
 
 

 

  

Volume 13 / December / 2018 



 

2 
 

Editor’s Note 

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

What an honor to be the new editor of Asian Sport Management 

Review (ASMR), the official journal of the Asian Association for Sport 

Management (AASM). First of all, I will follow the excellent work done 

by past chief editors, Dr. Joe Chin-Hsung Kao, Dr. Kong Ting Yeh, Cheng 

Nan Kang, and Dr. Chen-Yueh Chen, and then work on further 

improvement of this academic journal.  The ASMR starting from 2008, is 

now coming to the 13th volume. The ASMR would not be successful 

academic journal without the contributions of past chief editors. It is 

difficult to improve the quality and quantity of this journal alone by me, 

but I will accomplish it with great assistance from the deputy chief 

editor, Dr. Daichi Oshimi, and of course the president of AASM, Dr. 

Etsuko Ogasawara. 

The volume 13 is made up of six unique articles. The topics consist of issues regarding online 

media strategy in sport settings, brand image of sport teams, management of a professional road 

cycling team, an athlete development model in figure skating, relationships between the local 

administrative organizations and regional sport organization, and successful management of a 

health bike course. Most of editorial works for those six articles have been completed by the former 

chief editor, Dr. Chen Yueh Chen. I would like to express my appreciation for his great contribution. 

As you might notice, all the articles were written and submitted by scholars from Thailand and 

their colleagues. I pay homage to the hard work of researchers in Thailand. However, since we are a 

group of sport management researchers and practitionars with diverse perspectives, I would greatly 

appreciate it if all our friends from various nations and regions would consider submitting for the 

ASMR. 

 

Sincerely yours, 

Hirotaka Matsuoka, Ph. D. 
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Online Media Strategy to Build Sport Media Interest 
 

Tharaputh Charuvatana, David K. Stotlar, Supitr Samahito, Archavit Choengklinchan 
 

Kasertsart University, Thailand 

 

Sport media viewing experience is no longer a passive experience.  Sport online media audiences have a desire 

for supplementary, real time, information related to the sport action, and a willingness to share and seek out the 

opinions with other sport fans.  Even though, there has been significant growth of the number of online audiences 

in Thailand, sport media audiences are still enjoy watching the highest penetration television.  Online media 

could build audiences’ interest to compliment traditional sport television program.  With lots of sport online media 

activities, there is not much study in Thailand to provide the online content understanding and strategy to build 

sport media interest.  There is the need for strategy construction to accelerate the growth of sport media industry. 

This essay explores the dimensions of sport media audiences’understading in Thailand.  Mixed methodology 

was utilized, with combination of qualitative in-depth expert’s interview and quantitative consumer surveys from 

628 sport online users. Inferential statistic was analyzed by using exploratory factor analysis, confirmatory factor 

analysis and logistic regression. The research results findings are 3 key factors affecting sport media interest 

that could be grouped together to create strategies to engage further for sport media interest from Sport 

Information Obesession, Sport Informant and Sport Companion.  The nature and implications of these 3 groups 

of sport media audiences are discussed. 

 
Keywords:   sport media audience, online media, engagement, sport media influencer 

 

Introduction:  Sport Media Audiences in Digital Media Era  

 The sports sector and the media sector have developed a self-interest relationship. While sport 

provides valuable content and audiences for media operators, the media is a revenue source and promotional 

tool for sport (K. Lefever, New Media and Sport, 2012).  In a poll of more than 1,500 readers of 

SportsBusiness Journal and SportsBusiness Daily, 41% believed that the biggest threat to sports was a 

“disconnect with fan base”.  Reflecting serious threats to the sport industry, which identified that sport 

communication as big issue for their ability to connect with sport fans.  

 The most important communication channels, not just for sport industry, but among many industries 

always are media, including traditional media from Television, Newspaper, Magazine, Radio, Out-of-home, 

In-store, or digital media from simple website, search, or sharable social.  Sport industry is no exception to 

rely on media as essential channels of communication to grow its industry. 

 

Media Fragmentation Trend 

 During 2014, National Broadcasting and Telecommunication Commission (NBTC) launched new 

digital TV Stations in Thailand, from the past decades that free-to-air TV Stations were only 6 stations to 48 

new digital TV Stations.  Digital TV Stations launching completely change Thai Audiences Viewing to more 

fragmentation.  Both existing & new stations demand more content, especially sport contents that could shift 

TV Viewing instantly from existing sport fan base.  In addition to the highest reach media like television, 

digital technology has changed media audiences’ behavior toward more of new media like digital media at 

a rapid rate. From only one key television screen, to multi-screening media consumption. 

 

Sport Media Development 

  Studies of television history have shown that the TV set has a way of bringing people together, and 

creating quality social and interactive engagement.  TV has invited conversation and contributed to the 

development and maintenance of interpersonal relationships throughout the decades (Nathan, et al., 2008).   

 The latest addition to the television experience is viewers’ use of web-enabled devices, like 

computer laptops, tablets, & the most important fastest growing penetration of smartphones, while watching 

television at the same time.  Nielsen Wire Survey (2011) found that more than 40 percent of smartphone and 

tablet owners reported using their devices during the time they watched television.  The industry has labeled 

this new phenomenon as “2nd Screen”.  Capturing this growing 2nd screen trend, television stations, program 

producers, & developers have been scrambling to create new applications and interfaces to facilitate online 

conversations and interaction that corresponds to the current TV Programs.    

 

Use of Social Media as a Marketing Tool 
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 Pfahl (2011) stated that: “Social media is the latest development or categorization of fundamental 

human communication.  However, social media is a complicated area for sport content producer mostly 

because it is a moving target that changes faster than some people can even identify trends in the first place. 

Sport content producers need to think strategically about the use of social media as a platform to 

communicate with various communities within their fan base, as well as facilitating communication among 

the communities. Communication technology has dramatically influences the growth of new sport media.  

Sport fans are much more sophisticated in charting the progress of their favorite sport entities by logging on 

to various websites, downloading video clips, or watching streaming video via Youtube, and partaking in 

online chats with other sport fans sharing the same sport interests. 

 

Facebook Fanpage and Youtube Channel: the reach building digital media 

 UM Wave Study Survey (2016) indicated that Facebook has been the highest penetration digital 

media & growing among Thai Sport Fans, Facebook has created the new way of social media engagement 

for both the highest time spent media per day, together with interactivity from simple “Like”, make a 

comment on Facebook Post, or engage further in sharing the post to their Facebook friends or even public. 

 Facebook and Youtube acted as the main broadcast channels to create reach, comparing to television 

to deliver news, event, promotion, create advocacy, acting as customer service center, and hub of content 

from static post to moving video archives. 

Twitter, comparing to radio to broadcast with short message, building frequency to announce breaking news, 

cover live event, and customer servicing.   

 

Theoretical Framework:  Building Sport Media Interest  

Passionate Sport Content Audiences 

  Haddad, D., Seymour-Hyde, J., Gould, A., conducted 2nd Screen Research by Octagon Sport 

Agency, with Kantar Research UK (2013), and found out that 2 key usages, summarizing from the figure 14 

below for 2nd screen sport viewing experiences are: 

1. A desire for supplementary, real time, information related to the action (live scores, results, 

statistics etc.) 

