
significant main effecs of timing and game outcomeand was stronger afterthe
Japanese teamon. Subjects described their feelings in a number of waysh agi |
am proud of bndfiTmedapakseieannpeoged that Japan caompete
with the leading natios in the worldo indicating that national pride was awakened
afterwat chi ng t he Thsaesultoditaiesthat peaplenfeel proud of their
country when they are watching smofFunk et al., 2002). The fact thataffection
(which means affecteyemotion to somethingvasstrongerafter the matctit indicates
that affective emotion teard theJapanese team or some specific player migght
aroused.

Based on these results, there wéiféerences inemotionaccording togame
outcome andtiming: positive emotions wergenerally stronger after a win, and
negative emotions were strongdter a loss. Hwever as not all emotions showed
significance Hypothesis 1 wasenly partially supported. On the other hand, aglight
and pride significanty increased after a win but showed significanceafter a loss

Hypothesis 2 was supported.

Conclusion

This studyexperimentallyfocused on and classifiedthe emotions aroused
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after watching 2010 FIFA World Cup gamesThese emotions were classifies
postive/strong emotions (excitement delight actiity, and motivabn),
positive/moderate emotions(refrestment pride and affection), relatively
neutral/strong emotian (surprisg, negative/strong emotiongnger and hostility),
negative/moderate emotioifdissatisfactionand discouragemeit and negative/weak
emotions(depressiontiredness,and anxiety). Viewers experienced wide range of
emotions bothpositiveandnegative, in this studythese results correspond with those
of Holt (1995). Delight was especiallygtrongerafterthe gamewon by the Japanese
team; therefore, delighthay influence viewespsychologicalstate more tharany
other emotion. The facts thafpositive, energetic, motiti@nal emotions réated to
psychological healttwere stroger and negative and depressive ematisach as
anxietyandtirednesswere weakesgfter a winverified thecommon claim thai s por t s
make people energeticthis could quantify the benefit of watching sportsThis
outcome is valuable becau$ew previousdata describe therelationship between
psychological health and watching spgort

Our investigationinto spors consumer behaviofrom the viewpoint of
emotionsis valuable because of the scarcity of data that can be collected on a
megasporting event heladnly once every four years. Moreover, we classifiethe
emotions arouselly watching spos into categaes via experimentainvestigaion,
andwe took anew perspect®, verifying that emotionsuch as delight and emotions
connotingpsychological healtivere arousedhile watching spog

The limitations of this studysurround theexperimental stimul In this
research, live soccer gamen television vereused asexperimental stimuj however,
when a live game is used, the subject is not able to wagchame game again in the

same framef mind. Therefore, it is impossible to restage the same visual stimulus.
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In this study, although thgameswon and los by the Japanese team were used as
independent variables, we cannot determine perfectly whith pathe gameaused
the subjecté r e a clt otheemgords, it is difficult to determine whether they
reacted to the whole game torthe gamé sutcomeetc Therefore, the outcome of
this study cannotbe applied precisely to other games, samples, or other areas.
Consequentlythe reasearchers of this studged tofurther investigae this topic by
researching other games and other samplEarthermoresubjects were not assigned
randomly andthere was a control group. Though wide ranges of emotional chasge
were observed in this studyhe reasearchersannotgeneralize the outcomef this
study and thereforewe need to investigate more samples angrove ourresearch
design.

Consideringthe samplig method, the issues with thexperimental stimul
and the need testimaé spectator expectatisrbefore the gameour experimental
protocol can bemproved in future studies Further research must also be conducted
to investigate gender differencesthivrespect to emotional change and to examine the
effects of changs in experimentatonditions; for example, the studgpuld be divided
into games watched alone or in groups, or physiological measurement metiititls
be incorporated Such studiesnay verify the emotions aroused by watching sports
and the specifiaspects of sporthat arouse emotiorso thatthe emotions influencing
satisfaction and intent to «gatchgames can be identified This informationwould
contribute to the understanding thfe behavior olports spectatey particularlythe
psychological aspectthereof and could be applied in marketing and management

strategies.
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Indicators Development for Being Happy Workplace

Organization of Sports Authority of Thailand

Abstract

This research on Indicators Development for Being Happy Workplace
Organization of Sports Authority of Thailand was aimedlipdevelop indicators for
Happy workplace organization of Sporfsuthority of Thailand ,(2) investigate
consistency of indicator modules for happy workplace organization of Sport Authority
of Thailand created from theory and empirical data. Samples were 1,231 officials of
Sports Authority of Thailand from all regionaté central offices. Questionnaires were
used to assess and operate all 8 facets of health which developed from the concept of
Office of Thai Health Promotion Foundatityy using the % technique of analysis on

confirmative factors with LISREL program.

Research results showed that the first three orders of indicators for Sports

Authority of Thailand to be happy workplace organization were; Happy Sotigfy (

0.81), Happy Familyl(y,= 0.80) and Happy Brain {5 = 0.68) respectivelylhesocial

factor with the highest value of el ement w
i nloygo£ 0.59), family factor with the highes
occurred in the workplace, family member will be informed and support witls a&\d

(ly7= 0.59), and brain factor with the highe
trying to improve yourself to Igse=0dr)of essi o
and AYou pay attenti onlystz=d05¢9.ai ni ng more kno\

Keywords sport organization, Indicator for happy workplace
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Essential of the Problem
AHU ma n resourcesao become i mportant and es
fulfillment of each organization, there should have participation from competent
workers. Being hidden behind the fulfilment is happiness of employee both at his

work and in hidiving.

Factors of happiness consist of 4 main aspects i.e. Mental iS@atestate of
happiness or suffering by perceiving self status of health, physical sickness which
effects to mental status and mental sickness, the second aspect is Mental Capacity
mental capability to deal with people and problems in order to live happily, the third
aspect is Mental Qualitya positive characteristic of mind applied in living profitably for
oneself and society, even sometimes he can devote his own property ness@nd
the fourth aspect is Supporting Factoa factor for mental health enhancement which
related to family members, communities, works, incomes, religions, personal believes,
working capabilities, a long with surroundings and the feeling of sedaurtves and
properties. Thus, working with happiness of employee indicates good character in work
which also needed for organization. Being a happy worker shows happy mental condition
which can help in development of his own life with value and meaanagit is an
efficiency enhancement for him to be more perfect in both physical and mental health and
finally more productivity in his own duty.
One can see that present Thai society pays more attention to happiness by
considering from the fONational EEonomic and Social Development Plan (255555
B. E.) focused on Asustainable happiness 1in
economyo pronounced by His Majesty ( Offic
Board, 2553 B.E.) including various organiaas and networks heading forward to
create more happy and healthy state for people as creation by Department of Mental
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Health ,Thai Happiness Indicators, for self happiness assessment ( Department of Mental
Health 2544 B.E. 1) in order for Thai peopbeknow level of happiness by themselves
including to be a guideline for good mental health enhancement of Thai people in
everyday lives as nowadays Thai people are increasingly facing with mental health
problems.

Humans as social animals have to livehvaach other and happiness is requisite for
them to feel of self fulfillment, self adjustment and living with good quality of live.
(Luckasson ,1990 A.D.,212) At the same time, human will mostly take up their time at
work therefore creation of happinessvatk is an important factor in order to run their task
smoothly. It is obvious that a happy worker can create product with both quality and
guantity bringing creativity and innovation, decreasing stress and conflict in the workplace
which will enhance thprogress of organization. (Janya Dasa, 2552 B.E.)

Happiness at workplace is being longed for by every employee in an organization,
because working at happy workplace as in heaven, he can feel a certain tie as his second
home combined with working withoy and paying attention at work with full of
capability. (Ruamsiri Menapothi, 2550 B.E.)

Reason of spreading of the trend for happy workplace creation in Thailand came
when globalization had brought severe competition in both private and government
secobrs including living in everyday life which brought stress in workers and ruin their
mental and physical health. Problems from those factors affected directly to workers and
organizations. The truth was various operational problems occurred e.g. sepangdion
groups, boredom at works effected to productivity of works as a whole

Issue of creation happiness in workplace was aimed in many organization to try to
take up for quality working. From the above mentioned problems, Office of Thai Health

Promotion Foundation has operated the project of policy development for healthy
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organization enhancement for private and government sectors which aimed to develop
body of knowledge policy and to run networks of health promotion for workers focused
in organizationrwho were key persons in family, organization, community, society and
nation. (Office of Thai Health Promotion Foundation, 2553 B.E.)
Sports Authority of Thailand (SAT), the national sports controlling body, is
functioned to promote , support and erdesports of the nation for Thailand to be one of
sports leading country of Asia by focusing on simultaneous and full circle sports
development programs advancing to sustainability in  sport. Besides sports development,
Sports Authority of Thailand also ym attention to effective human resources
development. Comparing between plenty of mission and limit amount of work force,
SAT6s staff are key forces to drive organi
forward to simultaneous and sustainable tspdevelopment for the nation to be able to
compete with other civilized countries and finally brining fame to home country.
This research is aimed to develop indicators for being happy workplace
organization of Sports Authority of Thailand by applyihg £ technique of analysis on
confirmative components and to carry on the research result for organization development,

enhancing living standard of its staffs being able to work with proud and full ability.

Objectives
1. To study factors which leaccth avi or of SATOs staff bei
organization.
2 . To develop behavior indicator as bein

staff.

3. To create a model of happy workplace management for SAT.
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Area of the research

Samples of the study adévided into quantitative research method collecting from
SATOs staff of 12 departments or of fices
gualitative research method by dept intervi

Time frame of this studyifrom July 2011 July 2012 .

Research Definitions

1. Happy Body means healthy with strength both in body and mind, originated
from when organizationds staff Ivehapply how t o
appropriated to their gender, age, situation and financial status.

2. Happy Heart means good heart with kindness to each others. It comes
when the staff treat each others heartedly, knowing their functions or role such role of
boss and factions of subordinates , role of father or mother and so on.

3. Happy Moneymeans spending money properly , knowing how to save and
spend avoiding debt creating. It comes from when people in organization are able to
handle with their income and expendguliving properly by themselves with knowing
how to get and spending money

4. Happy Relax means relaxation by knowing how to relieve from surrounding
strain. It comes when people in organization to how to balance between work and
relaxation.

5. Happy Brain means getting more knowledge by knowing how to develop
oneself from time to time, leading to be professionalism and stabilizing progress in
working. It come when people in organization try to develop themselves forward to

reach professionalism andady to learn from their jobs/duties continuously with
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disciplinary, punctuality and willing to teach coworkers.

6. Happy Soulmeans equity with religion faith and moral in living dalily life. It
comes when people in organization gain basic morality ofingtiogether in team with
endurance, moral fear and shame to conduct sinful behaviors by themselves in addition
with loyalty , unity and kindness to each others.

7. Happy Family means good family by living with worm and stable family. It
comes when peoplof organization live with worm family and good surrounding by
morale support from family member which effect to willing to work.

8. Happy Societymeans good community by bringing unity and mercies among

people of workplace or living place.

Literature Review

Findings in several a theory of human resources management were creation of
higher competency for staff which can help organization to fully bring about effectiveness
and efficiency. Ideas of human resources management can be classified into pgo grou
i.e. humanism and managerialism whereas in practice they integrally can be combined.
Objectives of human resources management come from the aims of organizations which
contain absolute manner in themselves but relative manner with control factors such
management policy of organization. (Sombat Kusumawalee ,2553 B.R). Fmerging
of such concepts as principle based organization, productive organization, adaptive
organization ,living organization or learning organization, including idea of human in
organization e.g. core competency, talent management, they all are propositions of
inquiry on bringing virtue and versatility from human into play in the organization. But
cruci al part which may be ignored in weste

happyo, to take up it as the second home of
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As people spend at least87hours at work per day or one third of 24 hours of
their daily live and with deduction 8 hours in bed, they obviously take up half of their
waking life at work. If peoplare not happy at work, so they are not happy for half of
their lives which result other facet of life unhappy too. Happiness enhancing at work
is necessary, not only it can make life happy but it can result satisfactory and efficient
job also, bringing atut progress in duty and proud of staffs themselves including the
progress of organization.

