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Editor’s Note 

************************************************************************ 

Asian Sport Management Review (ASMR), the official 

academic journal published by Asian Association for Sport 

Management (AASM) starting from 2008, is now coming 

to the 12th volume. ASMR would not come this far without 

the contributions from those who have been working very 

hard in the field of sport management in countries mostly 

from Asia but not limited to. As editor of ASMR from July 

2016, I would like to show my appreciation for those who 

had contributed and those who will contribute to ASMR. 

 

There are five articles in this volume. The topics consist of 

issues regarding legal aspect on professional sport, sport 

fan curiosity, sport participation and culture, politician’s 

role in sport development, and sport club management model. The findings from these 

articles may inspire who may concern the governance, promotion, and marketing their 

sports.  

 

Without doubt, information technology has tremendously influenced and penetrated our 

society in almost every aspect. Sport is inevitably one of the domains that are currently 

facing the impact brought by information technology advancement such as the 

application of virtual reality (VR), augmented reality (AR), new media and big data on 

sport. In contrast to the static context, sport industry is now enjoying the very dynamic 

environmental changing era. Therefore, individuals from both the academia and industry 

should keep themselves abreast of the current trend. Let us expect more research 

findings on this new trend. 

 

Sincerely yours, 

Chen-Yueh Chen, Ph. D. 

 

 

 

 

Editor 

Professor/ National Taiwan Sport University (NTSU) 

************************************************************************  
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The Moderating Effect of Sport Fan Curiosity and Novelty 

Seeking on the Relationship between Sport Event Identification 

and Re-Attendance Intention 

 

Abstract 

The purposes of the current study were to investigate whether sport event 

identification positively predict intention to re-attend sport event, and to explore the 

moderating effect of sport fan curiosity and novelty seeking on the relationship between 

identification and re-attendance intention. Four hundred and two participants were 

recruited from the Chinese Professional Baseball League (CPBL) spectators at Sinjhuang, 

Taoyuan, and Taichung baseball fields using stratified sampling method with the 

in-field/out-field stratum. Data analysis was performed using SPSS 18.0 and LISERL 8.51. 

The results reveled that sport event identification positively predicts intention of 

re-attendance. Both sport fan curiosity and novelty seeking moderated the relationship 

between identification and re-attendance intention. The findings facilitated the deeper 

understanding on the factors that influence sport fans’ re-attendance intention on sport 

events, which contributed to the field of sport management.   

 

Keywords: sport industry, sport management, sport event, sport marketing 
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Introduction 

Spectators’ intention to re-attend sporting events plays a critical role for a 

professional franchise. Take Manchester United for example, ticket sales accounted for 

approximately half of the total revenues in the 2006-2007 season, implying that spectators’ 

patronage is crucial to sport franchises (Theodorakis, Koustelios, Robinson, & Barlas, 

2009). Additionally, research has argued that attracting a new customer costs five times as 

much as retaining an existing customer (Liu, Guo, & Lee, 2011). Accordingly, companies 

have been dedicated to maintaining customers’ repurchase intention by developing 

effective marketing strategies. A number of researchers exerted their efforts in 

investigating the potential antecedents of repurchase intention. In the sport context in 

particular, the most frequent antecedents being explored included service quality and 

satisfaction (Cronin, Brady, & Hult, 2000; Lee, Kim, Ko, & Sagas, 2011; Shonk & 

Chelladurai, 2008). Whereas service quality and satisfaction were found to significantly 

explain spectators’ intention to re-attend sporting events, team identification is one of the 

key determinants to predict sport spectators’ consumption behavior (Wann & Grieve, 

2005).  

Originated from social identity theory, team identification refers to the extent to 

which an individual psychologically attaches him- or herself to a sport team (Wann & 

Branscombe, 1993). Such a psychological attachment to a sport team does not vary 

drastically due to time lapse or the winning/losing records of a team (Wann et al., 2001). 

Social identity theory argued that an individual possesses personal identity (such as 

personal ability and interest) and social identity (such as gender, religious tendency, and 

sense of belonging to a certain organization). When personal and social identity interacts, 

the perception of belonging to a certain group or organization might strengthen (Mael & 

Ashforth, 1992; Tajfel & Turner, 1986; Turner, 1982). Such a phenomenon becomes more 

salient in the sport context. For instance, an individual is highly identified with a certain 

team when his/her personal identity (interest in a certain team) matches the social identity 

(characteristics, traditions and team performance of a certain team). Accordingly, it is not 

unusual to observe the supporting behaviors for the team such as purchase of the 

team-related merchandise or attendance of the games (Wann & Grieve, 2005).  

Empirical results argued that sport fans with greater team identification are more 

inclined to purchase team-licensed merchandise as well as to attend the sporting events in 

the contexts of professional and college sports (Beccarini & Ferrand, 2006; Dale et al., 

2005; Hunt et al., 1999; Madrigal, 1995; Tobar, 2006; Wakefield, 1995; Wann & 

Branscombe, 1993). Moreover, the findings of a research conducted in Greece suggested 

that identification with a professional sport team is highly related to the intention to 

re-attend the event (Theodorakis et al., 2009). Based on the preceding reasoning, the 

following hypothesis was formed. 

 

H1: Sport event identification positively predicted spectators’ intention to re-attend 

the sport events.  

 

Litman & Speilberer (2003) argued that curiosity is a desire that drives an 

individual’s exploratory behavior. Moreover, Loewenstein (1994) defined curiosity as one 

of the important motivations that drive behavior. As such, curiosity is the desire that drives 

an individual’s exploratory behavior to obtain new knowledge or experiences. 

Curiosity is a multifaceted latent construct. For instance, Berlyne (1960) proposed 

four sub-dimensions of curiosity including perceptual curiosity, epistemic curiosity, 

specific curiosity and diversive curiosity. Another classification proposed by Day (1971) 
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included trait curiosity and state curiosity. Psychological continuum model proposed by 

Funk (2008) can be used to explain the legitimacy of curiosity in the sport context. An 

individual’s attitude toward a certain sport, player and team depends on a variety of factors 

such as personal psychological state, the level of knowledge regarding the sport, 

socializing agents and promotional activities.  Funk (2008) further argued that the 

psychological continuum model involves four phases: awareness, attraction, attachment, 

and allegiance, among which it is incremental in process. Namely, an individual advanced 

to the level of allegiance must go through the stage of awareness, attraction and 

attachment sequentially. The interaction between this model and sport fan curiosity lies in 

the role of curiosity facilitating the transition from awareness to attraction (Park et al., 

2014). 

The legitimacy of sport fan curiosity is justified by the following uniqueness of sport. 

First, one of the most unique characteristic of sport event is the nature of uncertainty 

(Funk, 2008). Such uncertainty is believed to keep triggering sport fan’s curiosity as fans 

will not know the outcome until the event ends (Park et al., 2014). Additionally, the variety 

of sport may trigger sport fan’s curiosity (Irwin, Sutton, & McCarthy, 2008) since different 

sports are executed under their unique rules (Park et al., 2014). 

Literature pointed out that sensation seeking and novelty seeking have something in 

common; that is, exploratory behaviors will be activated after an individual receives a 

stimulus (Litman & Spielberger, 2003; Park et al., 2014). Sensation seeking is a 

characteristic that causes an individual to pursue new experiences or feelings that is 

uncertain (Zuckerman, 1979) while novelty seeking is a tendency of an individual to 

pursue new or unexpected experiences (Collins, 2000). Empirical studies indicated 

correlation between sensation seeking and curiosity (Collins, Litman, Spielberger, 2004; 

Litman & Spielberger, 2003) as well as correlation between novelty seeking and curiosity 

(Loewenstein, 1994). Furthermore, the degree of novelty of a stimulus was a critical 

antecedent that drives an individual’s exploratory behavior (Mendel, 1965). In addition to 

the degree of novelty, attractiveness and fun of the stimulus were the necessary elements 

to activate an individual’s behavior (Henderson & Moore, 1980). Research indicated that 

an individual may generate curiosity toward a stimulus or event that is novel, complicated, 

uncertain and conflict, which may further bring about certain behaviors (Kashdan, Rose, & 

Fincham, 2004). Spectator sport event is coincidentally consist with the above 

characteristics such as uncertainty, complicated, fun, attractive, and novel. Therefore, the 

following hypotheses were proposed based on the preceding inferences.  

 

H2: Sport fan curiosity moderated the relationship between sport event identification and 

intention to re-attend the sport events.  

H3: Novelty seeking moderated the relationship between sport event identification and 

intention to re-attend the sport events.  

 

Methods 

Participants and Procedure 

    The spectators in the Chinese Professional Baseball League (CPBL) were the target 

population in the present study. Convenience sampling was employed to recruit 

participants. Research assistants collected data from spectators in both infield and outfield 

seats. Participants were informed of the purpose of the present study as well as the 

information regarding Institutional Review Board (IRB) by the research assistants before 

proceeding to filling out the questionnaire. With the consent from participants, research 

assistants continued the data collection procedure. Four hundred and two usable 

questionnaires were collected for data analysis.  
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Measures Used in the Present Study 

    Measures utilized in the current study included demographic variables, sport fan 

curiosity (Park et al., 2014), measures on intention to re-attend sport events、 (Kwon, Trail, 

& James,2007), and novelty experience scale ( Pearson, 1970). Seven point Likert scale 

was used with 1 referring to “strongly disagree” and 7 representing “strongly agree” (see 

Table 1). 

Data Analysis 

    Confirmatory factor analysis (CFA) was performed to examine the construct validity 

of the measures used in the present study. The criteria for the goodness-of-fit assessment 

of the measurement model proposed by Kline (1998) and Hair et al. (2007) were adopted. 

Hierarchical regression analysis was conducted to investigate the proposed hypotheses 

(H1, H2, and H3) with demographics entering the model first, followed by main effects 

and then the interaction effect to control the level of Type I error (Cohen, Cohen, West, & 

Aiken, 2003; Frazier, Tix, & Barron, 2004;Kerwin & Doherty, 2012). SPSS 18.0 and 

LISERL 8.51 were utilized for data analysis with the significance level of .05.  

 

Results 

Summary of Confirmatory Factor Analysis 

    Table 1 through Table 4 revealed acceptable model fit, internal consistency, 

convergent validity and discriminant validity (See Table 1 through 4). 

 

Table 1 Summary on Sport Fan Curiosity Measure 

Construct / Item M SD SK KU FL 

Specific Information [AVE=.66 ; Alpha=.90]      

I enjoy discussing new sport players, 

teams, games, and events with friends. 

5.58 1.37 -1.21 1.24 .80 

I often spend time examining statistics 

about my favorite team. 

4.97 1.49 -.61 -.11 .84 

I miss games, I often search for the final 

results on television, the Internet, and/or in 

newspaper. 

5.53 1.49 -1.19 1.06 .75 

I often think about why my favorite 

team’s strategy to beat a rival team. 

4.87 1.40 -.53 .32 .80 

I enjoy reading articles about new athletes, 

teams, games, and events. 

5.22 1.38 -.82 .63 .87 

General Information[AVE=.76; Alpha=.89]      

I am curious about sports. 5.82 1.13 -.94 1.30 .86 

I want to know more about sports. 5.76 1.13 -.96 1.61 .95 

I am intrigued by what is happening in  

sports. 

5.55 1.24 -.96 1.14 .80 

Sport Facility Information [AVE=.63; 

Alpha=.83] 

     

Figuring out how much it would cost to 

construct a brand new stadium interests. 

5.07 1.51 -.63 .05 .85 

I am curious about how big a sport  

stadium is. 

4.93 1.49 -.52 .07 .85 

I would enjoy visiting a sporting goods  

factory related to my favorite sport to see  

how their products are made. 

5.22 1.41 -.64 .09 .68 
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Note: M refers to mean; SD indicates standard deviation; SK denotes skewness;  KU stands for kurtosis;  

FL refers to standardized factor loading;  AVE represents average variance extracted. Alpha refers to 

Cronbach Alpha. S-B χ2/df =161.39/41=3.93；SRMR=.05；RMSEA=.089；CFI=.98；NNFI=.97；GFI=.98. 

The square of correlation between any two constructs ranges from .26-.33, suggesting discriminant validity.  

 

Table 2 Summary of Intention to Re-Attend Sport Events 

Dimension / Items [AVE=.86; Alpha=.94] M SD SK KU FL 

I would re-attend the CPBL Games. 5.82 1.42 -1.37 1.78 .95 

I would consider re-attending the CPBL 

games at the current ticket prices.  

5.84 1.43 -1.17 1.23 .86 

The probability that I re-attend the CPBL 

games is high. 