2. A willingness to share opinions/seek out the opinions of others 

 This research findings from Octagon Sport Agency, with Kantar Research UK (2013) showed that 

UK Live Sport Audiences have been driven from 3 major online media to watch live sport events were 

website, Facebook, and Twitter  

 Tracing back the same media consumption motives to traditional media.  McQuail et al. (1972) 

found a typology of media-person interactions after studying a number of different radio and television 

programs in Britain, proposed a scheme of media-person interactions that capture the most important media 

satisfactions 

- Diversion: escape from routine or problems, emotional release 

- Personal relationships: companionship, social utility 

- Personal identity: self-reference, reality exploration, value reinforcement 

- Surveillance (forms of information seeking) 

 

Motivation Scale for Sport Online Consumption   

  “Development of the Motivation Scale for Sport Online consumption” (MSSOC) developed by Won 

Jae Seo and B.Christeen Green in 2008, found a valid and reliable measure of users’ motives for using 

professional sport teams’ Web sites.  10 dimensions are identified are consistent with previous research on 

motives for Internet use (Chen and Wells, 1999; Joines et al. 2003; Korgaonkar and Wolin, 1999; 

Papacharissi and Rubin, 2000; Wolfradt and Doll, 2001), communications (Wolfradt and Doll, 2001; Wright, 

2002), and sport involvement (Funk et al., 2002; James and Ross, 2004; Trail et al., 2003).  9 of the 10 final 

dimensions (have been identified previously as key motives for the consumption of the Internet, 

communications, live sport events, or other sport media.  Table 1 shows 9 final dimensions below: 

 The 9 dimensions might be used together to obtain a sense of users’ overall motivation to use a 

sport-team’s Web site.  Seo and Green (2008) developed MSSOC to be used either in aggregate or 

independently.  Each subscale consists of three items.  Which could be stand alone or be combined with 

other measures of interest. 

 

Psychological Continuum Model (PCM) 

 PCM is a framework to organize prior literature from various academic disciplines applied to 

consumer behavior to explain sport and event consumer behavior (Funk and James, 2001).  This framework 
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suggests engaging in continuous sport consumption activities progresses along four general hierarchical 

stages: awareness, attraction, attachment, or allegiance.    

 The awareness processing creates outcomes of knowledge and realization that a sport object exists.  

Funk (2008: 50) explained psychological engagement, starting from minimal cognitive evaluation prevail, 

awareness processing that creates a non-emotional connection with a sport object.  Behavior is simplistic, as 

the individual first becomes aware and explores a sport activity, ranging from non-existent to unplanned to 

random and correspond to limited knowledge or minimal prior experiences with related consumption 

activities. 

 
Table 1  Motivation Scale for Sport Online Consumption Scale (MSSOC)  

Final          MSSOC 

Information 

It provides quick and easy access to large volumes of sport information. 

I use the team’s Web site because I am able to obtain a wide range of football information. 

I use the team’s Web site because I can learn about things happening in the football world. 

Entertainment 

I use the team’s Web site because it is exciting. 

I use the team’s Web site because it is cool. 

I use the team’s Web site because it is amusing. 

Interpersonal communication 

I use the team’s Web site because it shows me how to get along with others. 

I use the team’s Web site because I won’t be along. 

I use the team’s Web site because it allows me to meet others, which helps me cope with 

personal problems. 

Escape 

I use the team’s Web site because I can escape from reality. 

I use the team’s Web site because it allows me to enter a nonthinking, relaxing period. 

I use the team’s Web site because I can forget about work. 

Pass time 

I use the team’s Web site because it gives me something to do to occupy my time. 

I use the team’s Web site because it passes the time away, particularly when I’m bored. 

I use the team’s Web site during my free time. 

Fanship 

One of the main reasons I use the team’s Web site is that I consider myself a fan of 

football. 

One of the main reasons I use the team’s Web site is that I am a huge fan of football in 

general. 

One of the main reasons I use the team’s Web site is that I consider myself to be a big fan 

of my favorite football team. 

Team support 

One of the main reasons I use the team’s Web site is because of a particular team I am 

interested in following. 

I use the team’s Web site because I believe it is important to support my favorite team. 

Using the team’s Web site demonstrates my support for football in general. 

Economic 

I use the team’s Web site because I am able to make purchases on the team’s Web site. 

When I want to buy a big ticket item, I use the team’s Web site to search for bargain 

prices. 

I use the team’s Web site because it is a great place to buy gifts. 

Technical knowledge 

I use the team’s Web site because I want to know the technical aspects of football. 

I use the team’s Web site because I want to know the rules of football. 

I use the team’s Web site because I want to know football strategy. 

 
Psychological Continuum Model (PCM) 

 PCM is a framework to organize prior literature from various academic disciplines applied to 

consumer behavior to explain sport and event consumer behavior (Funk and James, 2001).  This framework 

suggests engaging in continuous sport consumption activities progresses along four general hierarchical 

stages: awareness, attraction, attachment, or allegiance.    
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 The awareness processing creates outcomes of knowledge and realization that a sport object exists.  

Funk (2008: 50) explained psychological engagement, starting from minimal cognitive evaluation prevail, 

awareness processing that creates a non-emotional connection with a sport object.  Behavior is simplistic, as 

the individual first becomes aware and explores a sport activity, ranging from non-existent to unplanned to 

random and correspond to limited knowledge or minimal prior experiences with related consumption 

activities. 

 Attraction processing introduces an emotional element to the connection, when psychological 

engagement becomes more active and behavioral engagement increases in complexity.  This complexity 

occurs as the individual begins to participate and watch sports, internalise experiences, interpret and assign 

value and meaning to actions, constructs value judgement regarding situations and people, integrates a 

variety of elements of the activity to learn roles and interacts with fellow participants and spectators via 

mutual experiences. 

 Attachment processing becomes more complex creating a meaningful connection.  The formation 

of a person’s attitude begins to strengthen, producing consistency between feeling and beliefs.  Behaviors 

becomes standard and repetitive creating opportunities for self-expression that can form the basis of behavior 

related to self-development tasks, and integration with others within the subculture. 

 The final stage of allegiance is highly formed, possessing the capacity to resist change over time, 

while also influencing information processing and guiding behavior.  This level of behavior demonstrates 

engagement that is consistent and enduring. 

 

Online Media Strategy 

 Smart insights (2012) recommends the structure of social media communications strategy around 

the areas of the PRACE framework of the consumer lifecycle which involve around 1) Plan–Management 

of social media marketing, including reputation management and defining a content strategy.  2) Reach – 

How to increase the reach of your content as it is shared by targeting the most relevant audience segments.  

3) Act – Encouraging interaction and participation within your own blogs and sites and within social 

outposts.  4) Convert – How to make the transition from customer brand engagement with social media to 

generating leads and sales.  5)  Engage–Ongoing communications with consumers.   