Carrying on literature review, researcher found scholars and academicians
defined Ahappinesso into several di mensi on
socidy e.g. happiness is joyfulness, ecstatic and comfort. (Wit Tiengboondham 2541
B.E.:406). Many philosophers said that happiness meant the highest virtue. It has
connection with intellectuals, social versatility and family support. (Mathavadee
Udomthammanuap 2544 B.E.:111). Happiness is mental and physical satisfaction,
being employed ,well being, healthiness and being connected with close
friends.( Saguan Suttilertarun 2545 B.E. :354).1t is happy living resulted from being
able to carry out problems of idalife with capability to foster himself to better life
including virtue in mind under changing circumstance. (Apichai Mongkol and parties
2544 B.E.) Happiness can be classified into 2 levels i.e. human level explained as
physical and mental healthinesscluding intellectual and social ,social level
explained as combination of social development by paying attention to development
of cultural , religion dimensions in society together with national development.
(Wacharee Poomthong, 2548 B.E.:30)

While foreign scholars also giveimilar definition suchhappiness is related to
satisfaction in life. Feeling of happiness leads people to believe that living is satisfactory

phenomenon. (Wood and Wood 2000:315). Happiness is mental bliss or subjective well
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being comprised of more positive mood condition than negative onesaiifaction in
life as a whole. (Morris and/aisto 2001:413). It is positive mood and feeling comprised
of mental tranquility with joyful and satisfactory activity, while happiness fdiomal
figures is overall living quality whose they were satisfied with.(Ortega et al.2003)
Happiness is a constant positive feeling such gladness, interest and proud which cover to
life satisfaction, less negative feeling e.g. sadness, anxiety, angsg Whce resulted from
ot her peopleds provision. (Di ener et al
comprised of two aspects i.e. overall satisfaction and occupied satisfaction such as job,
family and self.
(Diener et al.1999)

From those concegqtit came to the conclusion that happiness at individual level is
characterized as satisfactory people with mental and physical condition, positive feeling
including joyfulness, gaiety, delight, comfort, satisfaction, feeling of being importance,
closingwith trusted friends ,being able to handle in life, having capability to self develop
for better quality of life together with mental goodness under changing social and
environmental conditions showing continuity of awareness on the tempo of life of overal
events in life which express the perfection of life.

Types of happiness from the study of Plotnik (2002:366) can be divided into 2
aspects i.e.

1. Moment Happiness a short term happiness such as going to cinema, good
moment of life, smiling, laughmand so on.

2. Longterm Happinessi a longterm satisfaction such as feeling of
involvement in working relations and satisfaction in life, originated from following
factors;

2.1 Nurturing factor in the pasit was found that nurturing in the past has
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significant relation at high level with happiness rate, resulted in knowledge perceiving
development and characteristic of each individual.

2.2 Individual factor or surrounatysi it was found that longterm happiness was a
combination between attempts of comparative individual involvement .Each level of
happiness was resulted from satisfaction in several events

Moreover, Plotnik (2002:366) mentioned on increasing levieingfterm happiness
comprised of creation and focusing on individual achievement ,close relation with friends,
aim, nice behavior and optimism.

It is quite complicate to concretely measure happiness because of different level in
social and individual coakts .Sample of data collection for happiness indicator of
Api chai Mongkol and parties (2547 B.E.) <co
Health Indicator ,Development and Testing (TiWB4l.complete edition) created from
Thai Happiness Indicators (THI6 6 ) 6 by | iterature reviewing
Buddhism, academics, common people and its finding was that happiness and mental
health were the same in Thai social context (Pinich Fahamnuaypol (2548 B.E.) by
syntactical  indicator measurement appiness which consisted of 3 levels of element
i.e. (1) physical health level (2) Mental health level and (3) social level. However, from
analyzing, some proper indicators were dismissed. Rossarin Grey and parties (2549 B.E.)
mentioned that level of happ@ss depended on many elements. There are 2 types for
creation of plural element sindicafareasurement);

1. To create from various elements and combine them to composite index.

2. To create from common feeling by single question then to considsdethents.

Both types were founded in Thailand. For the first one, Yongyuth Kajondham and
parties (2534 B.E.) collected element data of happiness then calculated the weighted

mean of each element by participation of the studied samples. It revealedcthat ea
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element had different weighted mean. Board of National Social and economic
Development Committee calculated Thai well being composite index the same from
various elements, but weighted mean was equal. For Human Developmerit Didafk
UNDP,both types @re used (Irara and Gil,1999). Using single question for the second
type, Institute of Children and Family Development (2548 refered to Rossarin Grey and
parties,2549) carried on the study of family well being by questioning on level of
happiness from-10, while in western world paid attention only to single question (Hird,
2003 and Veenhoven,2006) with different level of happiness frésn 4nd 0-10 for one
guestion e.g. How Satisfied Are You With Your Life, All Things Considered?. The answer
would be 4evel from most satisfied until not satisfied at all. (Kohler et al., 2005)

At organizational level, the Thai Health Promotion Foundation (2553 B.E.)
created the concept of Healthy Organization. For more easier, they called Happy
Workplace which referreds the process to strategically and objectively develop
people in organization and in accordance with its vision in order to be ready and
capable for changes which can lead organization to sustainable growth. Findings from
organization carrying on thdappy Workplace were;

1. It increased job quality, productivity, innovation, performance growth and
efficient teamwork.

2. In moral facet, staffs were happy in organization, positive attitude at work,
enhancing life skill ,confident feeling to orgaation resulted in safegnd better living.

3. It created connectedness and loyalty, mutual understandivgpykiog for lively
organization leaded to sustainable growth of the organization.

I n the Sports Authority of Thailand by th
key body to enhance sports to elitism and professionalism for Thailand to be sports

| eading nation in Asiao , it needs staffso

76



SMR /sian Sport Vanagement ~eview, 2012, 11
therefore, carrying out survey on happy workplace organization will be necessary device
for administrators to know direction and further to use it for mission and strategy

outlining .

Figurel. Research framework

Happy Bod Happyeart Happy Mon

Happy Rele Happy Workpl Happy Brai
Orgaxation of S

Happy Sou Happy Fam Happy Socit

Research Hypothesis

1. Healthy organization of Sports Authority of Thailand staistical significant
related.
2. Happy workplace organization of Sports Authority of Thailand is emerged from 8

indicators of healthy organization.
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Sample and Population

Population for this quantitative research were whole staffs working at Sports
Authority of Thailand (except governor) from overall regional and central offices. There
were 1,231 people. (Master Plan for human resources of SAT1225%4 B.E.) see
Tablel.

Table 1.Collecting Population

Working Group Population
Office of Governor 51
Internal Audit Department 8
Policy and Plan Department 43
Financial Department 51
Human Resources Department 36
Elite Sports Development Department 137
Sports Science Department 74
Sports Venue Department 44
InformationTechnology and Sports Academic Department 33
Business and Privileges Department 158
Professional Sports and Boxing Department 120
Regional Sports Department 476
Total 1,231

Creation and Efficiency Searching of Instrument

Questionnaire wassed as an instrument for this research created from literature
review and dept interviewing with governor and deputy governor of SAT. A questionnaire
was divided into 2 parts;

Part 1 Questions were related to individual information of respondents @asecho

only one answer.
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Part 2 Questions were concerned to happy workplace of Sports Authority of
Thailand in accordance with literature reviewing relevant to happy workplace and healthy
staffs of Sports Authority of Thailand with 8 indicators and 40 quesiadl together. It

was rating scale questionnaire with 5 degree witiméanings;

1 means most

2 means much

3 means moderate
4 means slight

5 means slightest

For result discourse, researcher measured an average from the score then
translatedby using probability function (Luan Saiyot and Angkana Saiyot, 2538 B.E.
p.100) of Bestdés concept (1977 r.Suchart
B.E.,p.68)

Maximumi minimum value and number of interval can be translated as follow;

4.217 5.00 means highest
3.411 4.20 means high
2.617 3.40 means moderate
1.817 2.60 means slight
1.007 1.80 means slightest

Creation and efficiency searching were divided into 2 parts; at first, searching fro
i nstrument 6s ef fi ci atrvalidity avaysis frono 5 ekpedsttherd by ¢
validity by wusing internal consistency metHt
from analysis results was questions were valid with content at intervai A.@® and
data validity at 0.72 0.96.

Collection
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Questionnaire created from literature review and dept interviewing with
administrators of SAT were sent with request letter for data collection from the Project of
PhD. Curriculum for Sports management to Sports Authority of Thailand for
distribution to samples. A period of two weeks were expected to answer then following

up was conducted by phone and collecting by self researcher.

Research Result

Part 1. Data based statistics descriptive analysis was used to understand
characteristic of the sample group

Researcher used statistics analysis with percentage for qualitative variance and
mathematics average , standard of deviation were used for quantitatia@ce.
Analytical result were: most of respondents were male ( 54.67 %) , bachelor degree
(69.46 %), single status (53.70 %), working experience more than 12 years (25.67
%),casual employee (50.45 %), average age at 36 years old, average income at

32,532.32 bahtand most othem had no congenital decease (85.54 %).
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Table 2 Feature of Sample

Variance Frequency Percentag
Sex Male 673 54.67
Female 558 45.33
Education Under High Scho 21 1.71
Under Graduatec 20 1.62
Bachelor 855 69.46
Higher Graduate( 335 27.21
Status Single 661 53.70
Married 517 42.00
Widow/Divorce 53 4.31
Working Experienc Less than 1 Year 72 5.85
1-3 Years 191 15.52
46 Years 234 19.01
9 Years 223 18.12
1012 Years 184 14.95
More tHEZY ears 316 25.67
N/A 11 0.89
Function Temporal 397 32.25
Employee 621 50.45
Chief 103 8.37
Administrator 87 7.07
N/A 23 1.87
Income Adequacy Adequate with Surp 242 19.66
Adequate with  Nc 460 37.37
Inadequate with No 146 11.86
Inadequate with [ 368 29.89
N/A 15 1.22
Do you have congenital 1 NO 1053 85.54
Yes 167 13.57

N/A 11 0.89
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Variance Frequency Percentag
Ag¢n=1,122) min (mean) 22 36.25
max (SD.) 72 8.56
Inconfie=1,064) min (mean) 7,300 32,532.32
max (SD.) 386,000 30,791.76

Part 2 Happy Workplace Indicator of Sports Authority of Thailand

From result of analysis, conclusion made from assessment of 8 healthy organization
aspects of SAT was at high level (mean = 3.67, SD = 0.84)thiildehighest aspects
from the assessment were Happy Heart (mean = 4.24, SD = 0.68), Happy Brain

(mean =4.16, SD =0.72) , Happy Family (mean = 4.05, SD = 0.84) respectively

Table3Concl usion of 8 Healthy Aspects of SATO

Result
No Factors Mean SD. Assessment
1 Happy Body 3.28 0.88 Moderate
2 Happy Heart 4.24 0.68 Highest
3 Happy Money 2.85 0.99 Moderate
4 Happy Relax 3.60 0.84 High
5 Happy Brain 4.16 0.72 High
6 Happy Soul 3.73 0.84 High
7 Happy Family 4.05 0.84 High
8 Happy Society 3.47 0.90 High

Healthy Status 3.67 0.84 High
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Part 3 Hypothesis Test with the # Confirmative Component Analysis and
Pearsonds Coefficient Correlation)

Researcher conducted hypothesis destelationin between 8 happiness of Sports
Authority of Thailand in addition to use aforementioned data to investigate whether the
gualification were consistent with technique of linier relation analysis by score testing of
Pearsonos C oatidn fbefare then secon@ dOrdere Factor analysis. Such
investigation was examined to protect the problem of multicollinearity. In case any
independent pair variance had relation score exceed 0.80 , there should have problem at
plural linear combination whic affected regression equation and result of data

analysis would be error.  (Nongluk Wiratchai , 2542 B.E18)/

Table 4 Result of Variance Correlation Sore Test

HBODY HHEART HMONEY HRELAX HBRAIN HSOUL HFAMILY HSOCIET

HBODY 1.00

HHEART 0.26° * 1.00

HMONEY 0.36 * 0.15 * 1.00

HRELAX 047 * 033 * 039 * 1.00

HBRAIN 023 * 053 * 014 * 033 * 1.00

HSOUL 033 * 038 * 024 * 03 * 046 * 1.00

HFAMILY 0.23 * 047 * 033 * 04 * 04 * 039 * 1.00

HsocleT 037 * 028 * 034 * 044 * 034 * 037F * 047 * 1.00

Mean 3.28 4.24 2.85 3.60 4.16 3.73 4.05 3.47
SD. 0.54 0.49 0.71 0.62 0.58 0.62 0.62 0.54
**Sjg. < 0.01

It was found from Table 4 that all variances had relation without multicollinearity
error because non of them had pair relation exceed 0.80 ,so it was possible to further

conduct the second orders factor analysis.
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Moreover it was confirmed to hypothesighat healthy organization of Sports
Authority of Thailand had relation with statistic significant at 0.01 level. Further was
presentation of the first orders factor analysis result and the second orders factor
analysis result with Taé 5 and figure 2 respectively

Table 5 The first orders factor analysis for happy workplace of Sports Authority of Thailand

No Factor ly t-test R?

1 Happy Body 0. 58 7.55* 0.37
2 Happy Heart 0. 65 7.58* 0.44
3 Happy Money 0. 40 11.55* 0.17
4 Happy Relax 0. 61 13.58* 0.39
5 Happy Brain 0. 68 11.56** 0.45
No Factor ly t-test R?