5.72 1.49 -1.27 1.23 .97 

Note: The measure is perfect fit. 

 

Table 3 Summary of Identification with CPBL 

Dimension / Items [AVE=.90; Alpha=.96] M SD SK KU FL 

Being a CPBL fan is important to me. 5.40 1.48 -.84 .22 .91 

I consider myself a CPBL fan.  5.30 1.57 -.76 -.09 .99 

I see myself as a die-hard fan of CPBL. 5.82 1.42 -1.37 1.78 .96 
Note: The measure is perfect fit. 

 

Table 4 Summary of Novelty Seeking Measure 

Dimension / Items [Alpha=.83] M SD SK KU 

I like to explore some special places. 5.49 1.15 -.66 .54 

I like to go traveling without planning. 5.07 1.43 -.55 -.19 

I would feel bored if I stay home too much. 5.46 1.37 -.85 .42 

I like to be with friends who are unpredictable. 5.21 1.32 -.51 .21 

I like to do something exciting. 5.41 1.31 -.71 .19 

I would love to try bungee-jumping. 4.63 1.89 -.52 -.73 

I like attending parties. 5.00 1.52 -.47 -.19 

I like to have new or exciting experiences.  5.51 1.28 -.91 .88 

 

Results of Hypothesis Testing 

    Results from hierarchical regression analysis revealed that both the overall model and 

△R
2
 in each stage were statistically significant. Identification with CPBL positively 

predicted the intention to re-attend CPBL games (β=.679, p<.05), supporting H1. 

Moreover, the interaction effect between sport fan curiosity and sport event identification 

was statistically significant (β=-.74, p<.05), meaning that sport fan curiosity moderated 

the relationship between sport event identification and the intention to re-attend sport 

events (H2). Finally, the interaction effect between novelty seeking and sport event 

identification was statistically significant (β=.526, p<.05), indicating that novelty 

seeking moderated the relationship between sport event identification and the intention to 

re-attend sport events (H3). As a result, all the proposed hypotheses were supported.  
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Table 5 Summary on Hierarchical Regression Analysis 

Independent 

Variable 

B SE beta R
2 

△R
2
 

Step 1    .076 .076* 

Gender .05 .15 .017   

Age 1 .22 1.02 .079   

Age 2 .37 1.02 .111   

Age 3 .50 1.02 .132   

Age 4 -.20 1.03 -.039   

Age 5 .49 1.05 .079   

Age 6 -.93 1.09 -.099   

Age 7 -.77 1.16 -.068   

Age 8 .47 1.19 .03   

Marital Status 1 -.62 .52 -.18   

Marital Status 2 -.48 .49 -.15   

Monthly Income 1 -.73 .54 -.253   

Monthly Income 2 -.38 .52 -.132   

Monthly Income 3 -.38 .54 -.105   

Monthly Income 4 -.12 .58 -.023   

Monthly Income 5 .76 .73 .077   

Step 2    .656 .580* 

Curiosity .258 .06 .183*   

Identification .615 .036 .679*   

Novelty Seeking .003 .05 .002   

Step 3    .669 .013* 

Identification * 

Curiosity 

-.091 .025 -.74*   

Identification * 

Novelty Seeking 

.085 .039 .526*   

Note. p<.05. B denotes unstandardized regression coefficient; SE refers to standard error; 

beta indicating standardized regression coefficient; R
2
: coefficient of determination; △

R
2
: incremental in coefficient of determination. 

 

Discussion 

    This present study intended to explore the relationship among identification with 

CPBL, re-attendance intention, and the moderating effect of sport fan curiosity as well as 

novelty seeking. All the proposed hypotheses were supported. H1 stated that Identification 

with CPBL positively predicted the intention to re-attend CPBL games. This finding was 

in line with previous literature. For instance, according to social identity theory, when 

personal and social identity interacts, the perception of belonging to a certain group or 

organization might strengthen (Mael & Ashforth, 1992; Tajfel & Turner, 1986; Turner, 

1982). In addition, empirical results argued that sport fans with greater team identification 

are more inclined to purchase team-licensed merchandise as well as to attend the sporting 

events in the contexts of professional and college sports (Beccarini & Ferrand, 2006; Dale 

et al., 2005; Hunt et al., 1999; Madrigal, 1995; Theodorakis et al., 2009; Tobar, 2006; 

Wakefield, 1995; Wann & Branscombe, 1993). 

    H2 suggested that sport fan curiosity moderated the relationship between 

identification with CPBL and intention to re-attend the CPBL games. The essence of 

uncertainty of the game continuously stimulated fans’ curiosity (Funk, 2008; Park et al., 

2011). Furthermore, social identity theory helps explain this phenomenon (Mael & 
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Ashforth, 1992; Tajfel & Turner, 1986; Turner, 1982). Moreover, H3 argued that novelty 

seeking moderated the relationship between identification with CPBL and intention to 

re-attend the CPBL games, which was consistent with relevant literature. To elaborate, 

researchers pointed out that a stimulus that was novel, interesting and attractive was a 

critical factor that drives an individual’s exploratory behavior (Henderson & Moore, 1980; 

Kashdan et al., 2004; Mendel, 1965). 

    Spectator sport industry has been facing market competition pressure. Namely, 

consumers are open to a variety of different leisure activities when available. Attending a 

sporting event may be just one of the various alternatives. Therefore, how to attract 

consumers to attend sporting events become critical for sport leagues. This study made the 

contributions to the field of sport management by examining the role of sport fan curiosity. 

Practitioners can add more elements to trigger fan’s curiosity to enhance intention to 

re-attend sporting events. 

    This study was not without limitations. For example, the three sub-dimensions of 

sport fan curiosity were analyzed to be a single variable when dealing with moderation 

data analysis. Future studies may consider analyze it separately. Additionally, other 

variable that is highly associated with sporting event context such as sensation seeking 

may be an interesting topic for future study in order to better understand the mechanism of 

consumer’s intention to re-attend sport events. 
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The Politician’s Roles in the Development of Professional 

Football Clubs in Thailand 

 

Abstract 

This research aimed to study about the roles politicians play in the development of 

professional football clubs in Thailand, analyze reasons for their entry into it and estimation 

of their work. Questionnaires were used to collect the data from 517 people who are CEO 

(chairmen of football clubs and team managers) of professional football clubs in Thailand, 

coaches, professional football players, spectators, media persons covering sports and the 

CEO of The Football Association of Thailand, which is under the patronage of His Majesty 

The King. 

It is found that the reason why politicians have played an important role in the 

development of the professional football clubs in Thailand was to seek fame and honor for 

themselves. In fact, their roles were to support the clubs in terms of funds, materials, 

places, training grounds or playing courts which tend to be useful for the clubs. It has been 

proved that politicians, who administer professional football clubs, can demand attention 

from sponsors better than those who are not. 

Keywords: politician, football 

 

  



Jul. 2017 

 

 

16 

 

 

Introduction 

Sports and politics have had a very long relationship (Guttmann, 2003; Chien, Ping, 

and Hui, 2008).  It is said that politics got involved in sports since society and sports, which 

might be called as an exercise in that time, appeared (Dousti et al., 2012).  Evidence from 

ancient Greece shows that sports were used in order to strengthen troops.  When the troops 

were strong, they were able to protect the territory and invasion from other states.  Apart 

from supporting wars, emperors in Roman periods regarded the fight between human and 

human and between human and animals (called Gladiator) as a kind of sport. It was a tool 

for entertainment and control people as well (McPherson, Curtis, and Loy, 1989). 

Additionally, sports was employed by politicians as a tool in various dimensions 

such as creating national identity (Chien et al., 2008) and policy announcement of a nation 

(Bainvel, 2005).  This can be proved by the introduction of Modern Olympic Games, 

which was conceived by Baron Pierre de Coubertin in 1896. There were hidden political 

objectives which were to stimulate youth to keep fit (McPherson et al., 1989) and to raise 

France’s status in Europe and world after being beaten in 1870-1871 by Prussia or 

Germany (Stauffer, 1999).  

In the past there were some people trying to separate sports from politics 

(Feliciano-Ortiz, 2012; Coakley, 1994) or to raise “Sports without Politics”. Nevertheless, 

this idea was hard to be possible because sports and politicshave been like parallel 

(MacClancy, 1996) especially, in countries governed by fascism and communism. They 

used sports as a tool to advocate while countries governed by democracy employed sports 

as a tool for harmony (Chien et al., 2008). Then currently, sports have already become a 

part of a strategy to publicize nations or districts in order to indicate superiority, including 

to confirm existence of nations or communities (MacClancy, 1996). 

Politicians often support teams, clubs or different kinds of sports so that they can 

be recognized and get close to people (Arnaud and Riordan, 1998). From those kinds of 

relationship, the benefits sports get are sponsorship of prizemoney, development of 

playing courts including public utilities and the interest from mass media. Nonetheless, 

those kinds of relationships bring trouble such as the boycott of Olympic Games in 1980 

and 1984, which was a result of pure geo politics (Dousti et al., 2012). 

Football teams from local clubs, city clubs including national teams are the tool to 

communicate with football fans to reveal concepts, traditions, cultures and customs 

(Murray, 1996). This can be a channel for politicians to take benefits. For example, 

National Fascist Party of Benito Mussolini in 1925 made football the national sport of 

Italy and to be a part of the great national reform by injecting money, publicizing football 

teams, building great football fields including holding World Cup in 1934 (Wynn, 2007). 

In Germany at the beginning of the 20th century, gymnastics was made the 

national sport of Germany. Gymnastics was selected to train soldiers (Arnaud and 

Riordan, 1998) while football was categorized as the sport of laborers. After Germany lost 

in World War I in 1918 and the Treaty of Versailles signed, gymnastics and other kinds of 

sports, which were used for troops development, was forbidden in the country. This 

resulted in football’s popularity which increased so much that Adolf Hitler, the leader of 

Nazi Party in 1921 and the prime minister in 1933, employed football as the advocating 

tool to show the superiority of Aryan race over others (Wynn, 2007). 

Aja (1998), in a seminal paper, mentioned that football and politics are inseparable 

in Spain. In Francisco Franco's period between 1936-1975, football games were used as an 

important political tool to build popularity for him and to compete with others. There was 

conflict between dictatorship and the opposition and the beginning of the great rivalry 
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between Real Madrid C.F.,the representative of the capital city, and Barcelona football club, 

the representative of Catalunya region which tried to break up from the state power. 

In Thailand, both national and local politicians get involved in sports in direct and 

indirect ways (Asadang Panikabutr, 2011). It can be seen from the list of Sport Association 

Presidents from provinces which belong to politicians or henchmen. 

Football in Thailand, from the establishment of the first team in 1915 until the 

formation of the Football Association of Thailand in 1954 (Football Association of Thailand, 

2006), it is found that the association has always been linked to politics. In other words, 

from the beginning until the change to constitutional monarchy in 1932, the presidents and 

CEO were courtiers, essentially political functionaries. After that, the political power went 

into the hands of soldiers until 1973. Football brought politicians of various hues and 

ideology since 1985 (Jirath Janthasen, 2011). 

The first football match in Thailand started in 1900 but it was just an amateur game 

and not professional as it is now. In 1996, there was the first professional football match 

(Football Association of Thailand, 2006). However, it was not very popular enough. In 2010, 

Asian Football Confederation (AFC) launched the policy “Vision Asia” which fawned 

professional football in Asia. Thai Premier League was registered as Juristic Entity. This 

resulted in more broadcast of football matches of Thai Premier League which caught the 

imagination of public and then turned into a “Football Fever” (Vichit Yamboonruang, 2011). 

There were crowds or cheering teams participating in each match during the course of the 

league (Sports Authority of Thailand, 2009). 

The football fever brought about another phenomenon in professional football clubs 

in Thailand - the advent and interest by politicians to become the CEO of professional 

football clubs in Thai Premier League, Division 1 and Division 2. A survey in 2013 showed 

that there were 121 professional football clubs (Thai Premier League, 2014) and 65 teams or 

53 % of their presidents or team managers were politicians. 

This research aimed to study problems from the politicians.  This is because 

earlier studies indicated that politicians often used sports particularly, football games, as a 

tool to effectively send political messages to people (Mckelvey and Moorman, 2007; Fridy, 

2009). This research investigated facts which compelled politicians to get interested in 

playing a role in professional football clubs in Thailand, including roles which are 

expected by the society in terms of the development of professional football clubs in 

Thailand and the estimation of roles of politicians on the clubs. The study indicated the 

roles of politicians and the development of professional football clubs in Thailand so that 

they can be the guidelines to manage the clubs in the context of Thailand. 