  

Method  

The context of the study 

  The conceptual framework of this research was built upon 2 key elements of online media 

consumption behavior and online engagement level. Drawing on 4 levels of research approaches to audience 

engagement with sport media contents as follow; 1) awareness (I know), 2) attraction (I like) or interest, 3) 

attachement (I’m a fan) or Desire and 4) allegiance (I live for) or loyalty. The conceptual framework contains 

the factors of online strategy which based upon “Development of the Motivation Scale for Sport Online 

consumption” (MSSOC) developed by Won Jae Seo and B.Christeen Green in 2008  

 Respondents will be surveyed if any facets of MSSOC would support along the progress of PCM in 

any stage.  Facets and subscales that will be proven in the level of attraction (I like) or interest would be 

useful as tendency to build online strategy to boost sport media interest. 

 

Data gathering 

 The methodology process in this study is designed with the mix of both quantitative and qualitative 

research methods.  Semi-structured interviews with 7 experts to validate the content, reviewing by the expert 

panels of 1) Sport Media Owners & Executive, 2) Sport Media Publisher, 3) Online Media Specialist, 4) 

Sport Team Manager and 5) Faculty of Communication Arts.  

Sample of 628 persons were reached online for the data collection stage.  The researcher 

purposefully selected sport online media users who were fan of popular sport content facebook fanpage.  

Several measures were taken to increase reliability and validity.  Paricipants were composed of 293 females 

and 334 males, and the dominant age range were from 15-25 years old which represented 79.9%.  95% living 

in Bangkok and Upcountry Urban Areas. 

 

Measures 

 All major constructs were developed based on extensive literature review in the related fields.  Those 

major constructs include sport online media consumption motives, sport content audiences’ passion, 

psychological continuum model or sport activity engagement levels and online media strategy.  Based on 

the review in the previous section, we assumed that the key 9 facets of MSSOC would be able to lift the 

sport online media audiences to attraction stage due to the unique nature of online media.  All the online 
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consumption motives from MSSOC were assessed on motivation lelvel from 1) awareness (I know), 2) 

attraction (I like) or interest, 3) attachement (I’m a fan) or Desire and 4) allegiance (I live for) or loyalty 

from PCM.  Finally, to confirm both findings from qualitative interview and quantitative survey with expert 

focus group to validate the results.  The frequency and MSSOC Facets indicated every 27 facets were 

correlated with attraction (I like) and attachment (I am a fan) of PCM.   

   

Resutls 

Expert Interview Findings  

 The analysis described sport online media strategy, using successfully to build sport media interest 

in Thailand.  Experts confirmed that all the 9 facets could build sport online media interest based on their 

direct experiences on sport online content related. 
 

EFA and a CFA of Sport Online Consumption Scale (MSSOC) and Psychological Continuum Model (PCM)  

 EFA was conducted with three distinct sets of online consumption motives, sport media obsession, 

sport informant and sport companion. 

 
Table 2  Factor loadings of sport media obsession 

   Factor 1: Items Detailing 
Loading factor 

Scores 

11 I use sport online media because it allows me to enter a non-thinking, relaxing 

period 

.506 

12 I use sport online media because I can forget about work .502 

14 I use sport online media because it passes the time away, particularly when 

I’m bored 

.510 

16 One of the main reasons I use sport online media is that I consider myself a 

sport fan 

.573 

18 One of the main reasons I use sport online media is that I consider myself to 

be a big fan of my favorite sport team 

.676 

19 One of the main reasons I use sport online media is because of a particular 

team I am interested in following 

.686 

20 One of the main reasons I use sport online media is because I believe it is 

important to support my favorite team 

.776 

21 Using sport online media demonstrates my support for sport in general .766 

22 I use sport online media because I am able to make purchases on the team’s 

website 

.772 

23 When I want to buy ticket or rare collectible items, I use sport online media to 

search for bargain prices 

.754 

24 I use sport online media because it is a great place to buy gifts .654 

25 I use sport online media because I want to know the technical aspects of sport .736 

26 I use sport online media because I want to know the rules of sport .698 

27 I use sport online media because I want to know sport strategy .688 

 
Table 3  Factor loadings of sport informant 

   Factor 2: Items Detailing Loading factor Scores 

1 Providing quick and easy access to large volumes of sport information .776 

2 Able to obtain a wide range of sport information .734 

3 Learning about things happening in the sport world .792 

4 I use sport online media because it is exciting .762 

5 I use sport online media because it is cool .686 

6 I use sport online media because it is amusing .734 

7 Showing me how to get along with others .569 

15 I use sport online media during my free time .620 
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Table 4  Factor loadings of sport companion 

  Factor 3: Items Detailing 
Loading factor 

Scores 

8 I use sport online media because I won’t be alone .741 

9 Allows me to meet others, which helps me cope with personal problems .801 

10 I use sport online media because I can escape from reality .763 

13 I use sport online media because it gives me something to do to occupy my 

time 

.563 

17 One of the main reasons I use sport online media is that I am a huge fan of 

sport in general 

.572 

 

 

 

 
Figure 1  Confirmation Factor Analysis Model containing 27 factors 

 

Expert panel focus group findings 

 The researcher conducted a focus group with the same 7 experts who joined the previous semi-

structured expert interviews to study and validate the survey findings.  Showing Expert interview details 

summary by MSSOC Facets and confirmed on their expert opinions.  Following by EFA and CFA Results 

and interviewed on online strategies to build sport media interest in Thailand.  Summary of the focus group 

interview were: 

COM 

INF 

OBS 
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1. All the MSSOC Facets definitely deliver engagement level at attraction level & above.  Fanship, 

Team Support, Economic and Technical Knowledge have potential to lift up to Attachment Level 

or the highest Allegiance Level. 

2. Identify 3 different target consumers according to EFA Results conform to the sport online content 

usage behavior of online Thai Consumers. 

3. There are some similar strategies that could leverage across targets for better engagement.  Different 

contexts based on content usage preferences. 

4. Mobile presence is the most crucial online media platform. 

5. Video content from from sport celebrities and influencers could create the excitement next to the 

live sport game. 

6. Frequency of the content post is as much important as content and the reach. 

 

Discussion 

 This study provides both theoretical and practical implications. Theoretically, Motivation Scale for 

Sport Online Consumption (MSSOC) could lift sport media audiences’ interest, as all 9 facets with 27 

subscales were proven why sport media audiences consumed sport media online contents. The results of an 

exploratory and a confirmatory factor analysis suggest that sport media audiences perceive that sport media 

engagement have three distinct dimensions, which could be grouped together from their similarities of online 

content motives. The 3 distinct dimensions could be grouped according to the same personalities by 1) Sport 

Information Obsession, 2) Sport Informant and 3) Sport Companion. The confirmatory factor analysis results 

indicated that this scale is a valid and reliable measure of sport media interest. The findings confirm all three 

dimensions and its factors could build sport media interest at attraction level from PCM. 
 