6 Happy Soul 0. 52 9.71* 0.40
7 Happy Family 0. 80 10.04**  0.59
8 Happy Society 0. 81 9.72* 0.54

Chi-Square=5 7 3 3 df 3649, @-value=0.00000, RMSEA=0.D 7
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Figure 2 The second orders factor analysis for happy workplace of Sports Authority of

Thailand
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Analysis findings showed that happy workplace of Sports Authority of Thailand
emerged from 8 factors of health organization, so it was confirmation to hypothesis 2.
Considering for each indicator ,the first three indicators indicating happy workplacerts Sp

Aut hority of Thail and were: Happy Society

Happy Brain(ey8 = 0.81) r espeaonvaisv dilby.i nTgh eh al
pl ace of l' ivingo(ay82 = 0.59) ,adfiamgi Iwa sf afcv
problem occurs in working, awareness and a
0.59), and |l earning factors with highest r

be professional at wor ko i(reg/5i2n =ex0t. r5a& ) | eaarc

0.57). The slightest factor | oading rate w
slightest score of the second order factor
by not being extravagant with moriey ( 2y 35 = 0. 43) .

Result Presentation

It was found from the analysis result that all indicators for happy workplace of Sports
Authority of Thailand were exist in accordance with the concept of Thai Health Promotion
Foundation. Each factors were -i@ated and unable to be separated, moreover, from
research result, distinctive points of Sports Authority of Thailand were Happy Society and
Happy Family regarded basic factors for Sports Authority of Thailand being strong
organization in accordance with JintaBantiwongwet (2547 B.E.) who recommended that
having good friends, good swoworkers and good family was a foundation for further
i nner happiness. It meant to peace in onedo:

of the matter surrounding witintellectual happiness, and Pradhammapidok said that

happiness came from outer components such as social and financial stability, cordial family
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and healthy which led further to happiness as being moral ,concentrated ,feeling of
sufficiency, not greedy Besides, happiness happened from social and family factors would
lead to level longerm happiness which comprised of emerging and intention to self

accomplishment, close relation with friends, nice behavior and optimism. (Plotnik 2002)

Recommendations
Policy Recommendations

1. Sports Authorityof Thailand should take up the research result to develop its
strength which happened from good social factor, good family and learning staff to further
creative development and open the door to surrounding community to be more able to take
part in its atvities in addition to promote staffs to get more education which will be
profitable to organization further.

2. It is contended that happy workplace indicators of Sports Authority of Thailand are
significant related, weak point with slight in weightaimposite is still important for Sports

Authority of Thailand to pay attention to such as Happy Money (without debt) which shown

slightest score of second orders factor of
in life by not being extravagnt wi t h moneyo. Such research
from descriptive statistics in @A Your inco

~

but not enough for savingo(37.37%) and di
function forsports Authority of Thailand to carry on development of compensation system

and welfare to be inline with changing condition in current social context.

Recommendation for Further Research
1. This research is cross sectional study conducted in some period of time. Any

interested person is able to study the module in feature of longitudinal studies and understand
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research structure more clearly.

2. The aspects presented are indicator dewedop for happy workplace of Sports
Authority of Thailand in accordance with the concept of Thai Health Promotion Foundation
only and still lack of dimension of study with other independent variances such as
connectedness to organization ,good member adnizgtion which can be conducted in

structural variable study then likely dimension of study get more closely to reality of context.
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Functional Competency Model in Sports Science

Personnel of the Sports Authority of Thailand

Abstract

The functional competency of the Sports
personnel plays an integral part in theldatr i t y6s sports devel opme
competency is also a factor contributing toc
full of changes. This research aimed to identify model of functional competency of the
Sports Aut hor i ttsyscieade pefsbnadl. | Eherdsg@éaches gdopted a mixed
methodology, combining a qualitative with a quantitative technique and using the
triangulation technique for data attestation. The sample subjects consisted of sports
science scholars, Sports Sciendeiglon administrators and personnel, and athletes and
coaches from sports associations in pursuit of excellence and professionalism. The
research instruments were an interview form and questionnaire, both of which were
approved by 5 experts.

Basedontt application of Mc Cl el andds conce
functional competency of the Sports Authori
major finding is as follows. [®rts science personnel were supposed to possess 3 major

areas of compgency: (i) knowledg® of the professional field and of managerial
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principles; (i) skill® in putting knowledge into professional practice, in using languages

and in using the computer; and (iii) qualities or good professional conduct.

As this research foses on professional conduct, important recommendations

are as follows. First of all, for the organisation to fulfil its goal, it is necessary that its

sports science personnel be loyal to their profession. Next, they should possess creativity

with whichto create sporiselated innovations. Also, they must possess communication

and coordination skills. And lastly, they must take full responsibility for all their

assigned tasks, so that Thailand will be able to develop sports at all levels and be

recogns ed as one of Asiabs sports | eaders.

Keywords:competency, sports science personnel, Sports Authority of Thailand
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| ntroduction

At present every organisation is being challenged by economic, social, political and
technological changes. For tmesason, the personnel working for each organisation need
to search for various strategies to cope with such changes. Both the state and private
sectors have also adapted themselves accordingly, such as by using different instruments
for measuring or evahtive purposes and by specifying plans and goals for each
depart ment . Such adaptation affects the or
them to improve their performance and help their organisation to survive, overcome its
obstacles and fulfiits mission. According to Bhuwithayaphan (2008), competent and
high-calibre personnel not only performs duties effectively but also helps prolong the
organi sationdés existence. This view confo
Oor gani s adniresaurées pldy amimportant part in its efficiency and success. In
the view of Kaplan and Norton (1996), although humans are an intangible asset, they a
lead indicator of an organisation. Therefore, humans are the key success factor capable
of propeling the organization towards achievement through its strategies.

The application of the concept of competency to humegonurces management has
risen due to the belief that this concept can enhance several aspects ofrésooaces
management, namely, redment, development and task management. That is to say,

recruitment on the basis of skills and specialisations in a particular line of work, as was an
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earlier custom, is not sufficient; mor e emp
self, naméy, his/her values, attitudes and personality. According to Bangkok Institute of
Government Officials (2006), the concept of competency is a new concept in
humanresources management. In this concept, it is believed that in addition to
knowledge andintel i gence, behaviour is also a factol
as a psychologi cal concept, regards that a
on his/her intelligence but also on his/her other qualities, such as motivation, mentality,
attitudes and emotional maturity. The application of competency as a means of strategic
development of humaresources management processes is an integration of
multi-disciplinary studies, to be used in search of talented management personnel and for
manag@rial, administrative and developmental purposes.

Relevant studies have been conducted both by foreign and Thai scholars. C. Bulley
and M. Donaghy (2005) study competency in terms of sports physiology.
James E. Zachazewsldt al (1994) publishedama i cl e titled &éCompet e
Study: A Description of Advanced Clinical P
a study by Remual Nansuphawat and-@nong Wichaikham (2008) on leadership quality
in graduate nursing students shows thatdksired competency in each vocational field
consists of three major elements: (i) knowlellgd the professional field and of
managerial principles; (ii) skilés in putting knowledge into professional practice, in using

languages and in using the computemd (iii) qualities or good professional
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conducd including honesty, faithfulness to tasks assigned and commitment to

responsibilities. As stated previously, competent people are generally knowledgeable,

highly skilled, highly able, learningriented, higply responsible, enthusiastic, helpful to

colleagues, determined to deliver highality performance to accomplish tasks and keen

on improving and developing themselves. Such professional qualities are in great

demand in most preseday organisations.

Int he context of sports, sports science |

performance in all countries of the world. Consequently, many sports organisations in

Thailand have woken up to the importance of sports science and adopted it to enhance

mored hl et esd® performance. However, the mai

sports science has thus far been rather ineffective and unpopular.  Although the causes of

such shortcoming are many, one cause in particular is the inability to responatigeafit

to service recipientsdé needs due to shorte

personnel. That is to say, most of the personnel exhibit a lack of knowledge, professional

expertise, positive work attitudes, unity and cooperation, motivatieh professional

enthusiasm. Besides, due to their inadequate understanding of professional growth in

their career paths, they are incapable of creating works and concretely fulfilling their

objectives. As a result, the use of sports science to enhénteaatt e s 6 per f or manc

been as effective as it should be, causing a decline in the recognition and confidence in

sports science careers.
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Therefore, sports science may not be appropriately developed unless there are
sufficient personnel who are truknowledgeable, skilled and expert in their respective
fields. Although many universities and institutions are currently producing sports science
personnel, the output remains far from sufficient, compared with the shortage and the
nationwide demand. Moieportantly, many of the personnel have not been assigned to
tasks relating to their fields of study, a condition preventing them from developing
profound professional knowledge and understanding and, as a result, from creating
publicly recognised works. To increase motivation and professional recognition,
therefore, competeneyand qualityoriented support and development are necessary for
such personnel, with an aim to enable them to produceduglity works in response to
the organi saneedsodagdalte® asmedvice recipient:

contribute to the practical development of sports.

Definitions

1. Functional competencyrefers to the elements of knowledge, skills and behavioural
gualities expected of sports science persorasetequired by their duties and stipulated by
their organisations as desirable qualifications. A person with functional competency is
expected to deliver relatively better performance and is likely to be supported to perform

his/her duties better and maa#iciently.
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2. Sports science personnelr e f er t o t he Sports Aut hor i
entrusted with sports science duties and affiliated to Sports Science Division. Their

principal duty concerns the application of sports science to dewatldptes towards

athletic excellence and professionalism.  Such development includes testing and

i mprovi ng at h,laealysing @nd procespirgtresearchydata, and providing

athletes and relevant stakeholders with sp@tsted services, such as safdigalthcare

and physical rehabilitation.

3. The Sport Authority of Thailand is a state eerprise under the Ministry of

Tourism and Sports. Its main responsibilgypromotion, coordination ancboperation

for the staging of sporting everdad activites, in accordancsith the strategy to develop

sports towards excellence and professionalism.

Objectives

The main objective of this study is to examine functional competency in sports

science personnel of the Sports Authority of Thailand.

Research Mettodology

In response to the set objective, the researcher adopted a mixed methodology,

99



SMR /Asian Sport Vanagement ~eview, 2012, 11

combining a qualitative technique of-depth interview with a quantitative technique of
survey research through questionnaires. Finally, the triangulation techraguesed for
data attestation and-ohepth examination of the data, as well as for correcting each type of
data, which displayed diverse features due to different means of collection.

The sample subjects for this research were obtained by specific sampling
Totalling 168 from survey , the subjects included sports science scholars, Sports Science
Division administrators and personnel, and athletes and coaches from 8 sports
associations.

The research instruments consisted of an interview form and a questeon
The interview form was used in sestructured interviews to elicit data. The obtained
data were then used to construct the questionnaire. The questionnaire was inspected by 5
sports science scholars for its content validity. It then was analygerms of its I0C
(index of itemobjective congruence) and reliability. Its internal consistency was
measur ed usi ng Cronbachos al pha coeffici
pilot-administered to a total of 30 nsamplepopulation respondents who westaff of
the Sports Authority of Thailand and athletes from other sports associations. This pilot
stage yielded a criterieda o mp|l yi ng Cronbachés al pha coef fi

the instrument could be administered to the sample subjects.
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Data Analysis

The data acquired were analysed using descriptive statistics for the purpose of
describing the features of mean and percentage. Then the data were analysed by the

LISREL for Windows programme for confirmed factor analysis.

Results

The research produced the following results.
1. The Sports Authority of Thailand is a state enterprise whose main duty is to promote
and develop sports towards excellence and p
Authority of Thailand is a principal oagisation responsible for developing sports towards
excell ence and professionalism, to make Tha
the Sports Authority of Thailandds operatio
emphasisinghe strategyof creating its image of service, operation and activity quality.
The organisation needs to adopt proactive methods in order to enhance the competency of
its personnel and of the organisation as a whole, to ensure good management and to
provide fast and@onvenient services according to the principle of good management.

Therefore, the&Sports Authority of Thailand is the major organisation responsible for

improving Thai sports internationals due to its wide range of readily available services,
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whether conaming athletes, training facilities or accommodation. Furthermore, the
organi sationdés Sports Science Division is f
instruments as well as personnel specially trained in each branch of sports science. Over

the years, the Sports Science Division has been implementing various sports science
projects in an attempt to develop sports towards excellence and professionalism. The

pri mary goal has been t o I mprove Thai at h
participde in sporting events as efficiently and successfully as possible.

It is universally agreed that effective development of sports depends on a
comprehensive system of sports science. At present, the Sports Science Division has
adopted a more proactive appch and employed sports science as an integral part of
enhancing the performance of athletes in many sports associations. The application of
sports science covers such important processes as selecting athletes and physical and
psychological strengtheninipr the context of each sport. Moreover, the Division has
also been focusing on developing bodies of knowledge relating to sports science in pursuit
of up-to-date sports innovations. In support of such pursuit, the Royal Thai Government
has allocated hudget for the renovation of the Sports Science Centre and Sports Science
Instruments Building, so that it will be a facility that provides athletes, coaches and sports
personnel with comprehensive services and operation in all kinds of sports, as avell as
centre for development and training based on sports science and technology principles.