 

Review of Literature 

The literature review consisted of the theory of Motivation. Guilford and Gray 

(1970) and Luthans (1992) assigned personal needs drive a person’s behaviors in order to 

achieve effectively and endlessly. Human always have needs and different motivations 

since the levels of expectation in each person are not equal. The Role theory which Cohen 

and Orbuch (1990) said that roles are behaviors which a person expects that others will 

follow based on position or status. And the appropriate roles can be learnt from the 

processes in the past society and they have been absorbed by a person. The roles are 

divided into 3 types; roles expected by society, roles expected by oneself and roles in 

practicality. 

Additionally, there was the Expectancy Theory which Vroom (1964) explained that 

the feeling of a person to behaviors or to one’s appropriate position or others’ is the 

expectation resulting in how one should behave in different situations or one’s 

responsibilities. In other words, to compel employees to work harder needs understanding 
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their process of concepts and recognition. When they work harder, they must think what 

they will obtain from the increasing work. And then they will try more and more if their 

action leads to the satisfied results. For instance, working hard brings good-level 

assessment which leads to the promotion and higher wage. On the other hand, if a person 

thinks hard work does not bring anything, he/she does not need to dedicate him/herself to 

the work. The expectation is the feeling of a person to oneself and to others in order to 

behave to what he/she is responsible for. 

Rossi and Haward (1982) explained the Project Evaluation that it is the assessment 

of desired and undesired results from operations to determine required goals. Moreover, 

there were concepts of relationship between politics and sports, between politics and 

football games, and the evolution of professional football in Thailand. 

 

Methodology 

This study is a quantitative research used questionnaires as the data collection. The 

data were analyzed from Percentage, Means (X), Standard Deviation (S.D.) and Class 

Interval divided into 5 levels; 1.00-1.79 for the least satisfaction, 1.80-2.59 for little 

satisfaction, 2.60-3.39 for moderate satisfaction, 3.40-4.19 much satisfaction, and 

4.20-5.00 for the most satisfaction 

The samples used in the research consisted of 517 people who are CEO (chairmen 

of football clubs and team managers) of the professional football clubs in Thailand, 

coaches in the clubs, professional football players, audiences, sport news mass media and 

CEO of The Football Association of Thailand Under the patronage of His Majesty The 

King. 

The research was conducted at 121 professional football clubs in Thailand, in Thai 

Premier League, Division 1 and Division 2, in 2014. 

 

The research instrument of the research was a questionnaire which was divided 

into 3 parts; questions about the reasons why politicians have roles to develop the 

professional football clubs in Thailand, questions about politicians’ roles expected by the 

society to develop the clubs and questions about the role assessment of politicians 

concerning the development of the clubs. The process of query building started from 

studying related documents, concepts, theories and research. And then the survey was 

taken place by in-depth interview as the tool to collect data from the samples. Next, the 

result from the survey was developed to be the research questionnaire. The content 

validity was tested by Index of Item Objective Congruence (IOC). The questions which 

got 0.5 were used in the research. And Cronbach’s alpha in the reliability of the 

questionnaire was specified at not less than 0.8. 

 The 517 samples were asked to answer the questionnaire and then the collected 

data were analyzed, codified, and presented in form of description. Finally, the data were 

concluded and the result suggested. 

 

Result and Disussion 

Result 

Based on the result of the findings, the following summary is made: 

1. The reason why politicians have roles on the development of the professional 

football clubs in Thailand is to seek for fame, honor and success to themselves at 35.40 

percent while the second reason is to gain votes from election or create popularity with 

14.89 percent. 
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Table 1: The table showing frequency and per cent of the reasons why politicians have an 

important role in the development of professional football clubs in Thailand. 

No Topics Frequency (%) 

1 To seek for fame, honor and success to themselves 183 (35.40) 

2 To gain votes from election or create popularity 77 (14.89) 

3 To be a part of the development of professional football 61 (11.80) 

4 To prove another ability except from being politicians 56 (10.83) 

5 To gain benefits for their business 41 (7.94) 

6 To respond to their mental needs 39 (7.54) 

7 To make areas where they run the election more famous 26 (5.03) 

8 To extend political concepts to football fans 15 (2.90) 

9 To make professional football stimulate local economy 12 (2.32) 

10 To give support to people’s health 7 (1.35) 

Total 517 (100) 

 

2. Found the most important roles of politicians, which is expected by people in 

the society with regard to the development of the professional football clubs in Thailand, 

is that they have e better chance of supporting the clubs in terms of capital, material, place, 

training court or playing court (table 2).  It is 37.33 percent from all other reasons. The 

second reason is the politicians’ political power over the development which is more 

effective than others’. The result shows 20.70. 

 

Table 2: The table showing frequency and percentage of the politicians’ roles expected by 

the society to develop the professional football clubs in Thailand. 

No Topics Frequency (%) 

1 Politicians have a better chance to support the clubs such as 

capital, material, place, training court or playing court, etc. which 

are useful for the clubs. 

193 (37.33) 

2 Politicians can employ the political power to develop the clubs 

better than those who are not politicians. 

107(20.70) 

3 Politicians can unite people in a community, make people proud 

of their locality and decrease social problems. 

45 (8.70) 

4 Politicians can make clubs and, where the clubs are located, 

become more popular. 

36 (6.96) 

5 Politicians can cooperate with those who involve in the 

improvement of clubs. 

34 (6.58) 

6 Politicians can reward or return athletes’ favor better than those 

who are not politicians. 

27 (5.22) 

7 Politicians can use their skills and experiences to administrate 

and improve clubs. 

24 (4.64) 

8 Politicians can stimulate communities’ economy by their roles on 

clubs’ development. 

22 (4.26) 

9 Politicians can administrate clubs following the rules of AFC and 

FIFA. 

18 (3.48) 

10 Politicians will not build up conflicts with stakeholders who 

involve in clubs’ development. 

11 (2.13) 
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No Topics Frequency (%) 

Total 517 (100) 

3. The assessment of politicians’ roles on the development of professional 

football clubs in Thailand (table 3) is in the medium level where the mean score is 3.38. 

When considerating each topic, most samples agree that, who administrate the 

professional football clubs, can call attention to sponsors better than those who are not 

politicians with mean score at 3.72. The next one where mean score is 3.65 is politicians 

whose ability to call attention to mass media better than those who are not politicians. And 

the third one is playing role on the professional football clubs’ development of politicians 

causing conflicts among professional football matches with mean score 3.59. 

Table 3: Means (X), Standard Deviation (S.D.) and Class Interval of the sample on the 

assessment of politicians’ roles on the professional football clubs’ development 

in Thailand. 

 

No 

 

Topics 

 

X 

 

S.D. 

1 Playing role on the professional football clubs’ development 

shows politicians’ leadership. 

3.32 1.059 

2 Playing role on the professional football clubs’ development 

shows politicians’ self-sacrifice and reliability. 

3.15 1.047 

3 Politicians who play role on the professional football clubs’ 

development want to show interpersonal relation. 

3.33 0.876 

4 Politicians who play role on the professional football clubs’ 

development want to show influence, sake of personal gain 

and brotherhood. 

3.58 1.002 

5 Politicians who play role on the professional football clubs’ 

possibly get involved in corruption. 

3.57 1.187 

6 Politicians have creative ideas and can adapt technology for 

the professional football clubs’ development better than those 

who are not politicians. 

3.13 1.049 

7 The development of the professional football clubs of 

politicians is different and better than those who are not 

politicians. 

3.06 1.132 

8 Politicians administrating the professional football clubs can 

call attention to sponsors better than those who are not 

politicians. 

3.72 0.929 

9 Politicians administrating the professional football clubs can 

call attention to mass media better than those who are not 

politicians. 

3.65 0.972 

10 Playing role on the professional football clubs’ development 

can cause conflicts among professional football matches. 

3.59 1.045 

11 There should be more politicians having role on the 

professional football clubs’ development. 

3.13 1.049 

Overall 3.38 1.031 

 

Discussion 
From the research, it is found that the most important s why politicians play role on 

the development of professional football clubs in Thailand are to seek fame, honor and 

achievement for themselves and to create good image in the society. The second reason is 

to hope that they will be elected and create popularity or gain a promotion in direct or 
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indirect ways. Furthermore, they wish their locality or political areas become more 

popular and they try to unite people in communities. The results conform to the research 

of Dousti et al. (2012) which stated that the participation of politicians in sports results 

from creating fame in the society and acquiring votes in an election.  

Another important reason causing politicians to have role on the development of 

professional football clubs in Thailand is to popularize their political areas and unite 

people in locality as Anucha Nakasai (2015), President of Chainat Hornbill Football Club, 

stated that it is the phenomenon of “Local Popularity”. It is like Thai society in the past 

where there were temples as the center of communities. At present, when there is a 

competition, local people gather and cheer up their club especially, clubs in their province. 

This was the beginning of football fan clubs where people have had a chance to exchange 

ideas and have done activities together. Additionally, it can make people love and care 

about their communities. The more successful the clubs are, the more proud of the locality 

people are. A part of the success results from politicians who are the local leader who are 

widely accepted. 

Navin Chitchop (2015), the former Member of the House of Representatives in 

Bureeram province, said on behalf of the President of “The Thunder Castles” Buriram 

United Football Club that professional football clubs in communities can popularize the 

communities where the clubs are located in. for example, a case study of Buriram province 

which was not the tourist attraction and widely known by people. It was only the province 

where people passed by. However, plenty of prizes they have grasped such as Thai 

Premier League, FA Cup, Football League Cup including AFC Champions League. These 

accomplishments made both Thais and foreigners know very well since the matches were 

broadcast and were able to be surfed on the internet. There have been a lot of people 

visiting and spending money in the province. This phenomenon has stimulated the 

province’s economy and has made local people have a better life. These resulted from the 

existence of the football clubs. Furthermore, people are proud of their community through 

cheering for Buriram United Football Club. 

The roles of politicians which are expected by the society are high chances which 

politicians can give support to football clubs such as capital, material, place, training court 

or playing court, etc which are useful for the clubs. This is because being politicians 

especially, local politicians, are accepted as more powerful and influential groups than 

others. Moreover, they can cooperate with the government sector to draw capitals and can 

propose private sectors to support and develop teams. In addition, they can use their 

political power to reserve football fields which mostly belong to provinces more easily 

than those who are not politicians. This point conforms to what Phra Weerasak Sri-ariya 

(2011) found in his study on Politics and Sports in Sri Racha municipality: a case study of 

Sriracha Football Club. He found that politics and sports in Sri Racha municipality related 

to each other. Politicians of Sri Racha municipality employed sports to obtain votes and 

popularity. They gave support to sports in direct and indirect ways. For the direct way, 

they launched sport policies in Sri Racha municipality’s council and patronized local 

sports particularly, Sriracha Football Club. For indirect ways, they helped provide 

sponsors and facilities such as places, materials, equipment and other welfares in order to 

facilitate sports and local athletes. Furthermore, they took care of athletes’ 

accommodations, healthcare including rewards, salary and allowance. 

The research result indicated that the assessment for politicians’ development of 

professional football clubs in Thailand was at medium level. This result conforms to the 

research which Pinyapat Tawvessuwan (2012) studied. She found that in sports 

competition, politics played an important role on impulsion of successful sports 

competition. When considering each dimension, it is found that politicians, who 
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administrate professional football clubs, interest sponsors better than those who are not 

politicians. This result showed at high level which conforms to what Dousti et al. (2012) 

stated that the roles of politicians on sports caused positive results. In other words, they 

can draw sponsors’ attention and capitals which are the base of development and can 

interest sports mass media. 

 

Suggestions 

1. General suggestions 

1.1 Politicians who would like to have role on the development of professional 

football clubs in Thailand must have strong intention to improve football society because 

they have potential to coordinate many things, particularly fund which is the most 

important thing to develop the clubs. For the benefit on elections, votes or popularity are 

by-products. 

1.2 Due to having role on the development of professional football clubs, 

politicians can unite communities, make people prod of their hometown, and decrease 

social problems. For instance, the achievement of Buriram United Football Club has made 

the province well-known and has been developing until Buriram became the city of sports. 

Except from the football team, there is also a standard car racing stadium which affects the 

visit of tourists. 

1.3 Politicians who would like to be a part of football clubs’ development must 

compound different kinds of administrative science so that professional football clubs can 

be sustainably developed. Additionally, supporting new generations was the base of future 

development. 

1.4 There should be both politicians and business people developing professional 

football clubs in Thailand more and more because they have enough potential to lead the 

clubs to success. 

2. Suggestions for further studies 

2.1 Due to the fact that this research focused on the study of politicians’ role on the 

development of professional football clubs in Thailand, there should be a comparison of 

other kinds of sports in Thailand to find out similarities or differences so that all 

dimensions of politicians’’ roles will be exposed. 