Conclusion 

 For Sport Information Obsession, team support, economic and technical knowledge are 3 significant 

facets along with its 9 subscales indicate that sport media audiences who explicitly support their beloved 

team as they have a particular team that they interested in following, they believe it is important to support 

their favorite team, and demonstrating their support for sport in general. Adding the lookalike fanship facet 

from a subscale of considering themselves as sport fan.  Second motives linked with sport media audiences 

who purchase from the team’s website, searching for bargain ticket or rare collectible items prices and feel 

like online is a great place to buys gifts.  Third motives linked with technical knowledge for audiences who 

want to know the technical aspects of sport, rules of sport and sport strategy.  In addition with 2 subscales 

of escape facets, to enter a non-thinking, relaxing period and to forget about work.  Lastly one subscale from 

pass time facet to passes the time away.  Conforming to expert opinion on sport audiences who give prioritize 

on sharing value of their favorite team.  This dimension lift up engagement to purchasing level as they are 

looking to buy team products.  Searching for technical knowledge, implied that they need to be engaged 

actively with their favorite sport team.  These types of active engagements help them passing the boring 

time, relax, and forgotten about work. The finding confirms the resemble media consumption motives to 

traditional media (McQuail, 1972) with a scheme of media-person interactions that capture the most 

important media satisfactions with surveillance (forms of information seeking) and personal identity findings 

where media audiences are looking for self-reference, reality exploration, and value reinforcement. 

 For Sport Informant, information, entertainment facets with its 6 subscales from providing quick 

and easy access to large volumes of sport information, able to obtain wide range of sport information and 

opportunity to learn about things happening in the sport world.  Using sport online media because it is 

exciting, cool and amusing for entertainment facet.  In addition with one subscale from pass time facet on 

using sport online media during their free time and one subscale of interpersonal communication on showing 

them how to get along with others.  Considering this as more casual engagement of those audiences who 

looking for both sport information that giving them entertainment value that could be shared to communicate 

with other sport fans and getting along with the their online peers. According to the same media consumption 

motives to traditional media (McQuail, 1972), Sport Informant conforms to personal relationships findings 

where media audiences are looking for companionship and social utility 

Last dimension on Sport Companion, 2 subscales of interpersonal communication facet from curing 

their loneliness and allow them to meet others which help them to cope with personal problems.  Resembling 

in one subscale of escape facet that could help them escaping from reality and one subscale from pass time 

facet on giving them something to do to occupy my time.  Last subscale from fanship facet on being a huge 

fan of sport in general indicate that sport online media contents are treated as another type of media contents 

for this audience group to find sport media content as another kind of contents that help them occupied.  Only 

different is they are considered themselves as general huge sport fan.  This dimesion also conform with 
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diversion finding, which media audiences would like to escape from routine or problems and emotional 

release (McQuail, 1972). Mapping 3 dimensions of target sport media online consumption with Smart 

Insights (2012) and Chaffey and Smith (2013), the researcher summarizes guideline model of sport online 

media strategies, tactics, and examples of sport online content to create sport content viewers’ interest, 

breaking down by 3 sport online media target dimensions in the Table 6 

 
Table 6  Model of online media strategy guidelines to build sport media interest in Thailand by 3 key 
target dimensions 

 
Online Strategy 

Sport Online Media Target Dimension 
Sport Information 

Obsession 
Sport 

Informant 
Sport 

Companion 
Plan Communication 

Strategy 
In-depth and 
exclusive vertical 
content types 

Expression 
platform 
provider 

Conversation 
storyteller 

Content Strategy Analysis hot and hard 
facts from teams’ 
statistics and historial 
games 
 
Exclusive special 
offers from latest 
team information 
update, big match and 
players analysis, 
game plan and coach 
strategy and tactic 

Entertainment 
approach that 
ignite 
engagement 
among fans 
 
Snapshot 
highlights 

Rerun of 
highlights 
summary that 
easy to digest or 
update from 
famous 
newscaster 

 
Reach 
 
 

“Always Right On” 
with predicatable 
engaging content 
scheduling 
before/during/post 
game for consistency 
Sport Guru Twitter 
Establish trusted 
sport news sources, 
compiling all the 
latest update from 
around the world e.g. 
Bleacher Report 

“Always On” to 
build Club 
Community 
Facebook 
Fanpages or 
team support 
publishers 
Providing chat 
board that 
stimulate 
conversation 
among fans 
 
Free time as 
primetime 

Mass News 
Website Sport 
 
Headline 
Mainstream 
Entertainment 
Influencers 
Paid advertising 
to ensure the 
highest reach 
possible for 
wide mass 
audiences 

Act Create participation 
and excitement from 
on-ground activity 
e.g. at the match or 
screening during 
international big 
matches 

Real time 
keyboard coach 
experiences 

Gamification 
from simple 
voting quiz e.g. 
voting winners 
fo the game & 
share to win the 
prize 

Convert Engage with key 
influencers, mix of 
journalists & 
bloggers, specificly to 
their expertise 
 
Help build amplifiers 
fan with exclusive 
access to privilege 
contents or benefits 

Turn User-
generated 
content to be 
bloggers 

Focus on mass 
highlight like 
national agenda 

Engage Identify the 
influential active 
members and develop 
strong content 
persona 
 
Offer special 
exclusive items like 
tickets or collectibles 
to hardcore fans 

Promote user 
generated 
contents as the 
top priority to 
bounce further 
the love of the 
participation  

Create 
webboard and 
community with 
hype topics, 
utilizing social 
listening tools to 
continue 
friendly 
conversation 

 

Good Content Strategy requires holistic content strategy that deliver the right content for the right 

consumer with the right context, deliver seamless experience (Contentology Study, IPG Mediabrands 

Thailand 2017).  From the qualitative focus group research, experts confirmed the research objectives.  
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This study indicates that sport online media audiences are looking for both similarities and 

differentiation among sport media audiences.  Specifically, understanding of sport media audiences’ journey 

from their three dimensions findings classified three level of strategies to approach as follow 

To create strategies to win over Sport Information Obsession, create team specific online content 

that sharing the same value among team fans.  More in-depth toward technical knowledge, sport rules and 

strategies that they could actively interact among their fans.  Offering rare items to purchase for their special 

team collectibles, as a gift or even special discount tickets to team events would give this Sport Obsessor 

feels privilege and actively engage more on sport media further.  Communication continuously or “Always 

Right On” online campaign presence to increase level of awareness with the contents above could facilitate 

movement toward attraction. Exclusive team content and technical knowledge contents with highlights to 

boost up this target interest, plus special offer that build upon economic facet could be planned to build 

“Always Right On” during off-peak activity.  From focus group result, experts identified that this Sport 

Information Obsession Group are high value target among all sport media audiences.  Once sport media 

owners could build their interest further, this high value target group would likely to engage continuously.  

In addition to interact regularly with in-depth sport contents, this group of audiences are willing to spend 

toward their sport passion.  Ultimately, they could become key influencers or early adopters who generate 

wider engagement toward other audiences on sport media owner behalf too. 

Strategies for Sport Informant could be utilized upon consistent information “Always On”, given 

with entertainment value that ignite conversation for this group of target audiences to discuss further online.  

Snapshot or highlights of creative contents are the key to plug-in entertainment facet into all those 

information.  User generated content is among the top to ignite conversation among target audiences.  Chat 

board or conversation space that allow Sport Informant to participate easily together also should be facilitated.  