All these are to fulfil the goal of sports excellence and professionalism.
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The Sports Authority of Thailand has a total of 1,231 staff members (as stated in the
maste plan for human resources, Sports Authority of Thailand, Z008). Of these, 74
are sports science personnel responsible for coordinating and performing duties relating to
the various fields of sports science, such as sports medicine, phisiologyicsliete
bio-mechanics, psychology, engineering and sports technology, to name a some. Their
ul ti mate goal is to help Thai sports intern
personnel (whether affiliated to the Sports Authority of Thailandaby to strive towards
physical and psychological fitness, and to improve athletic techniques and skills.

In addition, the Sports Authority of Thailand also collaborates with domestic and
foreign highereducation institutions, medical institutions and othgortssciencerelated
organisations. The Authority also provides medical examination, injury recuperation and
rehabilitation services and illness treatment for athletes, in conjunction with both central
and local medical institutions. The Authorityalcooperates with relevant organisations
in controlling the use of prohibited substances in accord with international regulations.
The administration of the Sports Authority of Thailand is divided into 3 divisions as
follows.

(1) Division of Sports Reseech and Developmentis mainly responsible for conducting
research in all spod®lated fields, such as sports medicine, physiology, dietetics,
bio-mechanics and psychology. The Division of Sports Research and Development deals

with 2 major branches of search: sports scientific research and other relevant academic
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and technological research for sports science.

(2) Division of Sports Medicine is mainly responsible for providing sports safety

services, medical examination and medical diagnosis for athletes The Di vi si onbo
services include radiography; batemical laboratory; dentistry; recuperation of
sportsrelated injuries; preventive and rehabilitative physiotherapy; medical, nursing and
physiotherapeutic staff; and medical staff to be stati@iesporting venues and at sports
associations. The Division of Sports Medi
services and treatment, physiotherapy and dental health.

(3) Division of Athletic Competencyi s r esponsi bl e f omentglr omot i |
and physical health and competency. The Division provides athletic competency testing
services conforming to all branches of sports science. Moreover, in conjunction with
relevant organisations and sports associations, the Division develops @mdtgy
sportsmenés physical competency by planni ng
and abroad. Another very important duty of the Division is to exercise control over the

use of prohibited substances in athletes and to educate stakeholdengreagrdive

measure against doping. The Division of Athletic Competency is responsible for 3 main

areas of work: competency testing, competency enhancement add@inti measures.

2. With regard to the functional competency of sports science persamagjualitative

and quantitative analyses revealed corresponding patterns.Spbines Science Division

is still in need of professional sports science personnel. The desired qualifications
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include high calibre, profound knowledge of each branch of sporsice and skills in
assigned tasks. The main qualities expected of sports science personnel are pride of
being sports scientists, diligence, determination and high sense of responsibility. Based
on the studythe functional competency of sports sciepeesonnel can be classified into

3 categories.

2.1 Academic competency This type of competency refers to knowledge of and
expertise in sports science principles and operational procedure of each branch of sports
science, for example, knowledge of the gibjogical system, anatomy and physiology of
physical exercise, principles of physical competency enhancement in athletes,
management and sports science research methodology.

2.2 Skill competency This type of competency refers to possession of skills and
expertise in using sports science instruments, giving sposcerelated counsel and
advice, EnglisHanguage communication, contacting and coordinating between
organisations, both within and outside tBgorts Authority of Thailand, using the
computerfor data compilation and processing, and management and administration.

2.3 Professional quality competencyThis type of competency refers to confidence and
pride in being sports scientists, high sense of responsibility, honesty, resoluteness,
professional tolerance, professional thoroughness, agility, dedication to the organisation,
consideration of the organs at i onos i nterests -mandedness, i ndi v

on-going self improvement, teamorking spirit and cooperation with parties both within
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and outside the organisation.

Conclusion

To upgrade the competency of Thai athletes to compete with fhmse more
athletically advanced countries requires not only commitment to training and competition,
but also knowledge of sports science and technology, which plays an important role in
maxi mi sing each athl eteds mentiahlthisalepedndsp hy si c
on one important factor: well developed and carefully selected sports science and research
professionald or functionally competent sports scientists. Such professionals are
supposed to possess 3 main types of competency: (i) academietennyp pertaining to
profound knowledge of the working of each branch of sports science; (ii) skill competency,
pertaining to expertise in performing assigned tasks, using sports science instruments and
Englishlanguage communication; and (iii) profesabgquality competency, pertaining to
desired characteristics expected of sports science personnel, namely, professional pride,
high responsibility, commitment to work, creativity and willingness to improve themselves
and their work performance.

Therefore,t he application of sports science a
competency and to upgrade Thailandds athl et

more effective if Thai sports scientists, who are tasked with enhancing the competency of
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athletesof all levels, are subject to fudicale development, particularly in terms of
professional knowledge and skills, towards greater professionalism. This will likely

result in more recognition of the image tife Sports Authority of Thailand as the

counts main body of sports scientists, whil s

developing athletes towards excellence and professionalism.
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Validation of the Revised ASCI Model in a Service

Industry

Abstract
American Customer Satisfaction Index (ACSI) has been empirically examined in a variety
of industries in tB US. However, the application on fithness industry is limited. Therefore,
this study empirically investigates if the revised ACSI Model is applicable in the context
of fitness clubs industry in Taiwan. Three hundred and seventy three valid responses are
cdlected using convenience sampling. Confirmatory factor analysis along with structural
equation modeling is performed for data analysis at the significance level of .05. Data
analyses indicate satisfactory validity and reliability of the measures indberprstudy.
Results demonstrate the Revised ACSI Model fits the data well. More specifically,
customer expectation positively predicts perceived value; customer expectation and
perceived value positively influence customer satisfaction. Furthermoremarsto
satisfaction positively affects customer complaints and customer loyalty. Additionally,
while previous research has been debated the relationship between customer complaints
and customer loyalty, the results of the current study reveal a positivatorréetween
customer complaints and customer loyalty, indicating that more customer complaints lead
to greater customer loyalty if the complaints are well handled. Finally, managerial

implications are provided.

Keywords ASCI, customer satisfaction, customer loyalty, perceived value, customer

complaints
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Introduction

The concept of consumer satisfaction occupies a central position in marketing
academia and practice. Satisfaction is a major outcome of marketing smtidiserves to
link processes culminating in purchase and consumption with postpurchase phenomena
such as attitude change, repeat purchase, and brand loyalty (Churchill & Surprenant, 1982).
The homogeneity of products and services has led to increasin@tnecarkpetition in
terms of price, service quality, and even customer satisfaction. Satisfied customers are
more likely to reveal higher repurchase intention as well as loyalty. Therefore, customer
satisfaction attracts r eReiehhaldc & Basserd 1920) t ent i
Fornell and Wernerfelt (1988) argue that market maturity and intense market competition
have led business organizations to allocate more resources in maintaining customer
satisfaction. Kotler (1997) further suggests that atmmgatiew customers costs five times
as much as keeping current customers. Therefore, businesses have to adtipd so
defense strategies, meaning that corporations have to increase customer satisfaction
(Fornell & Wernerfelt, 1988). AdditionallyMullin, Hardy and Sutton (2003) point out
that highly satisfied customers are the best sales forces, especially in the sport industry.
More specifically, around 70% customers in sport industry are recruited through being
referred by other customers. Moreover, itvishout doubt that repatronage of customers
highly relates to business financial performance, implying that how to satisfies customers
becomes critical. Relativelyf the number of consumers experiencing dissatisfaction is
high enough, such responses nteyve lasting effects in terms of negative image and
reduced sales for the firm (Richins, 1983).

The number of professional and well organized fithess clubs has emerged in recent
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years. It has been more than two decades since fithess clubs werishesdahl Taiwan.
However, the largest two fitness clubs went bankruptcy in 2005 and 2007, revealing the
unigueness of fitness club industry in Taiwan. Fitness Factory, established in 2006,
becomes one of the largest local fithess clubs in Taiwan with ricliea nationwide.
Fitness clubs industry is extremely servaxéented; therefore, it requires effective
strategies to maintain customer satisfaction. Furthermore, dissatisfied customers are more
likely to disseminate negative woead-mouth if their needsare not met, which may
impose harmful effects on corporate image.

This study is teempirically examine ithe American Customer Satisfaction Index
model (FornellJohnson, Anderson, Cha, & Bryant, 1996) is applicable in explaining the
fitness club idustry. To elaborate, this study is to investigate the relationships among the
antecedents of overall satisfaction, customer loyalty to fithess clubs and complaints.

Finally, the results provide fitness club practitioners with managerial implications.

Review of Literature and Hypothesis Formation

AmericanCustomer Satisfaction Index model

Fornell and colleagues (1996) mention that the nature of the current economic
systems is different from the past. Therefore, the measurement of the economic
performance neds to be changed from not only the quantity, but also the quality of output.
The American Customer Satisfaction Index (ACSI), a type of custorased
measurement system for evaluating and enhancing the performance of firms, industries,
economic sectorsand national economies, represents a significant step forward in the
evolution of national satisfaction indicators. It provides an independent and uniform
means of assessing the quality of what is consumed and produced in the economy. This

link is much neded in what we need to understand about the health of the economy and
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the individual firms that compete in it.

ACSI consistsof three antecedenend two consequences. The antecedents include
customer expectation, perceived quality, and perceived valué vie consequences
contain customer complaints and customer loyalty. Figure 1 shows the relationships
among the constructs in ACSI model. Howevéereé are no direct measures of the
efficacy of a firm's customer service and compkuandling systems, éhdirection and
size of this relationship reflect on these systems (Fornell, 1992). When the relationship is
positive, the implication is that the firm is successful in turning complaining customers
into loyal customers. When negative, the firm's complaamdling has managed to make

a bad situation even woget has contributed further to customer defection (Fornell et al.,

1996).

Customer

Perceived

complaint

quality

Overall
customer
satisfaction

Perceived

value

Customer

Customer

loyalty

expectation

Figure 1: ACSI Model

Source: Fornell, Johnson, Anderson, Cha, & Bryant (1996)

The ACSI model had been tested in the brand Lexus of the automobile market in
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Taiwan. In Lexus case, researchiensnd the model needs to modified from the ACSI (Yu,
Wu, Chiao, & Tai, 2005), revealing that the applicability of the ACSI model varies from
industry to industry. Therefore, the aim of the current study is to examine the applicability

of the ACSI model irthe sport market in Taiwan.

The Antecedents of Customer Satisfaction

Kurtz and Clow (1998) argue that customer expectation is customer beliefs toward
how service should be presented before service actually is performed. Parasuraman,
Zeithmal and Berry(1985) suggest that the following sources contribute to customer
expectation: woraf-mouth, personal needs, past experiences, and external
communications. Purchase motivations and behavior occur when customers are exposed to
product/service image and arfmation. Satisfaction and positive weséimouth emerge
when actual performance of products/service exceeds expectation. However,
dissatisfaction occurs when actual performance of products/service falls short of
expectation. In addition, Oliver (1988) pts out that customer satisfaction is an
antecedent of customer satisfaction. Therefore, customer expectation plays a critical role
in influencing customer satisfaction.

Aaker (1991) suggests that perceived quality is an indicator of differentiaingdyr
products, and services among customers. Perceived quality also directly influences
purchase decisions of customers. Monroe and Krishnan (1985) argue that better perceived
guality leads to higher perceived value, which in turn increases purchasgomten
Moreover, Garretson and Clow (1999) reveal that perceived quality has a direct impact on
purchase intention.

Perceived value refers to the overall evaluation of a product/service in terms of
perceived benefits and costs (Zeithmal, 1988). Perceialeg ¥s an indicator of perceived

quality and perceived sacrifice. More specifically, positive perceived value occurs when
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perceived quality exceeds perceived sacrifice, further influencing repurchase intention
(Monroe & Krishnan, 1985).

Past studies revedhat customer expectation influences perceived quality, further
impacting customer satisfaction (Fornell et al., 1996; Halstead, Hartman, & Schmidt, 1994,
Tse & Wilton, 1988; Yu et al., 2005). Additionally, Bojanic (1996) demonstrates price and
quality determines perceived value; perceived value positively predicts customer
satisfaction. Fornell et al. (1996) reveals consistent results among customer satisfaction,
perceived value and perceived quality. Nevertheless, literature regarding customer
expectaton, perceived value and perceived quality is limited. Furthermore, Yu et al. (2005)
argue that the distinction between perceived value and perceived quality is nebulous,
leading to perceived value remaining in the framework of ACSI (see Figure 2). Based on

the preceding reasoning, the following hypotheses are proposed:

Hi: Customer expectations will positively affect perceived value.
H,: Customer expectations will positively affect overall customer satisfaction.