2.2 There should be a study to find out whether politicians’ roles on the 

development of professional football clubs in Thailand relate to the election results or not. 

If so, how 
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Selection Criteria of Celebrity Endorsement for Elite and 

Professional Sports Promotion 

 
Abstract 

 Celebrity endorsement is another highly effective marketing communication tool 

for promoting sports. Matching celebrity with sport is an important process significantly. 

This research demonstrates the current situation of celebrity endorsement for promoting 

elite and professional sports in Thailand, and to propose the selection criteria of celebrity 

as endorser for elite and professional sports promotion. The findings indicate that most of 

professional sport associations give precedence to the marketing communication and 

celebrity endorsement for promoting their sports considerably. On the other hand, most of 

elite sport associations believe that it is wasted money and is difficult to popularize their 

sports because of its nature, so they focus only on developing the athletes. The selection 

criteria of celebrity endorsement for elite and professional sports promotion proposed in 

this research needs to consider 2 factors. The first one is an external factor, including the 

nature of sport, the purpose of celebrity endorsement, target audience, who is the 

influencer, and budget. The second one is personality factors, consist of being an 

influencer, matching with the image of sport, having good image, being attractive, having 

expertise and skills in the sport, having credibility, being famous, having an interesting 

story, having good communication skills, having a sense of endorser, suite with 

communication channel, risks might be occurred by using that celebrity as an endorser, 

and wages of that celebrity. 

 

Keywords: celebrity, endorsement, elite sports, professional sports, promotion 

  



Jul. 2017 

 

 

26 

 

 

Introduction 

Nowadays market of products and services are competitive strongly. Several types 

of new products and services, such as new features of products, innovation, new functions, 

and so on, are kept releasing to the market continuously. As the result, marketers need to 

integrate various marketing communication strategies to increase brand awareness for a 

product and change customer behavior following to the purposes. Although digital 

technology and new marketing communication strategies are used widely, advertisement 

and public relations are still working as a tool to bring message to audience effectively.    

  

In the era of globalization, marketing public relations is so important because every 

parts of the world are connected closely, high technology stuffs are launched all the time, 

and consumer behavior has been changing very quickly. (Kithen & Papasolomou, 1997). 

Marketing communication practitioners and marketers have to develop and apply many 

strategies to support changes and match with consumer behavior. Celebrity endorsement is 

another powerful tool in marketing communication. The use of celebrities in advertising 

has increased remarkably over recent decades for launching new product, positioning 

brand or emphasizing brand image and so on (Erdogan , 2001; Ohanian, 1991). Within the 

celebrity endorsement, endorser is a person who appears himself with product and express 

that he use and admire it very much. Most of endorsers are celebrity who is acquainted 

widely in public. Mc Cracken (1989) said that celebrity endorser is a person who is 

acknowledged in public and they use their prominence to endorse something by appearing 

themselves with the product in the advertisement. Therefore it is an important factor 

affecting to success or fail of the endorsement.  

 

  For Thailand, celebrities are employed to be an endorser in advertising, especially     

the advertisement that needs assurance in functional rather than emotional. Reputation and 

popularity of celebrities in public enhances the level of source credibility and transfer to 

the product they endorse.  

 

Celebrity endorsement in the field of sports in Thailand has been rising gradually. 

In the previous, the proportion of budget for marketing and advertising were about 20 

percent of a total budget, nevertheless it would expand to 50 percent or more soon. 

Recently, by the way, the celebrity endorsement for sport in Thailand is quite new so there 

is still no direction and systems. Most of celebrity endorsement in sports is just for 

increasing sales or brand imaging. There were created and organized simply. Whoever is 

popular or known among the public during the period, they would be employed to be 

endorser. It may be success at that period of time but not sustainable in the long run.  

Basically, to be success in celebrity endorsement for sports, it is necessary for 

marketers and advertising agencies to understand the nature of sports, the current position 

of the sports, customer behavior and so on. Similarly, the right celebrity endorser is 

another important factor that needs to consider, because they are believed to be efficient at 

holding attention by breaking through the clutter of competing ads (Kaikati, 1987) and 

influence to people effectively. Even though celebrities could provide big impact to the 

advertising, it is not guarantee that all the celebrities would help the ads be successful. 

There are many factors affecting success or fail of the endorsement. Cases of failed 

celebrity endorsement such as Nike, the world sport brand suspended $100 million Maria 

Sharapova deals after she failed the drug test on 2016. Or David Beckham agreed to be the 

endorser for Motorola’s Aura phone but he got a mistake when a paparazzo snapped him 

texting on an iPhone. Celebrities are like product. They have a price. These situations 



Jul. 2017 

 

 

27 

 

indicate that it is necessary for the owners to seriously consider and select celebrity to be 

an endorser of their product, so they can reduce risk of hiring wrong one which could lead 

to fail. According to these reasons, the researcher is interested to study and propose the 

selection criteria of celebrity endorsement for elite and professional sports promotion by 

applying the concept of Source Credibility by Ohanian (1990) and the criteria of suitable 

celebrity for doing marketing by Mongkolsiri (2004) to be a base of this study. 

 

Objectives of this study 

1. To study and indicate the current situation of celebrity endorsement for elite and 

professional sports promotion.  

2. To propose the selection criteria of celebrity endorsement for elite and 

professional sport promotions  

 

Methodology 

The primary nature of the research is qualitative focused on studying the current 

situation of celebrity endorsement for elite and professional sports promotion. The sample 

of this study were divided into 3 groups, including group of sport associations, group of 

sport management and marketing, and group of advertising and communication. The 

executives of sports associations of Thailand in the area of elite and professional sports 

were chosen by purposive sampling to be a first group of sample. The elite sport 

associations included of Volleyball Association, Wrestling Association, Dance Sport 

Association, Athletics Association, and Archery Association. The professional sports 

included Motor Sport Association, Takraw Association, Jet Sports Boating Association, 

Lawn Tennis Association, and Golf Association. The second group of sample consisted of 

the scholar of sports management and marketers. And the third group comprised of the 

scholar of communication arts in the area of advertising and marketing communication, 

and advertising agencies.  

 

The research instrument of this study included the first semi – structured interview 

used for interviewing 10 executives of sport associations about the current situation of 

celebrity endorsement for promoting elite and professional sports, and the opinion about 

the criteria of selecting celebrity endorser. The second semi – structured interview used for 

interview marketers, scholars in sports management, scholars in marketing communication 

and advertising about the current and trends of celebrity endorsement for sport promotion. 

The third instrument is the scale applied from the concept of Source Credibility by 

Ohanian (1990) and the criteria of suitable celebrity for doing marketing by Mongkolsiri 

(2004) to measure the priority of factors include three major dimensions, namely: 

attractiveness, trustworthiness and expertise. Each of these dimensions has 5 sub – 

dimensions. Attractiveness consists of attractive, classy, beautiful, elegant, and sexy. The 

trustworthiness includes dependable, honest, reliable, sincere, and trustworthy. Expertise 

comprises of expert, experienced, knowledgeable, qualified, and skilled. The result of this 

scale will align the priority of factors needed to be considered in celebrity selection. The 

data in this research were validated by the data triangulation. The result of validation was 

the same. The data was integrated from documentary analysis, in – depth interview from 

key informants, questionnaire. The public hearing was announced for presenting the 

findings and getting confirmation from the experts and the associates in the celebrity 

endorsement for sports. 

 

Data Analysis 

The researcher concluded content by documentary review, analyzing the data from 
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the in-depth interview by content analysis, and analyzing the data from the questionnaire 

by using estimate ratio and calculation for mean and standard deviation to summarize the 

weight of factors in the selection criteria of celebrity endorsement for elite and 

professional sports promotion.   

 

Results  

The current situation of celebrity endorsement for elite and professional sports 

promotion  

 

Elite Sports Association 

 

Even though the executives of the elite sports associations understand how 

marketing communication is important and useful for supporting sports development, 

most of elite sports associations do not give importance to marketing communication 

according to lacking of personnel in this field and insufficient budget. Nevertheless many 

of the associations are establishing this issue in their policies and planning the strategies 

for marketing communication.  

 

Professional Sports Association 

 

The professional sports associations give precedence to celebrity endorsement 

as the marketing communication tool to promote their sports significantly. The 

executives of the professional sports associations realize about the importance of 

celebrity endorsement as another powerful marketing communication tool to support 

their sports promotion. They create several strategies to popularize their sports such 

as forming athlete to be celebrity who has got fan club, adapting celebrity 

endorsement through digital media or combining various celebs, actors, singers with 

athletes and so on. Yet some professional sport associations have not apply this 

strategy to their sports because they thought their sports are not popular and no sport 

hero.   

 

The current condition of celebrity endorsement for sports promotion in the opinion 

of Marketers, scholars in sports management, marketers and advertising agencies 

Basically, sport is not lifestyle of Thai people. They keep following the trends. 

Marketing communication, such as celebrity endorsement, mainly depends on the 

achievement of athletes and the popularity of sports. Thus if athletes or sports are not success, 

there are no sport hero for the fan to follow and the trend of those sports would be faded down 

gradually. In addition, the celebrity endorsement for sport is still new for Thailand. Most of 

marketers are lack of clearly understanding in the nature of sports and athletes which 

affect the selection of celebrity to promote sports effectively. Mostly, they will pick 

whoever is in-trend at that moment. Additionally, agreement in the contract of sponsorship 

is not clear, thus the athletes, supported by sponsors, do not know how to reciprocate their 

sponsors as an endorser. 

 

Trends of the celebrity endorsement for sports promotion in the future 

 

The use of celebrities in endorsement for sports promotion will increase 

remarkably. Social media and trends of heath care and sports made athletes become celeb 

and they would be chosen to be endorser which influences to the level of using celebrity 

endorsement considerably. In addition, celebrity endorsement for promoting sports will be 
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more complicated and efficient according to the marketers and advertising agencies will 

more understand the nature of sports and athletes. While marketing communication 

strategies will give precedence to gimmick and story that interesting and attractive to 

target audience rather than focusing only on celebrity endorser.  

 

Selection criteria of celebrity endorsement for elite and professional sports 

promotion  

 This research integrated concepts, theories, the data from interviews and 

questionnaires. The selection criteria of celebrity endorsement for promoting sports 

proposed in this study consists of 2 dimensions needed to be considered. Firstly, the 

practitioners need to consider the external factors to know the goal of sports. Secondly, the 

personality of celebrity would be clarified.    

 

External factors  
 

1. Nature and current situation of the sport  

2. Objectives and goals of celebrity endorsement for sport  

3. Who is the Target Audience  

4. Who is the Influencer of the group 

5. Budget 

 

Personality factors  

 

1. Having influence over the target audience  

2. Match with the image of sport 

3. Having a good image  

4. Being attractive 

5. Having knowledge and skills of the sport 

6. Having trustworthiness 

7. Being well-known 

8. Having an interesting point congruent with the purpose of endorsement 

9. Having a good communication skills 

10. Having a spirit of endorser 

11. Fit with the style and channel of endorsement 

12. Risks from the celebrity 

13. Wages and fees 

 

Recommendations 

According to the findings that most of elite sports associations do not place 

importance to the marketing communication missions in spite of all the executives realized 

how it works for their sports development. Therefore the leaders of sports organizations 

should establish marketing communication as an important mission on the policies 

because it would be the beginning of awareness and popularizing their sports. Also the 

sports organizations should learn from the sport associations that have achieved in using 

marketing communication to support their sports, so they have a guideline to do the 

strategy.  

The selection criteria of celebrity endorsement proposed in this study were 

analyzed from the documents and stakeholders of endorsement, however to maximize the 

effectiveness of the criteria, practitioners should recognize the importance of target 

audience and collect the data from them as well because in the globalization, customer 
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behavior has been quickly changing.   

          

 

Limitations and future research 

The research used 10 sport associations, including 5 elite sports and 5 professional 

sports. Thus the generalizability of the study’s findings to the entire population might be 

limited such as the different nature and prominent stage of each sport, vision and goals, 

and so on. Additionally, the research topic is quite new, so this study focused on presenting 

the current condition of sport marketing communication through celebrity endorsement. It 

could be a useful primary data for another researcher to understand and examine the next 

research appropriately. Future research needs to categorize group of sports, so the result 

could be more obviously. Also researcher should collect data from the target audience, so 

the study would be more deeply realistic.      
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Legal Consciousness in the Protection of Professional Athletes 

in Thailand 

  

Abstract 

This paper aims to study legal consciousness in the protection of professional athletes in  

Thailand. Professional sports in Thailand have been growing rapidly in the past two decades. 