Free time facet implies early prime, prime time and weekends are the best timing to post sport online 

activities to capture them during their free time.  During this free time moment when target audience would 

feel more comfortable to start conversation virally.  From experts’ opinion, this group of Sport Informant 

has been growing significantly from the rising sport entertainment popularity trend.  Sport content producer 

who could create additional entertainment value would have advantage in reaching this audience.  

Considering building community among Sport Informant could be an ideal strategy to retain their interest, 

or even build engagement level further to the final allegiance or loyalty to sport media too. 

The least complex Sport Companion could be focused on key highlights that is interested among 

wider mass targets.  Content of sport in general that they could have a break from their routine life.  Sport 

media is considered as another kind of content, just to be occupied and passing time away.  To build further 

engagement to attraction stage, building the highest reach possible to be registered as top sport media online 

property would be the key for this target group to feel that they share the same mutual feelings with other 

huge fan.  National sport agenda from national sport heroes related to patriotism are one key content that 

could lift up their engagement further to the attachment level.  Webboard, instant messaging, or chatbot also 

allow them to meet with other huge fan to participate and discuss on the same topic interest.  Above all, 

social media especially the highest penetration social media like Facebook could be the key to connect with 

them anytime they feel lonely, the content that acting as a friend who share same sport interest would be the 

key to post online regularly.  Partnerships with mass portal websites, create sharing contents among sport, 

music, drama or food contents, which considering as top 4 online media contents (Contentology Study, IPG 

Mediabrands Thailand 2017).  Blending sport content into this lifestyle top online media contents could 

possibly penetrate into Sport Companion group of audiences with mutual feelings of their routine life. 

 

Limitations and suggestions for future research 

The study was designed as a preliminary phase of a study investigating sport media audiences’ 

interest in Thai Market, deriving from sport online media consumption and engagement.  Quantitative 

research focused on sport online media users in general.  Experts recommended drilling down in to specific 

demographic target groups would be useful for enhancing better sport online media strategy toward specific 

demographic targets.  Another future research directive refers to the study of prototype sport creative content 

production that could really be tested with 3 different target groups for their preferences.  Such an initiative 

would reflect experiential learnings with more involvement from sport media audiences. 
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The Factors Contributing to Brand Image of Sport Teams in Thailand 
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In general, running a business is not an easy thing to do. Each professional football club in Thailand which 

must be registered as a business organization according to the law needs to find the way to sustainably 

survive and continuously grow.  There are several aspects, strategies, and methods to manage sport organization 

such as professional football team in Thailand. Building a strong brand for sport team is one of them. The 

objective of this study is to find the factors contributing to brand image of sport teams in Thailand. Mixed 

methodology was utilized as the guiding model for the data collection, analysis and interpretation process for 

this research. The research instruments were interview forms and questionnaires. For quantitative procedure, 

semi-structured interview with 12 experts in Thailand’s professional football industry was conducted and for 

quantitative procedure. 390 Thai football fans from 13 selected Thai professional football teams were asked to 

do the questionnaires. Exploratory factor analysis was used to find the results for this research. Four factors 

contributing to brand image of sport teams in Thailand were leader, competitiveness, social benefits, and 

morality.  

 

Keywords: Brand image, brand personality, Image of sports team, Sport brands  

 

Introduction 

Sport industry is now rapidly growing worldwide (Ghosh, 2014). In North America alone, the sports 

market was worth $60.5 billion in 2014. The sports industry in North America industry is expected to reach 

$73.5 billion by 2019 (Heitner, 2015). Ghosh also pointed out that the global sports industry is worth 

approximately USD 600 billion by associated businesses such as sports manufacturing, media, hospitality, 

merchandising, retail, tourism, sports medicine, venues & infrastructure.  

In the other side of the world, Asia, the sport industry is tremendously growing in the areas of 

manufacturing, events, and sponsorships. Several big events will be held in the near future, the Winter 

Olympic Games 2018 in Pyeongchang, the Summer Games 2020 in Tokyo, the Winter Olympic Games 2022 

in Beijing, and the 2020 World Cup which was selected by FIFA for having Qatar as hot for the biggest 

football event in the world (Stotlar, 2016).  

Sport will remain one of the most valuable part of media and entertainment globally for years to 

come. In an increasing digitalized world, it provides the growth and opportunities in the future (ATkearney, 

2014). Over the next decade, for the world’s largest majority sporting events,   in western countries will be 

the host nations (Invest Northern Ireland, 2012). There is a bright future for sport industry in Asia. 

 

Professional Football 

In professional football 2014/15 season, Real Madrid had earned the professional football club 

which had generated the highest revenue for the eleventh consecutive year,  €577m /£439m in the 2014/15 

season, followed by the second FC Barcelona's and Manchester United at the third. Even Manchester United 

had dropped one place from the second to the third but the team still remained the highest revenue-generating 

club from the Premier League (Deloitte Football Money League, 2016).  The growth of sports industry in 

Thailand has influenced the growth sports organizations and related fields such as professional sports, sports 

management, and sports marketing. The popularity of the sport events will increase numbers of fans and 

spectators especially for particular football teams (Pookaiyaudom, 2014).  Football is the most popular sport  

in Thailand now and Thai National Football Team can become the leader with in ASEAN (Association of 

southeast Asian Nations) region and the team can become greater  that in the future (Madichie and Mbah, 

2013).  

 

Brand image of sport teams  

In general, running a business is not an easy thing to do. Each professional football club in Thailand 

which must be registered as a business organization according to the law needs to find the way to sustainably 

survive and continuously grow.  There are several aspects, strategies, and methods to manage sport 

organization such as professional football team in Thailand. Building a strong brand for sport team is one of 

them. Brand image has been proven in tremendous literature. It is considered as a important component for 

designing marketing strategy for building a sustainable business (Naeem, and Munawar, 2012).  In the 

complex world now, better understanding in brand management can help business managers to efficiently 
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deal with several problems (Keller, 2013). Brand managers should find the way to manage and maximize 

both brand strength and brand value which will help their businesses increase profitability in the long run 

(Wood, 2000). Fundamentally, an incentive of brand awareness and a positive brand image can help the 

business to have an advantage over competitors in marketing actions (Keller, 1993). 

 

Brand image for Thai Professional Football Teams 
There is a very useful measurement for Sport Team Brand Personality called “Developing a scale 

for measuring the personality of sport teams”. It explains that customers perceive the sport teams have five 

distinct personality dimensions: Competitiveness, Prestige, Morality, Authenticity and Credibility (Tsiotsou, 

2012). By attaching personalities to brands, it can make brands more desirable to the consumer (Thomas and 

Sekar, 2008). Conceptually, brand image is one of most important element of brand equity, referring to 

consumer’s perception and feeling for a brand and has an influence on consumer behavior (Zhang, 2015). 

To generate the items, this research uses the semi-structured interview guided by Tsiotsou’s Scale for 

Measuring the Personality of Sport Teams (2012), players, team owners, social benefits to gathering the 

items. Leading academics recommend more qualitative interviews are needed when projects are broad in 

scope, deal with heterogeneous populations, involve domains less familiar to the researcher and participants, 

are supported by sufficient resources, or when buyers and research stakeholders expect it (Bonde, 2013).     