Hs: Perceived value will positively affecterall customer satisfaction.

The Consequences of Customer Satisfaction

Previous literature has indicated that customer loyalty is an outcome of customer
satisfaction. Specifically, customer satisfaction positively influences customer loyalty
(Anderson &Sullivan, 1993; Bitner, 1990; Cronin & Tayor, 1992; Reichheld & Sasser,
1990). However, some research argues that customer satisfaction is an antecedent of
customer complaintdDay, Schaetzle, & Staubach , 1981As a result, customer
complaints are vieweds the reaction associated with dissatisfying purchasing experiences

of customers(Day & Landon, 1977). Singh (1988) further suggests that customer
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complaints include the following outcomes: refunding the purchase; disseminating
negative worebf-mouth; resorting to the lawsuits. This information implies that customer
complaints could influence customer loyalty. However, customer complaints could be
turned into positive evaluation toward the business if they can be handled properly in a
timely manner (Smat& Martin, 1992). Furthermore, Gilly (1987) shows that customers
who propose their complaints reveal greater satisfaction and repurchase intentions than
their counterparts. Angry and disappointed customers could be changed into loyalty
customers if the coplaints are properly responded (Hart, Heskett, & Sasser, 1990). ACSI
model proposed by Fornell et al. (1996) adopts this perspective, suggesting that the
relationship between customer complaints and loyalty depends on how the complaints are
handled. In thevork of Fornell and colleagues, customer complaints are measured by the
number of complaints. This study replaces the number of complaints with intention to
complain due to the difficulty of measuring actual number of customer complaints.
Although the redtionship between customer complaints and customer loyalty was not
significant, positive coefficient was revealed in the work of Yu et al. (2005). Based on the

preceding reasoning, the additional hypotheses are presented as follows:

H,4: Overall customeratisfaction will negatively affect customer complaints.

Hs: Overall customer satisfaction will positively affect customer loyalty.

Hs: Customer complaints will positively affect customer loyalty.
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Figure 2 Revised ACSI Model

Method

Participants

eview, 2012, 11

One hundred and seven valid questionnaires out of 140 are collected in two of the

FF branches using convenience sampling witesponse rate of 76.4% for pilot study.

Exploratory factor analysis is performed to examine construct validity of the constructs

under study. The results reveal satisfactory construct validity. Three hundred and eighty

nine valid questionnaires out of 4a@e collected using convenience sampling in five FF

branches with a response rate of 86.4%. The participants consist of 46.8% males and

53.2% females; 65.1% of the participants age between 21 to 40 years old.
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Instrumentation

The measures of the study ind& the constructs of perceived value, customer
satisfaction, customer complaints, customer loyalty, and customer expectations. These
measures are primarily modified from the work of Fornell et al. (1996) (see Table 1 for
details of the measurement item3he response format for the items is goaint
Likert-type scale anchored by 1 = strongly disagree and 7 = strongly agree. At the end of
the questionnaire, items measuring demographic characteristics are included such as

gender and age.

Data Analysis
The mychometric properties of the indicators are assessed through an investigation of
internal consistency via SPSS 15.0. Confirmatory factor analysis along with structural

equation modeling is performed for data analysis utilizing LISREL 8.51.

Results

Assessment of the Measures

The overall fit of the measurement model is found to be satisfactory. The root mean
square error of approximation (RMSEA) value (.024) is lower than the suggested
threshold of .08 (Hu & Bentler, 1999). Additionally, normed filesx (NFI), nornormed
fit index (NNFI), comparative fit index (CFI), goodness of fit index (GFIl), and
incremental fit index (IFI) are .93, .98, .99, .97, .99, respectively; and they are all greater
than the suggested threshold of .90 (Hair, Black, Babimdefson, & Tatham, 2006). All

the fit criteria suggest that the fit of the proposed measurement model is acceptable.
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All items significantly load on their respective constructs with standardized factor
loadings ranging from .46 to .73 (see Tableiddjcating that these indicators accurately
capture the respective constructs (Anderson & Gerbing, 1988; Hair et al., 2006).
Furthermore, convergent and discriminant validity are examined by average variance
extracted (AVE). The computed AVEs for the fieenstructs range from .34 to .51,
implying convergent validity is not well justified. Discriminant validity is evaluated by
comparing the AVE values for each construct with the squared correlations between the
respective constructs (Hair et al., 2006).ddminant validity is acceptable since most of
the squared correlations exceed the AVE values for the eleven factors (see Table2). The
overall assessment of the fit indices reveals that the proposed measurement is of
acceptable fit to the data. In additjaonstruct validity of the proposed measurement are

examined. Therefore, the structural model is performed.
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Construct/Item =3 t AVE Cronba
Perceived Value .51 .68
1.Perceivedialue of Fitness Factory (FF) worth of its price. 73 --

2.Perceived value of FF is equivalent to its price. .70 6.52*

Customer Satisfaction .51 .67
1.You are satisfied with FF. .70 --

2.You are satisfied with the experiences in FF. .73 8.86

Customer Complaints .35 .60
1.1 will tell my friends about dissatisfying experiences in FF. .52 --

2.1 will complain if | encounter dissatisfying experiences in FI .68 7.08*

3.1 will inform FF if | encounter dissatisfying experiences in F .56 6.70*

Customer Loyalty .34 .61
1.1 will recommend friends to join FF. .66 -

2.1 will share great experiences in FF with my friends. 50 6.49*

Customer Expectation .38 .70
1.You expect FF to provide fitness information. .69 --

2.Youexpect that equipment and facility in FF are sufficient. .73 9.14*

3.You expect that FF protects personal information of clients .46 7.09*

4. You expect that FF respon .54 8.07*

¢%(df)=66.14(55) ¢*/df=66.14/55=1.20 CFI=.99 NNFI=.99 AGFI=.96 RMSEA=.24 SRMR=.35

* refers to p<.05
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Table 2 Correlations among the Constructs in the Revised ACSI Model

Factor PV CS CcC CL CE
Perceived Value (PV) 1.00 (.20) (.17) (.24) (.05)
Customer Satisfaction (CS) 45 1.00 (.32) (.49) (.09)
Customer Complaints (CC) 41 .57 1.00 (.45) (.07)
Customer Loyalty (CL) 49 .90 .67 1.00 (.04)
Customer Expectation (CE) 22 31 .26 19 1.00

Note: The number in the parentheses stands for the square of correlation between

constructs.

Comprehensive Structural Model Testing

Structural equation modeling (SEM) is performed via LISERL 8.51 in order to
examine the hypothesized relationships. Similar to the measurement model, the global fit
indices suggest an acceptable fit to the data (RMSE27; NFI=.92; NNFI=.98; CFI=.98;

GFI=.97; IFI=.98). Thus, the path coefficients are examined. Results from structural

equation modeling demonstrate that cust ome |
value (b21=.46, t =5 . 2iZ)impdcton eustamerssatigfactiof. i ¢ a nt
Mor eover, customer expectation (022=.22, t=

perceived value. On the other hand, customer satisfaction positively influences customer
compl aints (b32=.6l0gyal=thy. 76 a8n@=cbt28t omen. 33
compl ai nt s positively affects cust omer | oy

hypotheses are supported except H4.
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Note: n=373, %d=t.36CR=P8 NBIR=98 9AGFI=.95
RMSEA=.027 SRMR=.04

Figure 3 Resultsf Hypotheses Testing of Revised ACSI Model

Discussion

Customer satisfaction influences customer loyalty, which in turn affects business
profitability (Reichheld &Sasser, 1990). This study is to apply the revised ACSI model to
examine if it can explain fitness clubs industry in Taiwan. Results of the study reveal that
perceived value is the only construct that positively and directly influences overall
customer safaction. Thus, as the level of perceived value increases, the level of overall
customer satisfaction also increases. Moreover, customer expectation exerts positive
influence on perceived value, indicating that perceived value mediates the relationship
between customer expectation and customer satisfaction. This mediating relationship

demonstrates that overall customer satisfaction increases when customer expectation
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increases through the effect of perceived value. The results are partially consistéme with
work of Fornell et al. (1996) and Yu et al. (2005).

On the other hand, overall cust omer sat
intention to complain and customer |l oyalty,
and customer loyalty increasénen overall customer satisfaction increases. The results in
this regard are inconsistent with the findings from Fornell et al. (1996) and Yu et al. (2005).

The inconsistency may result from the fact that customer complaints are measured by

c ust omdiondo comptaia mather than the actual number of customer complaints.

The finding reveals that customers may inte
always righto even i f customers are highly
is dways top priority for businesses.

Additionall vy, customer 6s intention to cor
demonstrating that customer s high intentio
the perspective of Fornell et al. (1996), thisling implies that customers reveal loyalty
even though they have high intention to complaints when complaints are properly handled.

It should be noted that some of the AVE values fall short of .5, and some constructs
fail to meet the discriminant valigi Additionally, reliability of the constructs in the study
can be enhanced in the future. Curing the above issues is an interesting topic for future
study.

Conclusion

On balance, the revised ACSI model is applicable in the context of fithess clubs
industry in Taiwan and provides managerial implications. A striking finding was the
positive relationship between customer és ir

indicates that business should encourage customers to reveal their negative perceptions
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toward business organizations so that they can make improvements, turning complaints
into loyalty. Furthermore, validating the revised ACSI model in different industry may be

an interesting topic for future study.
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The Lifestyles of New Endurance Sports Participants:

Focusing on Triathlon Participants

Abstract

The purposes of thistudyare (1) to develop anew lifestyle scale and validate its
structure and (2)Jo discuss the characteristics of NES participadsording totheir
lifestyles. The authors have modified Harada and
adding and deleting items and have conducteduastionnaire survey on triathlon
participants (who served as representatives of NES participants). The new lifestyle scale
consists of eight factors. Analysis results suggested the inclusion ofesnygronmental
behavior factor in the lifestyle scaleurthermorethe authors discuss the charactersstic
of NES participants compared withoseof previousy studiedpopulations The results
indicated that the values of synthesivariables assigned tothe health maintenance,
achievementand sport fact@were highamong the sampled triathlgrarticipants.Thus,
these high valuweshowed the possibilitypf being characteristic of NES participanis
general Further thar high values for the preenvironmental behavior factor clarifi¢dat
the NES participants were environmentally conscious tlaadenvironmental orientation
wasverified.

Keywords:lifestyle, endurance sportscharacteristics of sports participants
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Introduction

In recentyears in Japan, people have been participatingpiorts more than before
because of growing health consciousness and in order to prevent lifesiytsl diseases.
Walking, jogging, running, and cycling are popular options among sports enthusiasts
(Sasakawa Sports Foundation, 20a8inomiya (2011)saidthat the sports industry has
expanded via the increase in the number of city runners. In partioelar,endurance
sports (NES), such as the triathlon, trail running, and hill climbing, have become more
popular (Harada, 2010Harada (2010) also nottsh at whi |l e t he word Mnetl
to sustaining a difficultactivity over a long period, participants in these sports are
motivated by interests in goal setting, development, traveling, community involvement,
and sightseeing; these motivations diffesm the general public image of endurance
sports. Other characteristics of NHBclude trendiness, incorporation of NES into
everyday activities, ease of engaging in NES, and environmental orientathoada,
2011). The pomotion of environmental concexnin sports is important internationally.
Chalip (2006)discusses the importance of prenvironmental behavioby professional
sportsorganizations If NES participants are as environmeniented as Harada claims,
sports may become a field of environmérgducation, thus possibly increasing their
social value. However, there are empirical studieson the characteristics of NES
participantsThus, this studgxamines the characteristics of NES patrticipants according to
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lifestyle-related concepts.

Lifesty | e i s that which fideals with everyday

as wel | as their feelings, a This iistalwcadnmplex, and

concept through which the multiphasic and multidimensional aspects of life

consciousnessliving activities, and life structure can be understood (Nakanéhi

Namikoshi, 1989).In the field of marketing research, Wells (1975) psshout that

although we obtain consumer information through demographic variables, we need to

complement that infonation with psychological factorsuch as lifestylepecause we

cannot always find valid relationships between demographic variables and consumer

behavior.Murata (1977) and Nakamyrd@eramoto, and Yan{2009) also claim that our

perception of diversity ahindividuality has evolved; thus, lifestyle segmentationtton

basisofct onsumer sé& psyc honeedgtioccariTheseltlaimsarnspty ¢hati st i ¢ s

psychological variables such as lifestyle tend to be more useful in understanding consumer

behaviorghan demographic variables and are considered useful consumer information for

marketing efforts.