There are four pieces of legislation specifically enacted for sport activities, namely, the 

Boxing Act 1999, Anti-Doping in Sports Act 2012, Promotion of Professional Sports Act 

2013, and Sports Authority of Thailand Act 2015, as well as, other general branches of laws, 

for example, the Constitution, Criminal Law, Civil and Commercial Law, Labour Law, 

Intellectual Property Law and Tax Law which are partly related to the protection of professional 

athletes. Therefore, in order to protect professional athletes properly in terms of lives, health, 

properties and rights, it is quite essential for professional athletes and people involved in 

professional sports, such as, trainers, coaches, referees and owners of sports clubs to be 

aware of and understand laws and regulations to a certain degree. To know the level and the 

way to upgrade the level of legal consciousness of professional athletes and those people 

concerned with professional sports as mentioned above, literature review was conducted in 

combination with in-depth interviews and general interviews, based on a set of 

questionnaires. The results indicated that most professional athletes, sports personnel, and 

people involved in professional sports both in public and private sectors have only moderate 
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levels of legal consciousness in the protection of professional athletes. Given the opportunity 

to access these laws, professional athletes would be mostly intent to use their rights to protect 

themselves. Therefore, the government should work more closely with the private sectors 

involved in professional sports to find ways to raise the level of legal consciousness in the 

protection of professional athletes. 

 

Keywords: legal consciousness, professional athletes, the protection of professional 

athletes 
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Introduction 

Professional sports have been growing rapidly in recent years worldwide. The  

Kingdom of Thailand is no exception. Thai governments, during the past two decades, 

have realised that professional sports provide not only for entertainment but also create 

jobs and incomes for thousands of people, as well as for the general economy of the 

country. The development of professional sports has, therefore, been one of the main 

strategies in National Sports Development Plans since the beginning in 1988 (Office of the 

Prime Minister, 1988).  

The Sixth National Sports Development Plan, which is the current one, clearly 

emphasizes that professional sports and the sports industry must be developed to be in line 

with international standard (Ministry of Tourism and Sports, 2017). The first professional 

sport in the country has been boxing. The Boxing Act 1999 was the first piece of 

legislation (Royal Thai Government Gazette, 1999). Currently other sports declared 

professional sports by the Sports Authority of Thailand include badminton, basketball, 

bowling, car racing, cycling, football, golf, jet-ski, motorbike racing, snooker, takraw, 

tennis and volleyball (Siamsport, 2016). It is inevitable that laws and regulations have 

been enacted as important instruments for achieving the professional sports development 

goal stipulated in the aforementioned plan.  

However, these laws and regulations would never be effectively enforced if 

professional athletes and other people involved in professional sports have low degrees of 

legal consciousness (Kennedy, 1980) 

 

Rationale 

Four major pieces of legislation which are relevant to the protection of 

professional athletes have recently been enacted, namely, The Boxing Act 1999, 

Anti-Doping in Sports Act 2012 (Sports Authority of Thailand, 2013), Promotion of 

Professional Sports Act 2013 (Royal Thai Government Gazette, 2013), and The Sports 

Authority of Thailand Act 2015 (Royal Thai Government Gazette, 2015). Apart from these 

specific sports law, there are other general laws which professional athletes should be aware 

of as well, in order to be able to look for assistance and protection. Such laws include the 

constitution, criminal law, civil and commercial law, labour law, intellectual property law, 

and tax law. The Legal consciousness on the part of professional athletes and other people 

involved with professional sports, therefore, plays a crucial role in the protection of 

professional athletes, and in the development of professional sports as a whole. 

  



Jul. 2017 

 

 

35 

 

 

Methodology 

To study the legal consciousness in the protection of professional athletes, literature 

review was conducted in combination with a survey based on a set of questionnaires to be 

asked of 172 randomly selected  research samples consisting of professional athletes, 

sports personnel, and people involved in professional sports both in public and private 

sectors. Furthermore, eight legal and sports experts were interviewed in-depth with a broad 

basic guideline on legal consciousness. The IOC technique was used to test content validity, 

while the Cronbach method was utilized to test reliability. The data were analysed in terms 

of frequency, percentage, mean, and standard deviation. 

Findings 

The results indicate that most of professional athletes, sports personnel, and people  

involved in professional sports both in public and private sectors have only moderate level 

of  legal consciousness in the protection of athletes (see Appendix A). Among the specific 

sports law, namely, Boxing Act 1988, Anti-Doping Act 2012, Promotion of Professional 

Sports Act 2013, and Sports Authority of Thailand Act 2015, the Anti-Doping in Sports Act 

2012 is the law which professional athletes, sports personnel, and people involved in 

professional sports both in public and private sectors know best (see Appendix B). There are 

various ways of information accesses, for example, through newspapers, journals, social 

media, radio, and television, and the like. Social media was found to be the most efficient 

means to disseminate the information to professional athletes and other people concerned. 

Given the opportunity to access these laws, professional athletes said that they would be 

mostly intent to use their rights to protect themselves (see Appendix A). In 2016, Rathcnok 

Intanon, a famous badminton player, was imposed a provisional suspension by the 

Badminton World Federation (BWF) due to a violation of an anti-doping rule after a 

prohibited substance was found in her urine sample and almost missed a chance to compete 

in all competitions, including the 2016 Olympic. After a month of hearing, BWF decided to 

lift the suspension because it was proven that the substance was used honestly for the 

purpose of medical treatment and in the way that is allowed by the BWF rules (Siamsport, 

2016). This case shows that without knowledge of the rules of laws, professional athletes 

might be denied the eligibility rights to compete in competitions for a certain period of time. 

That means they would lose chances to win prizes and money. Therefore, it is clear that the 

level of legal consciousness of professional athletes, sports personnel, and people involved 

in professional sports must be raised in order to protect professional athletes’ lives, health 

benefits, properties, and rights, which are the basic needs in Maslow’s theory (Maslow, 

1954), more efficiently. The government, with a good governance (Suwanmongkol, 2015), 

should work more closely with the parties involved in professional sports and encourage 

them to participate in all activities, such as field and online training, seminars and 

conferences and the like. which aim to promote the awareness and understanding of laws 

relating to the protection of professional athletes (Nilpanich, 1989). 
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Discussion 

There are several specific sport legislations, for instance, Anti-Doping in Sports Act 

2012, Promotion of Professional Sports Act 2013, and Sport Authority of Thailand Act 

2015 which have recently been in effect and some of supplemental laws relating to the 

protection of professional athletes have not yet been fully implemented, for example, the 

regulation of Professional Sports Committee on protection, assistance, promotion, and 

support of professional athletes and professional sports personnel dated 26 September 2016. 

According to the constitution of the Kingdom of Thailand 2017 (Royal Thai Government 

Gazette, 2017), it is the fundamental right of everyone in Thailand to have access to general 

public information, including laws and regulations. Therefore, the government and public 

agencies concerned must do their utmost to find ways to upgrade the level of legal 

awareness and understanding of specific sports laws, and other laws relating to the 

protection of professional athletes. As the research indicated, the government, public and 

private sectors involved in professional sports should be encouraged to utilise the internet 

and social network more efficiently. 

 

Conclusion   

Legal consciousness of professional athletes and people involved in professional  

sports, such as, trainers, coaches, referees and owners of sports clubs, is very important for  

the protection of professional athletes, in terms of their lives, health benefits, properties and 

rights. As the level of legal consciousness of those people mentioned above is only 

moderate, it is the responsibility of all parties involved with professional sports, not just the 

government, to find ways to raise the level of legal consciousness.  

 

Recommendation 

Government should play a leading role in lifting the legal consciousness of the  

professional athletes and people involved in professional sports and encourage them to have 

more participation in all laws and regulations publicity activities. There should be a specific 

entity or an organisation which is responsible for disseminating information of sports laws  

and providing legal assistance for injured or disadvantaged professional athletes. Lastly, 

laws and regulations publicity action plan on lifting the level of legal consciousness should 

be properly in place as soon as possible in order to improve the professional athletes’ 

protection, and, as a result, will significantly benefit the professional sports industry as a 

whole.  
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Appendix A 

Amount and percentage of research samples consisting of professional athletes, sports 

personnel, and people involved in professional sports both in public and private sectors 

divided by gender and occupation, means of accessing information, and intention to use or 

not to use the rights stipulated by laws.  

General information Amount 

(people) 

Percentage 

(%) 

 

1. Gender 

Male 

Female 

 

 

 

 140 

  32 

 

 

81.40 

18.60 

2. Occupation 

Professional athletes 

Public sector  

Sports personnel 

Private sector 

 

126 

12 

30 

 4 

 

 73.30 

  7.00 

 17.40 

  2.30 

 

3. Means of accessing 

information 

Radio 

Television 

Newspaper 

Website 

Sports journal 

Social Network 

 

4. Given the opportunity to 

access the laws, Would you use 

your rights to protect yourself? 

Yes 

No 

 

 

 

 

  2 

  15 

  26 

  23 

  32 

 74 

 

 

 

 

168 

 4 

 

 

 

 

 1.20  

 8.70 

15.10 

13.40 

18.60 

43.00 

 

 

 

 

 97.70 

  2.30 

 

Total 172    100.00 
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Appendix B 

Mean and deviation of Legal Consciousness in the protection of professional 

athletes. 

172 research samples consisting of professional athletes, sports personnel, and 

people involved in professional sports both in public and private sectors 

Scales: l = Very low 2 = Low 3 = Moderate 4 = High 5 = Very high 

 

Content 

Legal consciousness 

x  
S.D. interpretation 

 

1. Awareness of the existence of laws relating to 

the protection of professional athletes. 

 

 

2.91 

 

 

0.59 

 

moderate 

2. Awareness of rights under general laws relating 

to the protection of lives, health, property and 

rights. 

3.25 0.79 moderate 

 

3. Awareness of rules under Anti-Doping in sports 

Act. 

 

3.26 

 

0.70 

 

moderate  

 

4. Awareness of rights stated in Promotion of 

Professional Sports Act 2013.  

 

2.99 

 

0.73 

 

moderate  

 

5. Awareness of rights stated in Sports Authority of  

Thailand Act 2015. 

    

 

3.07 

 

0.80 

 

moderate 

Total 
3.10 0.61                moderate 
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Association between Internet Addiction and Adversity Quotient 

among High School Students in Taiwan 

 

Abstract 

This purpose of this study was to explore the relationship between internet addiction 

and adversity quotient among high school students in Taiwan. Cross-sectional survey was 

adopted to collect data. Three hundred and eighty nine usable questionnaires were 

collected using convenience sampling. Pearson correlation analysis revealed that Internet 

addiction was negatively related to adversity quotient among high school students in 

Taiwan. Implications were provided. 

 

Keyword: Internet Addiction, Adversity Quotient, Adolescents 
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Introduction 

In the highly advanced era of information technology, the use of the Internet became 

inevitable. Excessive use of the Internet has been increasing among adolescents. The 

annual meeting report of World Health Organization (WHO) indicated that most of the 

active adopters of Internet have been adolescents and young adults (WHO, 2014), which 

implied that Internet addiction may be problematic among adolescents. Yoo, Cho & Cha 

(2014) defined Internet addiction as when internet usage interferes with one’s daily life. 

Internet addiction has been found to be related to various issues such as vulnerability 

(Kormas et al., 2011), a sense of isolation and low self-esteem (Caplan, 2002; Milani et al., 

2009). Additionally, recent study argued that students' overall positive youth development 

was negatively related to Internet addictive behaviors (Shek & Yu, 2016). Another study 

conducted across six countries proposed that Internet addiction was related to social 

anxiety and poor psychosocial well-being (Lai et al., 2015; Yoo et al., 2014). As such, 

Internet addiction became increasing prevalent and was associated with poor 

psychological status, which warranted researchers’ efforts. 

Adversity refers to a circumstance or the state of serious and continued difficulty 

(Tian & Fan, 2014). Proposed by Stoltz (1997), the adversity quotient was an index that 

measured how well an individual may respond when misfortune occurs. Phoolka & Kaur 

(2012) further elaborated the adversity quotient as how well an individual can withstand 

adversity and his/her ability to surmount it. Taken together, the adversity quotient was an 

index measuring how well a person dealt with adversary situations or difficulties. The 

adversity quotient consisted of four dimensions including control, ownership, reach, and 

endurance whereby control means degree of perceived ability to alter the situation 

possible; ownership refers to degree of willingness to take responsibility for improving the 

situation; reach indicates how far the difficulty extends into other life domains; and 

endurance symbols the perceived length of time the adversity lasts (Stoltz, 2004; Tian & 

Fan, 2014).Conceptually, Stoltz (1997) argued that an individual of greater adversity 

quotient was inclined to be more optimistic with the misfortunes whereas a person of 

lower adversity quotient tended to more depressed and more likely to give when facing 

difficulties. Adversity quotient was empirically examined to be positively correlated with 

degree of career adaptability (Tian & Fan, 2014) while negatively related to insurance 

workers’ turnover rate (Bukhari, Saeed & Nisar, 2011; Chin & Hung, 2013). 