Professional football in Thailand needs a big development. Even though there more sponsors and 

other sources of money coming in the professional football industry but the majority of the money goes to a 

few clubs and most of the clubs face financial difficulties. (Bangkok Post, 2015). AFC Professional Project 

Department had pointed that the league marketing (branding, sponsorship, merchandise) was the weaknesses 

of Thailand Football (Saito, 2011).  Moreover there was a lack of research in the Thai context specifically 

sport brand personality and sport brand image.          

 

Research Methodology 

The purposes of this study is to develop a brand image measurement scale for sport teams in 

Thailand. Mixed method, qualitative with semi-structured interview and quantitative questionnaire survey, 

will be applied to this research accordingly. The methodology will be presented in the following 5 sections: 

(a) generating of items, (b) population and sample, (c) instrumentation, (d) data collection, and (e) data 

analysis. 

 

Section 1: Generate sample of items  
To generate sample of items for conducting survey, semi-structured will be developed.  Rodoula 

Tsiotsou’s Scale for Measuring the Personality of Sport Teams (2012). It’s was selected as a guide line for 

the semi-structured interview.  Tsiaotso’s Scale for Measuring the Personality of Sport Teams contains 

questions relating to the five sport brand personality dimensions: Competitiveness (proud, ambitious, 

dynamic, successful, winning, triumphant), Prestige (multitudinous, glorious, great, strong, honorary), 

Morality (principled, cultural/cultivated, ethical), Authenticity (traditional, uncompromising, radial), and 

Credibility (wealthy, influential). Additionally, international companies need to be more aware of 

differences within cultures and consumer behavior to stay competitive in today’s business environment. 

Even though sports aim to communicate the same language across different cultures, the image of those 

brands or sport teams may still be perceived differently due to differences in cultural values. For this reason, 

research has another 3 additional factors, social benefits, team owner, and players to be in the guide line for 

semi-structured interview as well.   

The semi-structured interview questions were reviewed for assessing reliability and validity from 

experts which were 3 sport management university lecturers. Non-probability selection sampling were used 

for this interview by purposive selection. 12 experts, 3 participants from Media, 3 participants from Sponsors, 

3 participants from supportive organizations, and 3 participants from academic areas who had good 

understanding of sport management were interviewed and they were creditable to be representatives in sport 

industry. 

 

Section 2: Population and Sample 

For population, according to M.S.C.S (Thailand) Co., Ltd, one of the media company who owns 

www.matichon.co.th which has more than 30 years of experience in news report, the average fans who 

visited at stadium for season 2014–2015 is 7,350 persons/team/game. So the population size is 132,300 

persons. All professional football teams in TPL were used for selecting 9 teams for conducting the survey. 

The 9 teams were the teams which ranked 1st ,2nd,  3rd , 7th, 8th, 9th, 13th, 14th, and 15th . The ranked of these 

http://www.matichon.co.th/
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9 teams were calculated from the average last 3 seasons (2014-2015, 2015-2016, 2016–2017) of TPL 

Ranking Standing.  

The total 360 persons, 40 persons from the selected 9 teams, were reached for the data collection 

stage by multistage – sampling method. Participation in this survey were voluntary and had to be 18 years 

old or over to do the questionnaire. They should had been brought a product, had been followed news of 

their favorites teams, or had been attended a game in the past one year. After we get the 9 teams, simple 

random sampling were apply for conducting the survey in in home game of each 9 teams.  

 

Section 3: Instrumentation 

The items formed at this stage were discovered from the semi-structured interview by content 

analysis.  Researcher would these items to develop the questionnaire for the data collection. The experts 

were asked to evaluate the accuracy of the items in representing the factors identified. In addition, the experts 

were asked for suggestions of other items that may better represent the respective factors based on the factor 

descriptions. The content validation of the questionnaire were reviewed by the panels of 5 experts who 

expertise in sports industries both academic and business areas. The validity and reliability of the 

questionnaire were assessed by using Item Objective Congruence Index (IOC) as an evaluation tool. 

Moreover, the research also selected 47 sample from Prae United football team, a professional football team 

playing in TPL division 2 and also member of the Football Association of Thailand to answer questionnaires 

as a test trail.  The trial result of internal consistency of Cronbach’s Alpha showed α = .96, which is greater 

than α =.70 cutoff value suggested by Nunnally (1978).  

 

Section 4: Data collection  

  For conducting the survey, 390 simple random samplings were applied for conducting the survey in 

home game of each team, 30 questionnaires for each team. The research hired the administrators to the 

survey conducting. The administrators were trained to have a good understanding about survey conducting 

process. Researcher had trained administrators by face to face before the actual dates.    

 

Section 5: Data Analysis 

After the survey has been conducted, the sample of each team were split into halves. The first halve 

data were analyzed by exploratory factor analysis (EFA) and the second data were used for another purpose.   

Exploratory factor analysis (EFA) will be used in this stage to analysis the collected data to reduce a large 

number of variables down to a smaller set, or to concisely describe the pattern of interrelationships among 

observed variables. To test if the data are suitable for factor analysis, The Kaiser-Meyer-Olkin (KMO) 

measure of sampling adequacy value and Bartlett’s test of Sphericity (BTS) value will be calculated by SPSS 

17.0. Once the data are found to be useable for the factor analysis, a principle component extraction method 

with varimax rotation of identified items will be conducted in order to identify factors. Although most 

research involving EFA utilizes a .40 factor loading cut-off, a .50 or more criteria was chosen for the current 

study in order to avoid double-loading yet still retain factors.  

 

Findings 

Generate the sample of items 

The research conducted semi-structured interviewing from 12 experts from professional sport media 

executives, sports management university lecturers, sponsors, and professional football supportive 

organizations in Thailand. The analysis described theirs perceptions of their favorite professional football 

team in Thailand, presenting details as seen from semi-structured interviewing of 12 experts. The analysis 

resulted in 9 dimensions detailed in 46 items that described the brand image of sport teams in Thailand. 

Table 7 presents the 9 factors with 46 items.    

 
Description of the Sample 

Data for this study, 390 participants were expected to fill out a survey online by using Google Forms. 

Since very few surveys had been completed in the first one week and it would take longer time for reaching 

the gold of 390 surveys, researcher decided to do field survey by collecting data on August 31, 2917 when 

there was a big match between Thai - Iraq for the 2018 FIFA World Cup Qualifiers held at the Rajamangala 

Stadium on Thursday August 31, 2017. Around 22,000 Thai football fans from all clubs came to support 

their national team.  From this match, 324 surveys were collected. Since the collected surveys from 4 teams  
 
 
 
 



 

17 
 

Table 1     9 factors (46 items) describing brand image of sport teams in Thailand  
No.  Items Detail of 46 items from semi-structured interview  

Competitiveness   
1 Fighting Spirit  This team gives 100% and never give up for any situation. 
2 Trusted The team is determined to accomplish its goals for winning the game. 
3 Dynamic The team is self- motivated.  
4 Successful The team has gained many championships. 
5 Winning The team is a team of winning with unbeatable records. 
6 Enjoyable The team is the team of entertainment and always excited to watch. 
7 International The team performs as international level. 
 Prestige  

8 Beloved  The team has countless fans and every fan has a sense of belonging to 
the team. 

9 Fruitful The team has been continuously produced several excellent players. 
10 Honorary The team is considered as the "Pride of the Town/City/Community". 
11 United The team make the community being united. 
12 Ideal The team is team that other teams want to be like in several aspects. 
13 Heritage The team has a very interesting history. 