Given that backgroundhe purposes of thistudyare(1) to develop anewlifestyle

scale and validate its structure and {@)discuss the characteristics of NES participants

according taheir lifestyles.
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Theoretical Background

Concept of Lifestyle

As mentioned abovecac or di ng to Pl ummer (1974), Al
behaviorally oriented facets of people aswels t heir feelings, atti
Kaynak and Kara (2001) argue that dlifestyl
t heir money, and how they allocate their-r
Additionally, Harada and Kikuchi (199@lefine lifestyle as a comprehensive concept that
can be grasped as a multifaceted system of living involving life activities and ways of
thinking; it is a variable shared by specific groups and hierarchical populations and helps
in understanding and claggsng social behavior. Therefore, this study defines lifestyle as
a variable dealing with the manner and ori e

Since Lazer advocated the concept of lifestyle in 1963, the lifestyle scale and the
relationships between lifestyle and consumer behavior have been validated (Plummer,
1974). The AIO (activities, interests, and opiniorseale is the most widely used
instument for measuring lifestyle. It measures consumer orientation from three
perspectives: activities (such as work, hobbies, and social events), interests (such as
family, home, and work), and opinions (such as social issues, politics, and business)
(Plumme, 1974). Wells and Tigert (1971) insist that AlO is effective. Another approach,

the VALS (Value and Lifestyleycaleby SRI Internationalemploysdemographics and

personality characteristi¢s classiy American adults into eight groups (Kotler and Iell
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2008; SBI website). Furthermore, the LOV (List of Values), which uses a concept of value
based on studies by Feather, Maslow, and Rockeach, is also used (Beatty et al., 1985).
Lifestyle in Sports Marketing

Nakanishi and Namikoshi (1989), Harada andku¢hi (1990), and Kitamura
Kawanishi, and Iked#1997) have attempted to understand sppatsicipantsusing the
concept of lifestyle. Nakanishi and Namikoshi (1989) use the technique of lifestyle
segmentation to apply the concept of lifestyle to spar@rder to understand the sports
consumeds | i festyl e. consumgrinto keaen slusferg and phow thas
consumerswant sports programs suited to their lifestyles. Harada and Kikuchi (1990)
developed an Alcbased lifestyle scale for fithesslub members. The resulting
classifications reveal differences in lifestyles among segments of the populatitore s
club membersaccording togender and age. Kitamura et al. (1997) developed an
AlO-based sportifestyle scale focusd on users of pulz and private sports facilities.
Usersare classified into five clusters othe basis oftheir factor scores on the sports
lifestyle scale. They examine the community sentiments and constitutions of each cluster
and observe differences in sentiments agnthe five clustersin studies using the sports
lifestyle scale,Nakanishi and Namikoshi (1989) and Harada and Kikuchi (1990) used
items asking not only about sports but also about daily life. On the other hand, Kitamura et
al. (1997) focused on sports Havior and used only those items asking aksports

behaviorsThis is the difference between the aforementioned scales.
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In a recent study, Fuller and Matzler (2008) classified skiers at a resort into five
clusters on the basis of their lifestyles andfied the relationships between lifestyle and
satisfaction with the ski resort Although lifestyle characteristics may assist in
understanding the attributes of spgutsticipants most research on the lifestyles of sports
participants was conducted imet 1990sin light of the effecscof s oci al trends o
lifestyles, it is necessary to reconsider the lifestyle scale in order to understand the

characteristics of sports consumers.

Method

Sample

Datafor this studywere collected via questionnae survey from participants at
triathlon competitiongcompetitions AN) heldinJapam2 01 0. These tri at hl
group rankingd events (an fAage groupero i s
elucidate the lifestyles of amateurs, tgapants in these triathlons were selected as
respondents. The survey was conducted with the support of the Japan Triathlon Union.
The questionnaires were distributed to participantie competition; they were asked to
answerthe questionnairesn site. A total of 1,435 questionnaires were returneahdthe
response rate wad.8%.
Instrumentation

To promote the general versatility of the scale and the generalizability of the
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results, the scale was based on the sppatsicipans 6 | i festyl es scal e

Kikuchi, 1990) and included items from the life attitude scale (ltatsu, 199se

elements of the scaleomprised 33 items; in addition, seven items concerning

environmental actionwhich were based oitems from a surveyconducted by the

Ministry of Environment were addedo the survey in order to examitiee environmental

orientation of NES participant® context applicable to current social conditions was the

criterion for theadopton of these items, which were theeviewed and selectenh

collaboration with other researchetdltimately, 40 items comprised the entire lifestyle

scale(see Table 1)The items were measured on a sepeimt scalerangingfrom 1

(completely disagrgeto 7 completely agree The rest othe questionnaire consisted of

items querying subjects on demographic and behavioral variables.
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Tablel The Items of the Lifestyle Scale

Factor Item

| find it fun to incorporate trends.

| consider fashion important as a means of expressing myself.
Mode | can demonstrate my individuality by incorporating trends.

| do not hesitate tepend money or time on fashion.

| purchase trendy items most of the time

| believe that smoking is injurious to health
| believe that exercises and sports activities are essential for maintaining
Autogenous health
suppression | believe that aging can be prevented to some extent by exercising
| believe that it is important to continegercising or participating in sports |
a regular manner

| am strongwilled and may perhaps even be a person with an aggressive
personality.

| tend to become completely involved and somehow make things work,
whether while playing or atork.

| tend to get started right away when | have something to do or when | tr
of something.

| tend to set up targets that seem a little difficult to attain.

| take on new things as much as possible and keep on improving.

| am the type operson who sets his/her own targets and achieves them
We only live once, so we might as well be successful during our lifetimes
even if it takes a bit of effart

| want to be the center of attention in a group

| tend to give all | have withowdparing any effort in my quest to accomplis
what | want to

Achievement

When | see a friend with something interesting, | always want to have it :
| tend to get bored when | hold on to the same thing for too long.

| tend to try anything in terms of hobbies or leisure activities, but | do not
stick with the things | try very long.

Weak will

Continuing to live seems somewhat meaningless.

It is not possible to discover true happiness in this world at the present ti
| am unable to do almost everything | want to do, so | find my life dreary.
| often fail to do well, no matter what | do

Insubstantiality

No matter what the outcomiepersist through everything | start until the en

Positive attitude :
A promise needs to be kept, no matter what

Sport Sports refresh tired nerves.
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Data Analysis

Among the 1,031 responsdbatcontainedanswes toall questions521responses
(comprisinghalf of the total responsegandomly selected by statisticsoftwarg were
analyzed in order to select the items for the lifestyle scale. Forty items were divided into
ten factors (mode, autogenous suppression, achievement, weak will, insubstantiality, sport,
positive attitude, brand consciousness, health maintenance, anrdnypronmental
behavior)on the basis of the studhy Harada and Kikuchi (199@3ee Table 1)To select
items for inclusion within the lifestyle factors and to verify the validity and riéiialof
the factor structure, itertotal correlation analysis and confirmatory factor analysis
(CFA)werec onduct ed, a valles Gerealculatked!mtdessecahd stepsing
the 510 responseshat constitutedthe other halbf the datathevalidity and reliabilityof
the factor structure were verified

As in the study by Takada et al. (2008ples were divided into two groups,
becausehe lifestyle items were selected in the first step, and the validity of the factor
structure was verif@ in the second step. When exploratory and confirmatory factor
anal yses are repeatedly conducted using t he
index inevitably becomes high; conducting an analysis using different samples raises the
validity of the factor structure Furthermore, since this research is based on the lifestyle

scale proposed by Harada and Kikuchi (1990), it is possible to hypothesize the factor
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structureeven if fitness club members and NES participants are subject to different
surveys, provided that they carall be considered participants in treame sports.
Thereforethe factor structure is not built in an exploratory manner, but rather, the validity
of the scale is verified and the model is modified through CFAu¥¢el multiple indice
of fit to evaluate thano d evalidig, because the resalof CFA are affected by the
numbes of responses and variables. In studies by Saito et al. (2010) and Oshimi and
Harada (2010), similar analysis was conductedeteelop gpsychological measure

Finally, in the discussion sectionye discuss thecharacteristics of NES
participantsn termsof theresults ofprevious studies.

Results

Demographics

Table2 shows the demographics and behavioral characteristics of the respondents.
More than 80% of respondents were male, and their average age/\Bage&s. The
average age at whidhe respondergthadfirst participated in a triathlon wasl® years,
higher han the age at which people generally begin participating in other spitintsLigh
the triathlon is an individual sport, many respondents participated in gfeaggipating

in activities collectively is one characteristic of triathgete
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Table2 Demographics of Respondents

Item Subitem
Male 84.9%
Sex Female 151%
100%(n =983
Age Average 376 years
Alone 33.9% (n = 960)
, Partner for race 28.9% (n = 960)
Person accompanying .
Friend 133% (n = 960)
respondent .
. Family 24.0% (n = 960)
{ Multiple answers allowe
Partner 25% (n = 960)
Other 3.3% (n = 960)
Age at which respondent
first participated ira Average 31.5years

triathlon

Development of the Lifestyle Scale
Half of the total respons€521 responsgsvereused to develofhe lifestyle scale.
Forty items were divided into ten facto® select items that have discriminative power,
item-total correlation analys were conducted. The resslshowed that no itesneeded
to bedeletal, since the correlation between each itemd #he synthesis variables of the
factor in which each item was classified was higher than the correlation béhaéikem
and the synthesis variablesasfy other factor.
To verify the validity and reliability of the ten factors, CiAas conductedThe
CFA resultsshowed a strong positive correlation between the sports and pa@dttiuele
factors. Therefore, these two factors were integrated to create a new factohe A spor

factor 0 I n addition, following t hwhofpanhaii ngs o
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that individual item convergence is considetedeadequate if the

factor loading of the

item is greater than .707, the model was modified by deletnigeins those were the

only items thatdid not affect the definition of any factor. Cmguently, the mod@ls

indices offit werec | / @.65 GEI=.90( r ef er ence
val ue) GFl=R0referencég RMSEAE.66(®
(Toyoda, 200y.

The value of average variance extract@®/E) was cal

val u@efe@nce 90) ,

efedend8® val

culated to examine

convergenanddiscriminantvalidity. The observed values of thimriableranged from .8

to .66. The reference value AVE is .50 or above (Fornell and Larcker, 198If.this

study, the AVE scoreof one factor was below kenchmark valudor convergent validity

however, because they were not significantly below the benchmankas considered

acceptableDiscriminant validity was examined by comparing the squared correlations

between each factor and the AVE of each fadtothis study, discriminant validity was

found for all factors.

Cr o n b a(evtich examihe the reliability of thescalg for each factoranged

from .64 to .89. A value of Cronbachos

U above .70

a value of .50 or lesseeds tabe reviewed (Oshio, 2004). In thisudy the autogenous

suppression factof.64) and the sport factor (.68&gad valus lower

than .70; however,

their values were more than .50. Thereforegdisionspertaining to the deletion of ése

factors maybe madein futureanalysis.The model was modified to
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with 28 items.
Verification of the Lifestyle Scale

To verify the validity andeliability of the nine factorshe other half of the total
responseg510 responsgswere used. Since the autogenous suppression factor had a
Cronbachos 54 whichlisulev vaue again this factor was removed.
Consequently, an eigiféctor stricture was adopted. TabBeshows the definitions, items,

andCr onb ac hdoseadd fastom. | u e
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Table3The Definitions and Cronbachéds U Values

Factors Definition and item U M

A strong tendency to be sensitive to tatest fashion

| find it fun to incorporate trends.
Mode | consider fashion important as a means of expressing myself.
(MOD) I can demonstrate my individuality by incorporating trends. %0 4.05
| do not hesitate to spemdoney or time on fashion.

| purchase trendy items most of the time

Potential and passion for accomplishing goals and power to execute ideas

| tend to become completely involved and somehow make things work, whether while playing or at worl

| tend to set up targets that seem a little difficult to attain.
Achievement
| am the type of person who sets his/her own targets and achieves them
(ACH) .87 5.07
I tend to give all | have without sparing any effort in my quest to accomplish what | want to

| tend toget started right away when | have something to do or when | think of something.

| take on new things as much as possible and keep on improving.

Easily influenced by others and prone to adopt group behaviors
Weakwill

When | see a friend with something interesting, | always want to have it too.

(WW) .66 3.66

| tend to get bored when | hold on to the same thing for too long.

Sense of negative attitudes and disregard for society

Insubstantiality Continuing to live seems somewhat meaningless.
(INS) It is not possible to discover true happiness in this world at the present time. .85 2.48

| am unable to do almost everything | want to do, so | find my life dreary.

Positive opinion of sports and the intention to participate in sports

Sport
No matter what the outcome, | persist through everything | start until the end.

(SPO) .70 5.53
Sports refresh tired nerves.

Focus on fashion, especialyyalty to leading brands

Brand
| am somewhat unable to behave in a dignified manner unless | am wearing brandeditbitls everyone
consciousness
approves. .74 3.18
(BC)
| would be too ashamed to wearname brands or imitations.
Health Positiveoutlook on health
maintenance | am careful about what | eat for the sake of my health.
e 5.34
(HM) | try to have sufficient sleep for the sake of my health.