    Although Internet addiction has been extensively investigated, the association 

between Internet addiction and adversity quotient was rarely explored. It was without 

doubt that adolescents especially high school students at vocational schools needed to 

enter the job market soon after their graduation. As noted previously, Internet addiction 

may be prevalent among adolescents, which was linked to poor psychological status such 

as vulnerability, depression, and even low self-esteem. Furthermore, previous literature 

pointed out that a person of lower adversity quotient tended to more depressed and more 

likely to give up when facing difficulties. As a consequence, examining the association 
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between Internet addiction and adversity quotient was worthy of researchers’ attention. 

Based on the preceding reasoning, this current study provided the following hypothesis. 

 

Hypothesis: Degree of the Internet addiction was negatively related to adversity quotient 

among students at vocational schools. 

 

Method 

Participants and Procedures 

A total of 389 out of 440 full-time students were recruited from a vocational high 

school in New Taipei City, Taiwan using convenience sampling. The research assistants 

came to the classes to explain the purpose of the study and invited the students to 

participate in this study. All the students were voluntarily took part in this study. They 

were informed that they were allowed to be removed from the study whenever they would 

like to be removed. The students were given the questionnaires after their verbal consent. 

The questionnaires were collected after they were completed.  

Measures 

The measures in this study included demographic variables, Internet addiction scale, 

and adversity quotient scale. Demographic variables included gender and discipline of the 

study. The Internet addiction test developed by Young (1998) was adopted to measure 

Internet addiction. The Adversity Response Profile (ARP) proposed by Stoltz (2000) was 

utilized to measure adversity quotient with an AQ total score ranging from 40 to 200. 

Higher scores indicate better responses to adversity (Tian & Fan, 2014). The content 

validity and internal consistency were ensured by the previous study.  

Data Analysis 

Pearson correlation was performed to test the proposed hypothesis in this present 

study using SPSS 16.0 with the significance level of .05. 

Results 

There were 168 males (43.2%) and 221 females (56.8%) among the participants. In 

addition, the distribution of participants among disciplines was as follows: 95 for general 

(24.4%), 54 for styling (13.9%), 21 for fashion (5.4%), 55 for business (14.1%), 64 for 

data processing (16.5%), and 100 for tourism (25.7%). Pearson correlation coefficient 

between Internet addiction and adversity quotient was -.144 (p=.004), meaning that 

Internet addiction was negatively associated with adversity quotient. The proposed 

hypothesis in the present study was supported.  

Discussion 

This study aimed at investigating the relationship between Internet addiction and 

adversity quotient. The result from the current study indicated that Internet addiction was 

negatively associated with adversity quotient, meaning that the greater Internet addiction, 

the lower adversity quotient. This finding echoed the argument that Internet addiction was 

related to poor psychological status (Caplan, 2002; Kormas et al., 2011; Milani et al., 
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2009). Lower adversity quotient revealed less career adaptability (Tian & Fan, 2014) as 

well as greater insurance workers’ turnover rate (Bukhari, Saeed & Nisar, 2011; Chin & 

Hung, 2013). Therefore, the educational authorities and parents should pay close attention 

to the issue of Internet addiction among high school students. One thing worthy of notion 

was that some items measuring adversity quotient were removed as they were not suitable 

for the participants. For example, items regarding investment were removed from the 

study. Future study was encouraged to validate the finding in this study. Furthermore, the 

effects on sport activities as well as outdoor adventure experiences on the relationship 

between Internet addiction and adversity quotient may be interesting topics for future 

study. 
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Participation among International Students and the Effects of 

American Sports Culture 

 

Abstract 

The purpose of this study is to explore the sports/physical activities or behavior of 

international students before and after coming to the United States in order to investigate 

if American sports culture influences their sports participation. Thirty international 

students from the University of Northern Colorado (UNC) were asked to answer a 21-item 

questionnaire and give a personal interview regarding their past and current sports 

participation. As the results will indicate, most participants maintained their personal 

values and identities by practicing or watching similar sports as they did in their countries. 

American sports culture had not been the significant effect for changing their participation. 

In contrast, most obstacles that limited their sports participation rates were academic 

concentration (e.g. focusing on study and work) and technical issues (e.g. language barrier, 

rule comprehension, and sports preference). From the interview, participants hardly 

encountered racism or discrimination on the playing field, and the students were willing to 

practice sports with anyone regardless of race. However, most of them have frequently 

practiced and watched sports with friends from the same nationality. Some decided to 

practice alone if their peers were not available.  

Key words: Sports participation, International students, American sports culture 
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 Introduction 

A number of international students come to the United States of America (USA) 

for pursuing their study in a higher degree. These students not only gain the academic 

knowledge learned in class but also experience American culture. Throughout history 

American culture and community were closely related to college and professional sports. 

A study stated that “the emergence of recreational sports departments and facilities have 

had many positive effects on college students” (Sturts & Ross, 2013, p. 26). In addition, 

recreational sports participation has affected students’ perceived sense of campus 

community (Elkins, Forrester, & Noel-Elkins, 2011), enhanced quality of campus life 

(Ellis, Compton, Tyson, & Bohlig, 2002), leadership and communication skills (Lindsey, 

2012), intrinsic motivation (Cooper Schuett, & Phillips, 2012), healthy-related physical 

activity benefits (Forrester, Arterburry, & Barcelona, 2006; Haskell et al., 2007), and 

values clarification (Rothwell & Theodore, 2006). Sports at all levels, from elementary 

school open play to highly selective for profit professional teams has created distinct unity 

and identity among the athletes, students and people in the community. Coakley (2004) 

indicated that college campuses used football as a public relations tool for media attention 

and to increase student enrollment. Students also used scheduled campus sporting events 

as a ritualized occasion for taking a break from coursework. Additionally, the professional 

sports including football, basketball, or baseball created a sense of fame for the people in 

the region. These sports were covered by various media because of massive attentions 

from both spectators in stadiums and audiences following the sport programs through 

media channels.  

In the case of international students coming to USA for studying, they came with 

their native sporting values and identities that normally differed from American students. 

The diversity of sport chosen within the study group in their respective countries is going 

to be wide because the students originate from a wide array of countries and sport choice 

can be a factor of culture, country history, economic affordability, environmental 

conditions and climate. All of these factors can change as cultural, geopolitical, and 

international forces allow for increased popularity of newly introduced sporting events. 

Coakley (2004) pointed out that people continually revise their decisions about sport 

participation; they do not make decisions once and for all time: as social conditions 

change, so do people’s decisions. He also asserted that sport participation was mediated by 

the social and cultural contexts in which the people live. Similarly, sport participation 

behavior of international students could be mediated by American context. 

Race, ethnicity and sports participation have attracted attention for most 

researchers and scholars in the field of sport sociology. However, previous research 

focused on sport participation of the minority and ethnic groups in the USA, but none of 

those groups included international students. International students have been an 

ever-present minority group in the USA and have most often neglected as a study focus. 
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After spending a few years in colleges, most of them return to their countries, while the 

rest continue staying in USA for job opportunities. International students returning home 

have been influenced by USA sports culture and have brought the different values and 

experiences back to their countries, probably American culture. Therefore, it is valuable to 

study sport participation of this minority group. The insight of sport participation behavior 

among international students could help university administrators understand and assist 

international students in their ability to succeed academically and socially.  

According to Coakley (2004), the level of sport participation is a factor of many 

variables including the level of acceptance and support in society, cultural ideas about 

sports and decisions about oneself. The decisions to participate in sport changes as 

people’s views about themselves change, their opportunities change, their ideas about the 

benefits toward self development change and how they believe sports will change their 

connection to the world around them. Furthermore, changing interpersonal relationships, 

household economic conditions, unspoken yet accepted cultural factors associated with 

sport participation related to class, age, race, gender and physical limitations all affect 

decisions to participate in sports. Dropping out of sports is also a usual part of the process 

involving changes and transitions in the rest of a person’s life (changing schools, 

graduating, getting a job, getting married, having children, etc.). Harrison, Lee, and 

Belcher (1999) mentioned this in the Kane and Greendorfer (1994) finding. Kane and 

Greedorfer (1994) confirmed that preferences for, and active involvement in specific 

sports and physical activities differ according to gender, social and economics status, 

ethnicity, and race. In a recent survey, (Harrison, in press) respondents overwhelmingly 

indicated that certain racial groups were more likely to participate in particular sport and 

physical activity. 

 

Review of Literature 

Identity and Globalization 

Identities are key factors as people interact with each other and construct their 

social worlds. Identity is a basis for self direction and self-control in our lives. Identity is 

never formed permanently, because it emerges out of our relationships, and our 

relationships are constantly changing as we meet new people, as people change, and as we 

face new situations. 

Mcguire (2004) defined the meaning of identities as it is not fixed, and subject to 

change. Identity is formed and transformed through socialization processes and social 

interaction. Sport plays a crucial role in shaping national identity. Sports are crucial in 

embodying notions of national identity. Sports represent individuals, communities, regions 

and nations. 

Development of American sports culture 

National identity is a central realm of meaning connected with sports in USA. 

From the 1920 – 1960, baseball was widely referred to as America’s pastime. During 
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1960s, football emerged as the classic American sport and campuses used football as a 

public relation tool, and students used it as a ritualized occasion for taking a break from 

coursework. The widespread popularity of institutionalized sport not only provided central 

reference points of daily conversation, but also helped popularize an interlocking set of 

cultural ideas about America and its relationship with the world. Sports have regularly 

been used to dramatize “American” ideals. Appropriated as patriotic carriers, 

commercialized sport increasingly eclipsed traditional modes of national holiday 

celebration (Pope, 1993). 

Sport participation among immigrants 

Coakley (2004) mentioned a Mark Grey study regarding high school sports and 

relations between immigrants from Southeast Asia. The school failed to provide these 

newcomers with sports they wanted to play. When the immigrant students did not try out 

for football, basketball, baseball, or softball, they were seen as unwilling to become “true 

Americans”. The established community residents believe that “if those people really 

wanted to become Americans, they would participate in true American sports”. In contrast 

to Grey’s research, some Asian American young people have used sports to express their 

assimilation into U.S. culture and to reaffirm social relationships with peers. Pope (1993) 

indicated that as demands for conformity to “American” norms increased, immigrant 

groups demonstrated the compatibility of their ethno-cultures with national ideals. Ethnic 

symbols and rituals (including sport forms) were carefully revised to meet the test of 

acceptability imposed by the dominant group, while at the same time protecting the core 

values of the minority culture. Immigrant athletes who played “American” games 

embraced and affirmed their place in the American community. McNulty and Eitle (2002) 

studied the extracurricular activities and their affects on academic success. They found 

that extracurricular activities, including participation in sports, pose additional paths to 

peers’ acceptance that may divert energies away from academics. Schools play a 

fundamental role in structuring and promoting sports among adolescents that ultimately 

undermines the objective of maximizing learning. Brown, Jackson, Brown, Sellers, Keiper, 

and Manual (2003) found that, among black student athletes, high levels of racial identity 

centrality were positively associated with the perception that racial and ethnic 

discrimination is no longer a problem. 

Methodology 

The participants are international students at the University of Northern Colorado 

(UNC). UNC is a middle-sized university with approximately 12,000 students. A few 

years ago, UNC football team joined the National Collegiate Athletic Association (NCAA) 

division I as a new member of the Big Sky conference, so the university renovated sport 

facilities and hired a new football head coach. Sports were utilized as a tool to attract more 

attention from potential incoming students to the university. 

Participants 

Thirty international students from 176 international students were selected by 
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mean of stratified sample. Thirty students from thirteen countries were selected in order to 

represent all international students. We found that 176 international students consist of 

Asians, European, South and North American and African. Most of them are Asians (80%). 

Taiwanese, Saudi Arabian, and Korean are attributed as the three most groups of 

international students (45, 27, and 19 respectively). Most participants are Asians (23 

students), while the rest consist of Europeans, Latin American and one participant from 

the African zone. Most participants are male (N=18, 60%), graduate students (66%). 

Participants studied in various disciplines. More than half came from Education, Sport & 

Exercise Science and Business & Economics due to the universities reputation in 

respective areas. In addition, the majority of participants have been in USA less than one 

year (up to 50% has been in USA less than 1 year (M=1year and 9 months, SD = 24 

months). 