 Morality  
14 Principled The team is imbued with acceptable rules of conduct.  
15 Sportsmanship The team has fair and generous behavior for treating others.  
16 Ethical The team behaves in accordance with standards for right practice.  
17 Well behaved fan The team has good fan club, good manner for cheering and support.  
18 Thai cultural  The team develops and promotes the growth of Thai culture. 

 Authentic  
19 Way of playing The team has it's own style of playing. 
20 Native The team has never forgotten it's origin, history and people who used 

to support them. 
21 Real The team is established for being a winner. 
22 Uncompromising The team adheres to principal positions.  

 Credibility  
23 Wealthy The team is rich and financially independent.  
24 Influential The team has the capacity and power to exert effects on others 

decisions and behaviors.  
25 Presentable The team has no bad news to their fans and community. 
26 Supported The team is support by respected sponsors, organizations, and 

stakeholders. 
27 Turnover less The team has very few changes of it's owner and management team. 

 Social benefits  
28 Better living The team help people the in the community to have more income 

and better quality of life.  
29 Helping The team always helps and supports community in any situation. 
30 Creative The team always creates activities which benefits to community & 

social. 
31 United  The team brings harmony and unity to society. 
 Owner  

32 Popularity The team has a well-known owner who has a lot of power in social 
and community.  

33 Acceptable The team owner is acceptable by social and community. 
34 True leader The team has an owner who is true leader of the team. 
35 Business oriented The team has an owner who understands how to do businesses. 
36 Football oriented The team has an owner who really understands nature of football.  
37 Non-Political The team has an owner who is not political related.  
 Players  

38 Famous The team has several players who are publicly well-known.  
39 Attractive The team has players who is goog looking and having Thai culture 

mind.  
40 Youth exemplary The team has players who are good example for children and 

youths.  
41 International The team is the place of great international players.  
42 Talented The team has players who are talented and represents high football 

skills. 
 Management  

43 Investing The team is a good place for business investment. 
44 Managing The team is good at management in all aspects. 
45 Good governance The team is managed with good governance practice. 
46 Global focus The team is among to meet the international management standard. 
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did not meet the target, researcher had to contact the administrative persons of these 4 teams and asked them 

to send online surveys, Google Forms, to their fan club. The additional 45 surveys were done. Totally 369 

surveys were collected but since 5 surveys were not completed. Finally 364 surveys were able to use as the 

good materials for data analysis.  

The final sample of the study consisted of 213 men (58.5 %) and 151 women (41.5 %). Almost half 

of the respondents were between 18 and 25-years-old (46.7%) and nearly between 26 -35 years old   92% 

were between 18 and 23. A majority of education or respondents were undergraduate (42.9%), then high 

school (31.6%) and other (25.5%). 33.8% of respondents has monthly income from 10,001 to 20,000 Baht 

and 36.6 % of the respondents has monthly below 10,000 baht. Almost 50% of fan club support their team 

because their team has a good performance and 25.8% support their team because it is the team of their home 

town. Finally, in the past one year, every respondents had brought some products, followed about their team, 

or attended the game of their team.   Demographic information from 364 samples is presented in the table 

below. 

 

Descriptive statistics Mean and Standard Deviation: 

 Descriptive statistics including mean and standard deviation for the variables are presented in Table 

4- 3. From 9 factors with 46 items, no item had mean score below 3.50 (on the 7-point Likert scale), 

indicating that, overall, respondents preferred their football teams. The average mean score across all 46 was 

5.03.  “Youth exemplary” item in Player dimension item had the highest mean score (M = 5.27; SD = 1.35), 

and the “Enjoyable” item in Competiveness dimension had the lowest mean score (M = 4.73; SD = 1.40). 

For all dimensions, the highest average mean score was also Players (M = 5.15; SD = 1.64), followed by 

Morality (M = 5.13; SD = 1.29). The lowest average mean score was Competitiveness (M = 4.81; SD = 1.41).  

 

Exploratory factor analysis (EFA)  

After splitting the data into 2 sets, the first data set (N = 182) was analyzed by EFA in order to 

identify the factors and grouping items and to reduce data. The Kaiser- Meyer-Olkin (KMO) measure of 

sampling adequacy value (Kaiser, 1974) was .967, verifying sampling adequacy. Bartlett’s Test of Sphericity 

(BTS) was 19621.741 (p < .001), explaining that the correlations between items were large for factor analysis. 

Thus, a factor analysis was considered reasonably appropriate. According to the result of principal 

component extraction, followed by varimax rotation, 6 factors with 43 items emerged, explaining 75.48% 

of the total variance. The scree plot test also supported the 4-factor model. Since 2 items were in the groups 

that could lead to wrong interpreting in the future, experts had suggested to increase a factor loading cut-off 

from .50 to .60 in order to have the reasonable and explainable model. After increasing a factor loading cut-

off .to .60, another 15 items were delete and 2 factors were disappeared as well. Thus, 4 factors with 28 items 

are remaining.  They were labeled Heroism (10 items), Competitiveness (7 items), Social Benefits (6 items), 

and Morality (5 items).   

 

Conclusion 

Mixed method, qualitative with semi-structured interview and quantitative questionnaire survey 

were applied to this research accordingly. For generating sample of items for conducting survey, semi-

structured will be developed For this reason, research has another 3 additional factors, social benefits, team 

owner, and players to be in the guide line for semi-structured interview as well. Thus 8 total were used to be 

questions in the semi-structured interview. After analyzed of interview content from 12 experts resulted in 

9 factors with 46 items. They are Competitiveness, Prestige, Morality, Authenticity, Creditability, Social 

benefits, Team owner, Players, and Management. 

The research instrument had been well passed through the testing process for validity and reliability. 

364 football fans from 13 football team in TPL (T1) had been selected as the participants for doing the survey. 

The data were collected mainly from field survey and some from online survey. The surveys of each teams 

were divided equally into 2 groups, one group of data was for analyzed by exploratory factor analysis (EFA) 

to find the factors contributing to brand image of sport teams in Thailand and another group was for 

confirmation factor analysis purpose (CFA). According to the analysis for EFA, 4 factors with 28 items were 

suitably found to be the harmony combination for this research model. There were also name Heroism, 

Competitiveness, Social Benefits, and Morality. The results have implied that in Thailand or many Asian 

countries, sports teams can be loved and supported by countless fan and gain high good image if they have 

people who have the heart of leadership. Most importantly, we believe that “Good people create the good 

from everything”.  
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Recommendations  

Today clients are empowered as never before. It is the end for average brands. Only those that 

maximize satisfaction will survive, whether they offer extremely low prices, or rewarding experience or 

service or performance. The world of brands is moving permanently, looking for new brand and business 

models, sources of sustainable advantage and added value for clients. We shall explore these new models 

that define the winning brands of today and tomorrow (Kapferer, J. N, 2008). The rise of social media 

dramatically challenges the way firms manage their brands. Key features of this social media environment 

with significant effects on branding are a shift from the firm to consumers as pivotal authors of brand stories 

in the branding process; a high level of interactivity manifested in social networks of consumers and brands; 

and a multitude of channels and brand stories that cannot be easily coordinated (Gensler, et al., 2013). 