Volunteering and participating in constructive activities suckcadriendly shopping

| tend to be sensitive about information pertaining to environmental issues.
Pro-environmental
| strive to save electricity in my daily life.
behavior (EB) .88 4.79
| strive to reduce the amount of garbage | produce.

| strive to save water in my daily life.

Note.M signifiesthe mean valueof the synthesis variables thabmprisedhe item values for each facor.
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Next, CFA was conducted using eight factors, and the W&8 calculated. The
CFA showed that all patha the model were significant. The moded i n ditweres o f
G| / @380 GFIl=.91, AGFI = 88, CFl =.95, and RMSEA =.05. Since GFI, CFl, and
RMSEA each met their respective criteria for goodness oéffid, AGFlalmost met its

criterion, the model vas considered to fit the data ($&gurel).

MOD1
MOD?2
MOD3 MOD
MOD4 5
MOD5
ACH1 28
74 .56
[_ACH2 6 .03
[ ACH3 |—I ACH 19
ACH4 7 51
ACHS y .20 .14
ACH6 .26
WW1 74 s
W2 WW .21
11
INS1 4
INS2 29 INS 04
INS3 '
SPO1 9
SPO2
BC1 80 ] 1
) BC .47
HM1 82
HM2 : HM .11 30
EB1 6o 52
EB2
EB3
EB4

37
.50

127 69 .34

SPO -p6 17

EB

Figure 1. Structure of the lifestyle scale as revealed by confirmatory factor analysis, which was

performed to examine the validity of the lifestyle scale. The numbers represent standardized

estimate valuesThese values and the indices of model fit indicate that this model showed good fit

to the data as a lifestyle scale with an eifglator structure.
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The AVE valuesranged from 0.2 to 0.6 (see Tabled). The AVE scoreof one
factorwasbelowthe benchmarkvalue;in spite of this, sincé wasnot remarkablybelow
the benchmarki wasevaluated adequatBiscriminant validity wagound for all factors.
I n conclusion, although convergent wvalidity

met the criteridor validity and reliability. Therefore,the final model consisteaf eight

factors with B items.

Table4 Coefficients of Correlation of Factors aAderageVarianceExtractedAVE

MOD ACH WW INS SPO BC HM EB
MOD .64

ACH 28 54

WW 56 .20 A4Y

INS .03 -26 .37 .65

SPO .19 .78 .04 -30 .55°

BC 51 .11 69 .46 -01 58

HM 14 51 16 -15 51 12 64

EB 21 3 15 -06 33 .1 52 .65

Note.a. AVE of mode, b. AVE of achievement, c. AVE of weaill, d.
AVE of insubstantiality, e. AVE of sport, f. AVE of brand consciousness, g.

AVE of health maintenance, h. AVE of pemvironmental behavior
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Discussion

Deliberation of the Lifestyle Scale

In this study a new lifestyle scale was developed and verified. The scale consisted
of 8 factors and @items. The validity and reliability of the factor structure were verified.
Although onefactor ha issues with convergent validjtigs markervalue for convergent
validity almost reached standardthreshold Other values indicating validity (model fit
and AVE) and reliability were satisfactory. Therefore, analysis of the scale confirmed its
validity and reliability. These results indicated thaktlifegyle scalefor NES participants
has eight factorsSince the purpose of this studyte developand validate alifestyle
scale these analysesatidied this purpose.

Items pertaining to prenvironmental behavior were added to the lifestyle scale
devisal in this studyin order to examine the environmental orientation of NES
participants These items were included in the lifestyle scale in addition to the other
factors, and their validity and reliability were confirm@&devious studiege.g. Nakanishi
& Namikoshj 1989 Harada & Kikuchi, 1990) did not consider the existence of
pro-environmental behavior in lifestyle factor structures; therefore, the results of this study
indicate the importance of revising the lifestyle schleder circumstancesf heighened
social awareness gflobal environmental problesnit may be necessary to considerithe

pro-environmental consciousnessorderto understand sp@participants.
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Characteristics of NES Participants

The results of factor analysishowed thatthe achievement factor, health
maintenance factor, and sport factor showggher valus of synthesis variablethan the
other factorswhichindicatesthatparticipants have consciousnesstcomplishinggoals,
health, and sport3his resultsuggestedwo possibilities. First, these consciousnesses may
be uniformly high among spostparticipans. Harada and Kikuchi (1990yvho examined
the lifestyles of spors participantssimilarly to this study claimed that spost club
members are fashieconscious, hae highmotivationto achieveandrestrain thenselves
in order to maintain good health and feel sure of their health and physical power.
Nakanishi and Namikoshi (1989) said that the lifestgiespors participantshavea wide
range of variation and vawyidely. They classified participants into 7 clustacgording to
lifestyle: the sport and health trend group, fashion and health trend group, no conscious
goal and indifference group, health trend group, sport group, individualistic grougheand
solid and individualistic group.The characterist&c of each group indicated that
participants were interested in sgoor health.The resuls of this studyare similar to
those ofHarada and Kikuchi anthose of Nakanishi and Namikosim threerespects:
participans have high health consciousnegserest to sporand motivation to achieve.
The items measuringhealth consciousnesshe sport factor, and achievement were
different fromitems used in these othstudes However,each lifestyle scale inafied

similar factors and theconcep$ underlying these factors were similafhat is, sports
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participants may have this type of consciousness regardless of whether they are NES
participants or noiNES patrticipants.

The scond possibility is that the hdalconsciousness and motivation to achieve
of NES participants are significantly higher tithnse ofother spow participants. In other
studyontriathlon participants (Waseda University, Sport business management laboratory,
2012), the reasons why thbgganto participate in triathlosincluded physicabnessuch
as diet and health maintenand¢ewas seenthat they have highhealth consciousness.
Further this studyreported that many participants starfedticipating intriathlons as an
extension of rarathonrunning swimming or cycling. That result is supported by
interview researclon triathlon participants. According to a report of interview research
(Waseda university, Sport business management laboratory, 2012), the participaet may
a goal ofparticipatng in a triathlon aftera ¢ h i e subithreg irfia marathon. That is,
participantsare seen to be aspirational and conational. TherdtorBlES participants, the
presentesuls of highvaluesfor thehealth maintenance factor atite achievenent factor
arereasonable.

Furthermorethe addition of thero-environmental behavidactorto the lifestyle
scale (and the verification of its validity) indicated that NES participants were
environmentally conscious. In other words, the environmental orientation of NES
participants was verifiedlhe valueof synthesis variablalsotended to be highompared

with those of other factors This result suppodd Ha r a d a 6 sdesdrif@iénldf )
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environmental orientation as a behavioral characteristic of NES participants.

However, we didhot formulatethe abovediscussion from only this study. Since
the lifestyle scale used in this study is different fromdbwetens of those usedy Harada
and Kikuchi (1990) andby Nakanishi and Namikoshi (1989), thalues of thevariables
for each factowerenot compared im statistical way. Moreover, since this study focused
exclusivelyon triathlon participantghe stuly did not examine whether their degseaf
lifestyle factorsare significantly higher tharthoseof nonNES participantsThere is a
need to verify whether #seresults represeninique characteristicof NES participants

and whethethey areweaker or d not exist in others.

Conclusion

The results of this study showed that the lifestyles of those who participate in NES
could be described by an eiglactor model and that a prenvironmental behavior factor
is appropriate tanclude in the lifestyle sdéa along with the other factors hddition,this
paper 6s dtheeight $astarsbexwed some possibilits aboutthe characteristis
of NES participants.
However, this study has certain limitations. Surveys need to be conducted in
order to veriy the validity of the lifestyle scale for participants in other forms of NES. In

this study, data were collected only from triathlon participants. In order to enhance the
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validity, reliability, and usability of the scale, dataed tobe collected from other NES
participants. Although the model of the lifestyle scale proposed by Harada and Kikuchi
(1990) served as a template for the scale proposed in this study, it is also essential to
configure scales in an exploratory manner. Exptogaanalysis could potentially make it
possible to clarify the lifestyle configurations that are unique to NES participants.

Moreover, sirveys need to be conducted nonNES participants\We were not
able to defindhe characteristgcof NES participarg from only present resultsince the
values for lifestyle factos could not be compared withthose of participants inother
spors. In this study, the resglbnly indicated possibilies regarding the characteristiufs
NES participantsit is necessaryo conduct furtherresearchin order toascertainthe

characteristics of NES participants.

Footnotes

! The number of questionnairthat were returneccompetition A, n = 211; competition B,
n = 145; competition C, n = 26; competition D, n = 102; coitipptE, n = 147;
competition F, n = 124; competition G, n = 104; competition H, n = 6; competition I, n =
34; competition J, n = 192; competition K, n = 177; competition L, n = 54; competition
M, n = 65; competition N, n = 48.

2Subthree mean® run a full marathon within three hours.
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A Conceptual Framework for Understanding the Motives

of Sport Spectators in China

Abstract

The purpose of the study was to develop a conceptual framework to understand the
motives of sport spectators in China. Wher €
motives has primarily focused on spectators in the United States or in some European
countries, there has been scant research on Chinese sport spectators. This study, based on a
|l iterature review of sport spectatoforsd motii
evaluating motives of sport spectators in China. Meanwhile, in light of the consumer
behavior model, attempted to identify motives, as well as influential factors and effects of
sport spectatorsd motives, and marages andr esent
marketers. Finally, this paper also provided suggestions for future research that
emphasi zes the generalization and gl obaliza

such as using a standardized or basic scale for evaluating the noftsfst spectators

and taking cultural differences into account.

Keywords:Consumer Behavior Sport Spectators
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Introduction

With the booming Chinese economy, the standard of living has remarkably improved
for most people, and their need for leisure time and recreational activities has greatly
increased. Recreational sports have gained wide attention. In addition to pargcipatin
physical exercise or watching sports on television, an increased number of sport spectators
enjoy going to a stadi ulmChina, atteadancehat tiieaCSL i v e
(Chinese Super League) was 4,220,000 in 2011, much higher than angeatben in its
history.

The successful hosting of the 29th Olympic Games greatly promoted the
development of the Chinese sports industry. Consequently, there is no shortage of
literature addressing sports management, sports marketing, and consumer sports
consumption behavior. However, when referring to the motives of sport spectators, the
research is relatively scarce. Wang, Liu, and Guo (2005), Feng and Wu (2005), and Yu
(2007) explored the satisfaction of sport spectators. The results showed thaeth# lev
satisfaction varied among different kinds of sports. Football spectators report low
satisfaction, while tennis spectators demonstrate high satisfadtio.demographic
statistics showed that most spectators belong to the age group of 20 to 40,fexcep
spectators of tobai chi, who are in their |

educational backgroundsmale spectators more so than female spectatChen & Li,

157

(



SMR /Asian Sport Vanagement ~eview, 2012, 11

2008; Chen, 2010; Wang, 2005; Feng & Wu, 2005; Guo, 2007; Yu, 2007ZKao, &
Zhang, 2009; Zhou, Wang, & Li, 2008).
On the contrary, in th&nited States or some European countries, sufficient studies

have dealt with the motives of sport spectatBessearch has been conducted on the scales

for evaluating the motivesofspa s pect ators: Wanndés (1995) ¢
( SFMS) ; Trai |l and Jamesod6s (2001) The Moti va
Funk, Mahony, Nakazawa, and Hirakawads (200

al . 6s (2001) n&cMotivation SAM)Adand &umlkd &ilo, Beaton, and
Pritchardods (20009) SPEED (Socialization,
Diversion). Research has been conducted on the relationships among motives and other
variables: Kahle, Kambara, and Rose (199@\eloped a functional model of fan
attendance motivations for college football; Zhang et al. (2001) explored the relationship
between five socionotivational factors (stress and entertainment, achievement seeking,
catharsis and aggression, salubriousctffeand community image) and attendance at
minor league hockey games; Trail, Fink, and Anderson (2003) empirically tested the
theoretical model that proposed explanatory and predictive relationships among
fan/spectator motives and behavior variables;|,TRobison, Dick, and Gillentine (2003)

and Woo, Trail, Kwon, and Anderson (2009) explored the relationships among motives
and points of attachment ; and Andr ew, Ki m,

examined the relationship between spectator motivateamd media and merchandise
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consumption at a professional mixed martial arts event. Empirical studies have tested the
variability and reliability of the scales or have explored the motives of certain groups:
Kwon and Trail (2001) compared sport fan motivestween American students and
international students; Robinson, Trail, Dick, and Gillentine (2005) tried to classify
spectators who attend intercollegiate football games according to the NCAA divisions of
the teams; Lee and Smith (2008) made an empiaicalysis of fandom in Korea and the
United States; Kim, Greenwell, Andrew, Lee, and Mahony (2008) examined spectator
motives in the individual combat sport, mixed martial arts; Fink, and Parker (2009)
compared spectator sd modteamn eessusfwatchingwyamesimi ng t
which their favorite team is not involved; and Izzo et al. (2011) investigated the
motivations of Romanian soccer spectators.