Materials 

The questionnaires are composed of 21 questions. The first part is participants’ 

demographic information. The second part is the sports/physical activities participation in 

their home countries and after coming to USA. Those questions were asked about sports 

practice, frequency, watching sports TV programs, participating in competition, following 

sports news, and their justifications. The participants were also asked to answer 

open-ended questions regarding their perception of difference sports cultures, obstacles for 

sports participation, and suggestions for increasing sport participation. Finally, data were 

analyzed by using SPSS version 13.0 for mean and frequency. 

 

Results 

After interviewing all participants, the result showed that fewer international 

students have practiced sports and physical activities than when they were in their home 

countries. The percentage of students practicing sports reduced from 93% to 80%. At 

home countries, 48% of participants practiced sports more than once a week, while the 

number went down to 27% at UNC. From table 1, most participants did not change their 

sport practices. More students practiced fitness & workout. They still selected soccer and 

badminton as they did in their home countries. Badminton is popular among international 

students because the majority of participants are from East Asian countries where 

Badminton is a popular sport. 
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TABLE 1 

Sports practiced by international students in home countries and at UNC 

Sports (n=28) at home country Frequency(f) Sports (n=24) at UNC Frequency(f) 

Fitness, Work out 7 Fitness, Work out 11 

Soccer 6 Soccer 7 

Badminton 6 Badminton 6 

Volleyball 5 Running 3 

Running 4 Basketball 3 

Basketball 3 Swimming 2 

Swimming 3 Tennis 2 

Tennis 3 Martial Art 2 

Martial Art 3 Snowboarding, Ski 2 

Snowboarding, Ski 2 Others 3 

Others 5   
 

 

Most reasons for practicing sports among the participants at their home countries 

and UNC are for health (40% and 60%) and for fun (20% and 24%). Some students used 

to practice sports for competition and profession, but they no longer practiced for those 

reasons while residing at UNC. Some participants mentioned that they could not find the 

companions for practicing sport, so some of them turned to practice alone for their health 

rather than for fun or for social interactions. 

The majority of participants responded that the person who most influences them 

for practicing sports is himself or herself. However, friends from their country also played 

the important role in influencing them to practice sports rather than other international or 

American friends. Forty-seven percent practiced sports with friends from their country, 

and 33% practiced alone. Nevertheless, they argued that they were willing to play sports 

with anyone regardless of race. The participants gave different reasons regarding their 

sport partners. For the one who normally played alone, the main reasons are lacking of 

companions, and concentrating on workout. 

There are fewer international students participated in sports competitions in UNC 

than in their home countries (27%, and 50%). They compete less frequently due to 

concentrating on study and difficulties for getting into a team. A few international students 

played for UNC men’s soccer team. Some students also participated in flag football 

intramural sports, but they complained that they suffered from rules comprehension, and 

were put into boring positions. Eventually, they decided to drop out from the competition. 
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Most of them less frequently watched sports programs on television after coming 

to USA (90% and 63%). They informed that they do not have time to watch or follow 

sports. From table 2, some students started watching football on TV once coming to USA, 

while fewer students are watching soccer due to limited media coverage of teams they like. 

A number of baseball and basketball audiences did not change because these sports have 

been popular in Korea, Japan, and Taiwan for a long time. 

 

TABLE 2 

Sports watched on television by international students 

Sports watched on TV Home 

country  

Frequency(f

) 

Sports watched on TV 

UNC 

Frequency(f

) 

Soccer 14 Basketball 7 

Basketball 6 Football 7 

Tennis 5 Baseball 5 

Baseball 5 Soccer 4 

Running 2 Others 5 

Volleyball 2     

Others 8     

 

Participants were fewer watching sports at the stadium than they were in their 

countries (57% and 70%). However, despite fewer students going to the stadium, students 

went to stadiums more often. Twenty-six percent watched the games at stadium once a 

month or more frequent, while only 7% of them went to stadium once a month when they 

were in their countries. 

In table 3, a number of International students started watching college sports at a 

stadium including watching professional teams. These are indeed new experiences for 

them. Due to soccer not being highly popular in the United States; international students 

did not go to a stadium for watching soccer as they did in their home country. As baseball 

is the popular sport in Korea, Taiwan and Japan, the students from these countries went to 

watch Major League Baseball as they are used to watching local baseball games in their 

countries. The result indicated that international students normally went to a stadium with 

the friends from their country (N=11, 37%), and international friends (N=3, 10%) rather 

than American friends (N=2, 7%). For the one who never went to the games, they pointed 

out that they were not interested in watching sports (17%), and they are too busy to go to 

stadium (10%). 
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TABLE 3 

Sports those international students normally watched at stadium 

Sports watched on TV Home 

country  

Frequency(f

) 

Sports watched on TV 

UNC 

Frequency(f

) 

Soccer 10 Basketball 8 

Basketball 6 Football 7 

Baseball 6 Baseball 6 

Others 5 Soccer 2 

    Ice Hockey 2 

    Volleyball 1 

 

At UNC, fewer international students followed sports news than when they were in 

their home land (47% and 70%). In their country, up to 40% spent more than 3 times a 

week following sports news, most from television (60%), but only 20% spent the more 

than 3 times a week following sports at UNC. Interestingly, only 23% followed the news 

from television. However, they still watched sport news from the internet. 

From table 4, soccer is still the popular sport which the participants watched in 

their countries (33%), but only 13% of participants followed soccer when they came to 

USA. Most participants who followed sports indicated that they preferred watching 

professional sports than college sports because they have followed those sports since they 

were in their home land. Sixty-three percent indicated that they have changed their 

behavior. Most of them stated that they dropped out from sports because of more 

responsibility on study (23%), fewer friends to practice sports together (13%), and none of 

their favorite sports are offered at UNC (7%). 

 

TABLE 4 

Sports followed by international students 

Sports watched on TV Home 

country  

Frequency(f

) 

Sports watched on TV 

UNC 

Frequency(f

) 

Soccer 10 Basketball 6 

Basketball 5 Soccer 4 

Baseball 3 Baseball 3 

Others 7 Football 2 

    Others 4 
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The results showed that 43% felt that American sports culture affected them in 

sports participation in some ways. 13% indicated that sports in USA are more attractive, 

more exciting, and includes plenty of media coverage. Someone stated that they followed 

their peers who normally practiced sports. 13% mentioned that they practiced sports for 

keeping fit and nothing related to culture. Most participants noticed the differences 

between American sport culture and sports in their country regarding college sports. They 

indicated that college sports in USA were more professional, attractive, more equipment 

and facility and more money support. In addition, more people identify with college sports. 

Participants mentioned the obstacles that they could not involve in sports as they would be. 

Up to 40% indicated that they had many assignments, and did not have enough time to 

participate in sport. In addition, they needed to study harder than other students because of 

language problems. Some of them did not see any obstacles (23%), needed companions to 

play the same sport (17%), had language barrier (17%), and did not understand American 

sports rules (13%). Few participants mentioned that the culture and racism are the 

problems. They also gave recommendations on how to increase sport participation among 

international students. 33% suggested the Center of International Education should 

organize interesting sport events for international students. 17% requested for connection 

with other students such as email, so they can set up their own activities. 13% asked for 

interesting sport events. 10% needed more financial support, so the students do not have to 

work for money which means more time for sports. 10% asked for sport coordinators. 

Additional comments from participants 

Most participants indicated that they did not feel or experience any discrimination 

in playing sports at UNC. They felt that their sport/physical activities reflect personal 

preferences more than reflecting national identity. In the United States, there are a lot of 

opportunities for playing sports. It is easy to access sports facility. Some participants 

argued that it is unrealistic to expect students to participate in school sports since 

international students require so much additional time on completing assignments due to 

language difficulties, and they also noticed that many international students already went 

to the gymnasium. International students mostly focused on studying because this is the 

primary reason why they came to USA. In the mean time, most of them just want to learn 

American sports culture, and not practice sports seriously. They do not need to be accepted 

by American students by playing American sports. However, if international students can 

talk or play American sports, it would be easier to get along with American students. 

One participant pointed out that international students do not possess skills 

required by American sports. Moreover, most American sports are a team sport. It is 

difficult to develop skills required by a team sport within a short time. Another student 

added that most teams recruited the athletes from high schools. So, it is difficult for 

international students to get into sports teams. Some participants stated that UNC sport 

teams are not competitive teams. If the study was conducted in university with more 

competitive athletic programs, the result could be different. 
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Discussion 

From the results, international students have fewer practices, and participations in 

sport/physical activities in both playing and watching. Most participants concentrated on 

study habits. As a matter of fact, the primary goal of international students is studying. 

They normally take more time than American peers in completing assignments. After that 

they felt too fatigued to play sport. Some students need to do part time works to 

supporting their living expenses. It is hard for them to be perfect and allocate the time in 

every dimension. International students’ behavior reflected the ideas about how sport 

participation was related to other interests and goals in their lives. They thought about how 

sports might fit with the rest of their lives and what they wanted out of their lives in the 

future, and that is academic achievement. So students shape their sport behaviors to fit 

with their academic life. 

Most international students still practice and watch the same sports or activities as 

they did in their countries if there are opportunities. They still search for opportunities to 

play soccer or badminton rather than learning traditional American sports. The sports they 

practice and watch reflected their individual preference and most of their sport preferences 

are the sports which are popular in their home countries such as soccer, badminton, or 

basketball. 

However, they also found the problem in practicing and watching sports that they 

really want. Firstly, it is difficult to find the companions who play the same sports at the 

same time. Different class schedule and sports preference are obstacles for them. Some 

students turned to fitness and practicing alone because of the absence of partners who 

played the same sports. 

A few students started sport participation for their health as they have more 

opportunities to workout. In addition, few students assimilated with their American peers 

who normally work out, but they did not watch American sports or follow the games. 

According to influence of American sports culture to international students, they tended to 

play sports with friends from their countries because they are closer and easier for 

communication, so it is difficult for them to learn American sports culture or American 

sports rules. Participants indicated that they did not experience discrimination in the 

playing field and they are willing to practice sports with anybody regardless of race or 

ethnicity. However, in practice, they primarily practiced sports and do many activities with 

the friends from their countries rather than American students. 

Most of American sports are team sports which required team members and team 

coordination skills for playing. Therefore, it is hard for international students who did not 

exhibit the skills to get into the team. Rules are too complicated for them. It is difficult to 

learn without assistance from local students. However, most international students decided 

to attach with friends from their country or spent the time with other things which they 

gave higher value than sports. They did not dedicate time to learn the game long enough to 

start feeling the excitement of American games, despite a lot of opportunities for watching 
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sports. 

Most international students did not feel pressure to assimilate into American sports 

by playing, watching, or following American sports in order to be accepted by American 

peers. The primary reason for international students was to practice sports for health and 

fun rather than developing social relationship. Although the chance for playing or 

watching their favorite sports such as soccer is fewer than in their countries. Some of them 

decided to drop out rather than turning to American games which was dominated by local 

students. Some international students grouped together to play soccer. This reflected their 

real sports preference and probably their identities. This phenomenon can be explained by 

critical theory, especially for the minority group who suffered from the different culture by 

the dominant group. 

Considering limitations of this study, the UNC athletic program is currently not in 

the highest college level, the results would not be the same if the study was conducted in a 

school with competitive athletic program. The study could better contribute to the 

academic area if the study could be conducted with broader participants from various 

universities. 

 

Conclusions 

 In conclusion, international students came to USA with different sport and cultural 

values, experiences and competence in their sport participation. The social context and 

opportunities for participation can influence their sports participations although most of 

them still maintain their value and identities by practicing and watching the same sports as 

they did in their country. Most obstacles were the consequences from academic and 

technical problems such as focusing on study, working, language barrier, rule 

comprehension, and sports preference. Most of them did not feel the problems of racism 

or discrimination and are willing to practice sports with any students although they 

primarily practiced with friends from similar nationality, or practiced alone. This situation 

can be alleviated by collaborations from various parties such as local students, center of 

international education and recreation center. However, the international students 

themselves have to open their minds and start to allocate their time for learning American 

sports culture. This is the great opportunity for them to gain a good experience that they 

can bring back to their home countries. 
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The Model of Taekwondo Training Center Management in 

Thailand 

 

Abstract 

The objectives of this research were to explore and develop the model of 

Taekwondo Training Center management in Thailand and to analyze the structural 

management of the Center. This research used Delphi method, self-administrative 

instrument, which was validated by experts. Data were collected through the interview 

with successful entrepreneurs of 17 Taekwondo Training Centers in Thailand.    