Since there are so many theories and scales for exploring the motives of sport
spectators in thenited States or in European countries, can we just borrow those theories
and scales to study Chinese sport spectat ol
Because of the followingeasons, the concepts developed in the previous studies need to
be adjuted to Chinese spectators.

First, as a developed country, the sports industry in the United States is highly
devel oped. The @ABig 40 | eagues (the Nati or
Basketball Association (NBA), the National Hockey League (NHL) Bfajor League

Baseball (MLB)) can provide spectators with plenty of kigiality games. In addition,
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National Collegiate Athletic Association (NCAA) sports and various kinds of international
games are good choices for sport spectators. Whereas in Chanageasloping country,
although an increased number of international games are held, its domestic professional
leagues, such as the Chinese Basketball Association (CBA) and the Chinese Super League
(CSL), are still in their beginning stages; therefore, History and quality of the games
cannot be compared to the Big 4 leagues, as spectators might not be satisfied with the
games. Considering the size of the population, the attendance rate has been relatively low.

Second, as a capitalist country, the calturackground in the United States is quite
different from a socialist country. Jackson and Andrews (2005) noted that sports mirror the
idealized version of capitalism. Both capitalism and sports are based on competition,
achievement, efficiency, technolggand meritocracy. However, in a socialist country,
national interests, collective interests, and the family concept play a very important role in
peopl ebs daily |lives. AHar moni ous cultureo
culture.

Finally, according to the principle that the economic basis determines the
superstructure, the different economic backgrounds between the two countries establish
the different consumption patterns of the nations.

Therefore, the motives of Chinese sport spertatught differ from those of Western
spectators. In order to better understand the motives of Chinese sport spectators, a more

suitable model should be developed.
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The purpose of the study was to develop a conceptual framework to understand the
motives ofsport spectators in Chin&he sports industry plays an increasingly important
role in the national economy. For example, in 2010, the sports industry generated a
revenue of $441 billion USD in the United States, which amounted to 2.65 percent of the
grossdomestic product (GDP); whereas in China, the amount generated was 200 billion
RMB ($31.7 billion USD), which was slightly over 0.5 percent of the GDP. However, the
global recession in 2007 and 2008 did have a significant effect on the sports indastry, an
some professional teams encountered difficulty in selling tickets. The continuous growth
of real estate prices in China hasdha negati ve effect on pec
consumption budget; the CBA, CSL, and other sports organizations have had serious
problems attracting spectators. The present paper, based on a literature review of sport
spectatorsdé motives in different countries,
different levels, has attempted to learn more about the motives of sport@sectathina.
Knowing the motives of spectators can help sports managers develop a more efficient
marketing plan, improve the resowg#lization rate, and attract the most spectators at the
least cost.

The second objective of the study was to
motives and the effects of spectatorsd mot.i
motives, the more we wil/| |l earn athespdrt, t he s

and the easier it will be for managers to construct a marketing plan. Trail et al. (2003)
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examined the relationship between motives and points of attachment in intercollegiate
athletics. The results showed that the motive of vicarious acheues associated with
the spectatorodos identification with the te
motives of aesthetic and dramatic qualities are associated with identification with the sport
in general and with the level of the sport; the irext of social support and escape are
overarching motives that are associated with both spectators and fans. Based on those
theories, managers can attract fans by promoting the image of their team, coach,
community, or university and can attract spectabyrselling them that the quality of the
competition is quite high.

Finally, this paper provided some suggestions for future research that emphasizes the
generalization and globalization of researc
standadized or basic scale for evaluating the motives of sport spectators and taking

cultural differences into account.

Literature review
1. Sport fans/spectators
Prior to the research, the definitions of
clarified. Among previous studies, both fdAsp
two terms are treated equally by many researchers. However, Trail, Robiso(R803)

pointed out that from a marketing perspective, the distinction between a fan and a
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spectator may be crucial.

Sloan (1989) made a distinction between fans and spectators. Those who are merely

watchers or observers are called spectators, while thioseare enthusiastic devotees of a

given diversion and watch sports to satisfy a particular desire are called fans.

Sutton, McDonald, Milne, and Cimperman (1997) classified fans on three levels:

social fans, who are low in identification, enjoy socialat and care little about the

outcome of the game; focused fans, who are moderate in their level of identification and

who are attracted to some aspect of the sport; and vested fans, who maintain a high

emotional attachment to a team for a long time arakenmajor financial and time

investments in the sport. According to this classification, the fist level of fandom is similar

to what Sloan called spectator; consequently, the second and the third levels of fandom are

fans.

Based on Sl oan ghsthat(fah® &h@® }pectdtors eacts differently to

winning and losing, Trail, Robison et al. (2003) hypothesized that motives can be

segmented into three categories: an achievement motive that applies solely to fans of

successful teams; escape and socialraot®on motives that apply to both fans and

spectators alike; and other motives, such as aesthetics and drama/eustress, that apply to

spectators or fans of unsuccessful teams. According to this hypothesis, spectators may not

care about the outcome of thange.

Sometimes, when judging whether an individual is a fan or spectator, simply ask the
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person how many games he/she watches each year, how much money the individual
spends on his/her favorite team/sport, if the person will support his/her team aféamthe
experiences a failure, and the individual 6s

In all, a spectator is someone who watches the game by chance; he/she simply
watches the game, enjoys the atmosphere, or enjoys the socialization. On the other hand, a
fan is ®meone who has some points of attachment to the athlete, team, sport, or
organization. He/she watches the game to satisfy a particular desire. To some extent,
however, a fan in a stadium must be a spectator.

According to the different kinds of media, s@dots can be classified as TV
spectators, Internet spectators, and stadium spectators. This study attempted to develop a
more suitable model for evaluating the motives of individuals who go to a stadium in
China. The motives for going to the stadium to clathe game rather than the people
themselves were focused on. So when the tel

stadium are involved, but TV/Internet spectators are excluded.

2. Motive

What is motive? Schermerhorn, Hunt, and Osborn (2002) notechtiiate refers to
the individual forces that account for the
efforts expended at wor k. Hoy and Miskel (a

complex forces, drives, needs, tension states, or othehanisms that start and maintain
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voluntary activity toward the achievement

Chell aduri, 1999) defined it as NThe will i/
effort toward organizational goals, conditioned bt he ef fort dés ability
individual needéeo

The given definitions suggest that motive is a kind of force that makes the individual
work hard to satisfy certain kinds of personal needs. For sport spectators, motive can be
described as why thayant to go to the stadium to watch the game or what kinds of needs
are satisfied from watching the game.
Over twenty terms were used to describe a
studies. After a short summary, they were classified intoalf@afing fourteen categories.
EntertainmentEnt ert ai nment refers to engaging an
him/her pleasurably. Sloan (1989) noted that attraction to a sport must be, at least in part, a
consequence of its entertainment valuanw/(1995) described entertainment as a pastime,
similar to a trip to the movies or an amusement park. Funk, Mahony, and Ridinger (2002)
noted that the U.S Cup is an entertaining event due to its reasonable price. Funk, Ridinger,
and Moorman (2003) descddl entertainment value as the extent to which the
affordability of the entertainment contri bt
Ross (2004) noted the enjoyment of a sport as a source of entertainment.
In all, spectators who go to the stadium fategtainment will feel happy and enjoy

themselves during or after the game.

165



SMR /Asian Sport Vanagement ~eview, 2012, 11

Vicarious achievement/ Sedteem/ SekHictualization.Vicarious achievement refers
to the desire to be successful, to persist in the face of failure, and to take pridénalthe
result. Funk et al. (2001) noted that vicarious achievement is the feeling of personal
achievement experienced by sport spectators when their favorite team is successful. Funk
et al. (2003) described vicarious achievement as the extent to whiaidigidual is
interested in the team due to a heightened sense of personal or collective esteem based on
his/her psychological association with the team.

The tendency of sport spectators to bask in reflected glory (BIRG) could be the best
explanation for warious achievement. After winning, spectators who have some points of
attachment to the team/athlete/coach/university/community may feel as if it is their own
achievement. Further, the achievement, to some extent, can satisfy their need for
selfesteem oself-actualization.

Although selfesteem can result from feelings of identification and belongingness
(Branscombe & Wann, 1991), vicarious achievement can also result jess=tin and
seltactualization. Kim et al. (2008) noted that even though-esem and vicarious
achievement are labeled differently, they refer to the same motive.

Empathy.Empathy refers to emotional attachment to a certain team (James & RosSs,
2004). Campbell, Aiken, and Kent (2004) discussed the four kinds of empathy sguation
basking in reflected glory (BIRG), cutting off reflected failure (CORF), basking in spite of

reflected failure (BIRF), and cutting off reflected success (CORS).
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AestheticsAesthetics refers to the beauty, grace, or other artistic characterisics of
sport. |t has been defined as t he nexcel
performanceo (as cited in Funk et al., 2003

Wann, Grieve, Zapalac, and Pease (2008) noted that an aesthetic motive is found to
be particularly prominent in individuaperts (e.g., figure skating), nonaggressive sports
(e.g., professional baseball), and stylistic sports (e.g., gymnastics).

Drama/ Eustress/Excitemeribrama refers to the extent to which an individual is
interested in the team because of the exciterassciated with a close game versus a
onesided game and the element of uncertainty about the outcome of the game (Funk et al.,
2003).

Eustress (pleasant stress), although di ff
same motive as the latter (Kim et,&008). Some spectators go to the stadium to watch a
game simply because the uncertainty of the outcome/the drama of the game can stimulate
their senses and provide them with the stress they seek.

Drama/Eustress can result in excitement. The excitennerdunding the game adds
to the enjoyment of the event. It is said that modern society does not present enough
exciting variability, and only sports allow people to face desired challenges and experience
wanted excitement and stimulation in socially acablet ways. According to Funk et al.

(2001), the importance of excitement would be expected to be particularly high at large

events when the spectacle is a major focus of event managers. The more important the

167



SMR /Asian Sport Vanagement ~eview, 2012, 11

event is, the more excitement it will generate.

Interest in Sport/ Team/ Athlete/ Coacrhis motive refers to something (Sport/
Team/ At hl et e/ Coach) t hat has the power
studies cited interest in a sport, interest in a team, interest in coach, aedtiimean
athlete as different motives (Funk, Mahony, Nakazawa & Hirakawa, 2001; Funk, Mahony
& Ridinger, 2002; Funk, Ridinger & Moorman, 2003). In this study, however, they were
classified as one motive. Spectators go to the stadium to watch the gamsechibey are
interested in some certainty aspects of the game, not in the process of the game, nor the
outcome of the game, nor the service; they are only interested in the game itself. In other
words, before they go to the stadium, they know what kinspoft they will watch and
who will play it, which is enough.

Physical Skills/ Performance/ Knowledgghis motive refers to the quality of the
game. Spectators are attract e-dxechtgd athlétie at hl
performance. Funermore, they can learn from watching a Higbel game. Physical
skills and performance are classified as the same motive because skillful athletes can give
the spectators a more exciting performance. However, to some extent, we can say that
spectators @ interested in the team, the athlete, or the coach because those individuals are
skillful.

Role model/ Adoration/ Hero worshiphis motive refers to the fact that athletes can

provide inspiration for young girls and boys; their athletic abilitied achievement in
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high-level competitions make them appear to be unbeatable and heroic (Funk et al., 2002).

Socialization /Family/Friends/AffiliationAs social beings, people have a desire to be
with others, communicate with others, and live as a memwiba group. Watching a sport
in a stadium is a perfect opportunity for people to communicate with each other. They can
go to the stadium with their family members, friends, partners, or even with other sport
spectators. Before, after, or even during famne, they can enjoy time with others,
meeting, talking, discussing, eating, drinking, playing, and so on. As time goes by, they
may feel a sense of affiliation to a certain group; for example, family, friends, and fans of
a special team or fans of a s@@port share an affinity with each other.

Several studies have discussed the motives of socialization, bonding with family,
bonding with friends, and affiliation, respectively (Trail & James, 2001; Funk et al., 2002;
James & Ross, 2004). However, Wan®98) described affiliation and bonding with
family as similar motives. This study attempted to classify those four motives as
socialization or communication.

National pride.National pride refers to the strong emotion that occurs in spectators
who areproud of their country. Patriotism is the traditional virtue of the Chinese nation.
When spectators watch an international sporting event, they must, at least in part, go to the
stadium to support their country. According to Yu (2007), supporting Chinesemm& n 0 s
basketball is one of the most important motives for spectators who attend the Federation

Il nternationale de Basketball (FIBA) Womenos
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