The results of this research showed that there were five major factors relating to the 

operation of Taekwondo Training Center. Five factors were prioritized as follows: 

Entrepreneur’s background, Instructor’s qualification, Center location, Pricing model, and 

Promotion. There were two models of Taekwondo Training Center management in 

Thailand, classified by entrepreneur’s background. For the first model, entrepreneurs ever 

were Taekwondo students for a long time until they were engaged to this sport and saw the 

way of operating the Taekwondo Training Center.  They began with considering 

instructor’s qualification and emphasized on specialization in Taekwondo skills. It was 

followed by fundamental qualification of instructor. The second factor was to consider the 

location. They chose location located in a community or school, as well as convenient 

location, and affordable rent. Lastly, they considered the size of center in order to support 

learning activities. The third factor was pricing model. They considered the pricing 

strategy of rivals within the same area and break-even point. The fourth factor was 

promotion aimed to stimulate customer loyalty. For example, the Center sent its students 

to participate in competitions, held the test for measuring student’s progress. For the 

second model, entrepreneurs were former national high-level athletes such as former 

national athlete representative or coaches. They began to run the Taekwondo Training 
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Center to meet the needs of athletes and parents. The most important factor was 

instructor’s qualification. They considered only qualifications of being instructor. The 

second most important factor was center location. They considered the size of center that 

support learning activities.  It was followed by rent and convenient location. The third 

factor was pricing. They considered the ability of instructor and pricing strategy of rivals 

in the same area. The fourth factor was promotion. They focused on differentiation in 

terms of learning quality and competition performance, etc.   

Keywords: Taekwondo Training Center, Management  
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Introduction 

      Playing a sport provides not only good health, but also self-discipline, time 

management, sportsmanship, knowing how to lose, win, and forgive, kindness, and social 

acceptance. The campaign promoting people to daily exercise 10-15 minutes provides 

many benefits such as good and strong health, using time wisely, and improving physical 

fitness (Phermsak Walyangkul, 2004: 102). This campaign received many responses from 

people in society well. Each person chose different types of sport which can be general 

type to make health stronger such as basketball, and football, and the type which causes 

the movement in every body part such as aerobic.  Moreover, there are some people 

thinking differently. They want to exercise to make them healthier, along with increase 

their self-defense skill such as martial arts which are very popular, and there is always an 

international competition for this sport type. The martial art for self-defense is one of the 

disciplines which emphasize the study and practice of fighting and self-defense. 

Nowadays, there are widely martial art studies in the sport field to practice and make body 

healthier, or to practice mindfulness.  The martial arts are divided into 2 types. The first 

type is the martial art sport. Not only this type is the practice of fighting and self-defense, 

but also the violence is reduced. Moreover, it is adjusted to the sport with the rules, and 

used in competition such as karate, boxing, kendo, kung fu, vovinam, and taekwondo. The 

second type is the martial art with old traditional rules. It is taught following the original 

rules from the past with no competition, and is taught for fighting and self-defense such as 

taekwondo, aikido, and jujitsu. The martial arts which are popular in Thailand are yudo, 

karate, kung fu, and taekwondo. 

        One factor influencing people’s wish to learn martial arts is safety in life and 

properties. They want to protect themselves from surrounding dangers such as the dangers 

from thieves who steal, and rob the properties, as seen in the crime news through many 

media, which are always increased. Therefore, the martial art practice will bring about the 

preparation of the confrontation, and many posture preventions. When a critical situation 

or a physical assault occurs, the learners will be ready for avoiding, averting, and retorting 

to protect themselves safely. Importantly, a teacher is important for martial art study to 

advise skills, and how to practice for solving various problems or situations and to train 

learners to be skillful, and then the study will be applied safely. Therefore, it is not strange 

that there are many people who are interested in martial art study. It can be said that every 

gender and age is interested in martial art study.  

These stated important factors lead to many opened sport and martial art training 

business. According to the Sport Authority of Thailand’s survey of the appreciation of 

martial art sport in 2011, the purpose is to gather statistic information about the interest in 

each type of martial arts. It was found that the most popular martial art was taekwondo 

with 32 per cent when comparing to all martial sport types. Taekwondo is Korean martial 

art. The training was controlled and standardized by the institution of Kukkiwon and The 

World Taekwondo Federation. The academic standing symbols of a level of taekwondo 
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trainer are color belts which are white, yellow, green, blue, brown, red, and black belts. 

For each promotion test, a learner will get a certificate and an identity card that can be 

used for worldwide continuing level learning. Moreover, the institution will support a 

person who wants to be a national and international athlete by sending an athlete to a 

competition in both beginning and professional levels. For taekwondo history in Thailand, 

taekwondo was beginning in American army training in Thailand such as U-Tapao, Ubon 

Ratchathani and Nakhonratchasima. At that time, American soldiers hired a Korean trainer 

for training them. Then, taekwondo was firstly learned by normal people. The taekwondo 

learning was begun in Aphatsa Martial Arts School at the opposite of British Embassy 

Bangkok by Mallika Khampanon. Mallika who is interested in and loves taekwondo 

earnestly developed and promulgated taekwondo in Thailand. She led a Korean trainer to 

train in school, and was the first president of taekwondo association of Thailand. After 

that, taekwondo became extensively accepted, and became international sport that is 

popular worldwide because taekwondo places emphasis on beautiful and fast kicking. 

Furthermore, taekwondo is supported from the government for finding an athlete 

contributing to the reputation for country. Taekwondo is the sport placing emphasis on 

using a body part that is lower than an ankle to score a target, a part that higher than a 

waist. A fist is used with only a chest. For embrace, taking turn, exertion, and using elbow 

and knee, they are prohibited. Taekwondo practice will bring about strength, maneuver, 

quickness, a good personality, self-confidence, self-discipline, making decision carefully, 

and an ability to defense self in a critical situation. People who practice taekwondo will 

receive not only good health, but also self-discipline, self-concentration, and wisely 

making decision. Importantly, taekwondo is the sport that enables players to practice 

themselves for achieving self-defense skill well.    

As all stated reasons, there are many taekwondo training center businesses 

occurring in many places such as department store, educational institution, a place near a 

main road that are crowded, and many good locations. Each place has different feature, 

and identity such as the convenience for traveling to learn, training place’s size, qualities 

of a trainer, training instruments, training course fee, the result of training, and other 

related services. Parents, learners, and people who are interested in training realize the 

importance of taekwondo training, so they turn to pay attention to this martial art after 

school and on vacation. It is to use their time wisely, to improve their physical fitness, and 

to practice for competition in many occasions to accumulate the achievement and to make 

it as a talent that can be used in continuing study in higher level in both government and 

private educational institution. The main purposes of taekwondo training center business 

are to increase learners and to send them to competition in many occasions contributing to 

the reputation for taekwondo training center and a learner. Therefore, taekwondo training 

center businesses should have marketing strategy, identity, and difference to attract 

learners, and make more credibility to increase learners. The increase in learners can be 

used as the information to support and apply in the development and improvement on 
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taekwondo training center business management to be efficient according with learners’ 

satisfaction. For the present learners, it is to make them satisfy, and want to learn longer, 

not turning to learn in another taekwondo training center. Moreover, they may invite other 

people to apply for training with this taekwondo training center with which the present 

learner learns that is one strategy helping the center increase the learners. It is necessary 

for the taekwondo training center to make and increase the satisfaction among its 

consumers or learners. In addition, the satisfaction should be higher more than other 

taekwondo training center businesses. 

            From the stated problem, the researcher is interested in study of the 

performance indicator of taekwondo training center business, and study of the appropriate 

model of taekwondo training center business in Thailand. The information after study will 

be used to support and apply in the development and improvement on taekwondo training 

center business management to be efficient according with learners’ satisfaction. 

Moreover, it is to encourage the taekwondo training center business in Thailand to have a 

standard in the future situation that each business has a high level of competition.  

 

Research objectives 

1. To study factors influencing the successful taekwondo training center business in 

Thailand.  

2. To study factors influencing taekwondo training center business management in 

Thailand.  

3. To develop the model of taekwondo training center business management that is 

suitable for Thailand context.  

Scope of research 

The researcher specified the research scope to be the qualitative research. To study 

and analyze evolution history, value, and transformation process of martial art or 

taekwondo from past to present included 1) study of taekwondo value, 2) study of the 

condition of taekwondo training center business management, and 3) development on the 

model of taekwondo training center business management. 

The scope of population and sample  

The population of this research was a group of people who know about taekwondo 

training center business including the head of institute or Kwanjangnim, and a trainer or 

Saboemnim. 

Sample 

The sample of this research was selected from purposive sampling method. 

Therefore, the sample was the entrepreneurs from 18 taekwondo training centers.             

Inclusion criteria 

The properties of each entrepreneur of taekwondo training center were chosen by 
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purposive sampling. The properties should be matched with one of these following 

properties.  

1. Taekwondo training center was already registered with ministry of education 

to be martial art training school.  

2. Taekwondo training center was registered in business registration, and the 

entrepreneur has business experience for at least 5 years.  

3. Taekwondo training center was registered in business registration, has a 

quality trainer with more than 4 levels of black belt.   

Literature review  

In the research “The Model of Taekwondo Training Center Business Management in 

Thailand”, researchers had studied the involving documents including general states and 

autobiography of Taekwondo, the involving personnel in sport, place, the equipment in 

training and competition, Taekwondo training center management, the concepts of 

managing process, the development trend of Taekwondo in the future, and concepts of 

new business creation. 

Research instruments  

1. The research instrument was in-depth interview. The questions could be flexible 

with the following interview details;  

1.1) general states of interviewees,  

1.2) general states of Taekwondo training center,  

1.3) the success of Taekwondo training center business,  

1.4) factors influencing Taekwondo training center business management.              

2.  The content validity of the developed interview was monitored by three 

specialists who were skillful in sport business management, evaluation, and Taekwondo 

business management.  

3. The complete version of interview was developed for further use in this research.  

Data Collection 

1. In data collection, the researcher collected data as following steps.  

1.1. Reviewing the domestic and international researches involving to 

Taekwondo.  

1.2. Studying autobiography, development of Taekwondo, the problems of 

Taekwondo from the past to present and commercial forms of Taekwondo business.  

1.3. Reviewing related qualitative researches and theories.  

2. Field Studies – Researcher collected data through interview, observation, 

conversation, and pictures for the most realistic data. 

3. Data collection by Delphi Technique – there were 3-4 times of data collection, 

depending on the acquired data in each time.  
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3.1. First time- open-ended interview. 

3.2. Second time – rating scale evaluation. 

Scrutinizing data 

1. The data was scrutinized by peer examination after the first data collection. The 

peer examination would inform more details, opinions, criticize, along to the observation 

to the data from the field studies.  

2. The acquired data from the first round will be the source of rating scale design, 

and followed the steps of Delphi technique onwards. 

Conclusion 

The following is five major factors influencing Taekwondo training center 

management,  ordering from highest to lowest significance: 

1. The entrepreneurs’ background,  

2. The trainers’ qualifications,  

3. Location of Taekwondo training center,  

4. The concepts of pricing, and  

5. Sales promotion           

There are 2 models of Taekwondo Training Center establishment in Thailand, 

classified by the background of entrepreneurs. 

First model – the entrepreneurs have been Taekwondo learners for a long time, until 

they were skillful, understandable, and related to Taekwondo. They saw the benefits from 

this business. There entrepreneurs will begin the business by the below steps.  

First factor is trainers’ properties. The significance is the skillful of 

Taekwondo will be the trainer.  

Second factor is the location of the business. The location should be close 

to villages or educational institutes. The transportation is convenient, and the rental 

fee is affordable. Lastly, the size of location is considered for supporting 

continuous operation.  

Third factor is that pricing relies on the pricing strategy of rivals in the 

nearby area and the break-even point of the business. 

Fourth factor is the last factor– to stimulate the product loyalty such as 

attending competitions, or scroll accreditation examination.    

Second model- the entrepreneurs were high-level sport players such as former 

Thailand Taekwondo players, or trainers. They started this business to mainly respond to 

the sport players and parents.   

First factor is that the trainers’ qualifications will be considered in terms of 

trainers only.  

Second factor is business location. They will mainly pay attention to the 
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size of location for the capacity of training course, and then consider to the rental 

fee, and the convenience of transportation will be the last attending factor.  

Third factor is pricing. The pricing strategy will be mainly considered to 

the trainers’ abilities and compare to the rate in nearby areas.  

Fourth factor is sales promotion. They will mainly pay attention to the 

difference of training quality, and the competition results of Taekwondo players in 

the competitions. This factor is the defended factor from competitors who use the 

pricing strategy. 
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