 

Implementation and Limitation 

     The current study contains some limitations that should be considered and that may affect the 

normality of the study. The use of sample from both and online survey may affect the results. The survey 

were mostly collected 2 hours be froe the game start in the Thai National Football Stadium in the world cup 

verify game between Thailand vs Iraq. These may cause survey participants not concentrate in answering 

the surveys.   
 

Recommendations for Future research 

The image of a sport team is more complex than in other types of services and brands consisting of 

unique characteristics and requiring a distinct measurement instrument. Sport brand managers need to 

examine how their brands are perceived by consumers in terms of these four dimensions. Then they can 

decide which they need to emphasize or improve in order to build a brand that increases its personal meaning 

to consumers. Recent research shows that the more a sport brand expresses the inner-self and reflects the 

social-self of sport consumers, the more involved, emotionally attached and loyal these consumers become. 

Developing strong emotional bonds with sport fans is a desirable outcome because they facilitate a sport 

team marketer in building long term relationships with the fans. Also, strong emotional attachment to a team 

provides several to the sponsors.  

Finally, future research should applied this study by using different sports and different samples in 

order to be applicable for general use. Sampling participants from other sports, different place for collecting 

surveys, and different group of participants may provide different results. Clearly, further research is needed 

to investigate the concept of brand image, especially within the context of branding in sport management. 
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The Professional Road Cycling Team Management in Thailand to World Class 

 

Bundit Kobkarn, Supitr Samahito, Pongsak Sawadekiat 

 
Faculty of Sports Science, Kasetsart University, Thailand 

 
Sports plays many important roles in having an influence on people’s interests and lifestyles. It could create 

brand awareness and make athletes to become professional and renowned. Professional cycling has been one 

of the best and popular sports across the world over a hundred year. In Thailand, the paths of being professional 

athletes are currently reflecting systematic management of sports development such as standard competitions, 

coach, athlete selections and collaborations between public and private sectors. Besides, the concern is related 

to when sports sponsorship could uplift their images and create sports presenter onwards. Although the number 

of professional cycling teams in Thailand is limited, the popularity of riders and cycling influencers are 

surprisingly increasing. Not many studies have been conducted to explore the professional road cycling team 

management models to the world class. As a result, the need for sports management to accelerate the growth of 

cycling industry in Thailand was discussed. The objectives of this study were to 1) study models of professional 

road cycling team management in Thailand and UCI 2) analyze factors for professional road cycling team 

management in Thailand and UCI and 3) present models of professional road cycling team management in 

Thailand to world class standard.  The target group included seven experts in Thailand’s professional cycling 

industry, eleven professional cycling teams in UCI from the year 2014 to 2016, and the focus group with nine 

experts in professional cycling management in Thailand and sports industry. The research instruments used for 

data collection were as follows: 1) semi-structured interview, 2) questionnaires, 3) focus group and 4) public 

hearing. Data was analyzed using percentage, means and summarized by using a descriptive essay. The results 

showed that respondents totally agreed that cyclists must have certified licenses to ride and strictly follow UCI 

regulations and ethics in the performance of duties and compliance with the rules and regulations with the score 

at 4.91. Support from sponsors is able to reflect their branding showed mean score at 4.64.  Seven guidelines 

contributing to create professional road cycling team management in Thailand to world class included many 

factors: government policy, sports management, sports marketing, sports sponsorship, cycling participation, 

fan, and media. 

 
Keywords: professional road cycling, cycling team management, sport management, road to the UCI  

 

Introduction: Growth of Professional athlete in Thailand and over the world 

Sports industry is growing rapidly and plays important roles in the world as it is being part of 

people’s culture of living, it could develop economics and society.  In 2017, Americans spent $100 billion 

on sports and over half of it on sporting events including tickets, transportation, food and beverages.  In 

addition, the next big expenditure was sports equipment, gym memberships ( Steven Kutz, how much 

Americans spend on sports, 2017).  

Forbes (2017)  reported 25 highest-paid athletes of all time played a mix of eight sports, with golf, 

basketball, boxing landing five entries each, tennis, car racing, football, baseball and American football. 

Their earnings estimate include salaries, bonuses, prize money, endorsements and licensing, as well as fees 

from books, golf course designs and appearances.  

Although cycling was not ranked, it is hugely popular in some European countries and breaking 

ground in other parts of the world and it still remains over one hundred year old. Jonathan Vaughter (2016, 

The Economics of Professional Road Cycling)  showed that road cycling gave the people who passionately 

follow it many joys:  history, beauty, speed, intrigue, strategy, effort, suffering, dignity, and perseverance. 

Cycling gives a face to struggle of humanity as no other sport does. Running a cycling team management is 

heavy and challenging.  

 

The History of Professional Cycling  

Jean- Francois Mignot ( 2016, The Economics of Professional Road Cycling)  stated that the 

emergence of professional road cycling was in 1890s in Western Europeans with their real income increased, 

newspaper sales increased.  This context led sport newspapers and bicycle companies to invest in the 

organization of bicycle races and tire companies sponsored the teams of riders.  From mid of 1950s to mid 

of 1980s, bicycle companies reduced their investment because people bought modern motorcycles rather 

than bicycles. People spending more and more time watching TV, newspapers found bicycles races less and 

less profitable to organize.  The globalization of professional road cycling since the mid of 1980s as 

transportation and information costs has decreased over Europe and European markets integrated, it became 
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in the interest of both race organizers and sponsors to globalize cycling. The race organizers diversified their 

routes which usually increased TV audience in each of the visited countries.  Tour of Europe then initiated. 

Cycling team had long been formed mostly of riders from one country and teams rode primarily in their 

country, the nationalities of Grand Tour participants diversified over the years.  Moreover, as technology 

advances enabled TV channels to increase the quality and duration of the live broadcast of cycling races, 

audiences grew, which increased the economic value of cycling sponsorship and to pay riders higher wages. 

In 1900, in Paris the cycling federations of France, Belgium, Italy, Switzerland and the USA founded the 

International Cycling Union to set disciplinary rules, administration, sport promotion and problem solutions. 

The organization is commonly referred to as the UCI, based on the initials of its French name (Union Cycliste 

Internationale). The first road cycling competition of the Olympic Games in 1896, the UCI quickly became 

the most important governing body of cycling.  After getting pressure from the International Olympic 

Committee, the UCI established two subsidiary branches:  the Federation Internationale Amateur de 

Cyclisme ( FIAC)  and the Federationale de Cyclisme Professional ( FICP) .  The UCI has three specific 

responsibilities for the organization of a cycling calendar, the creation of a world ranking system, and the 

setup of race rules and anti-doping regulations.  One purpose of the UCI reform of the ranking system was 

to increase competition and reduce collusion amongst riders and teams.  Another purpose was to globalize 

cycling by having non- European riders and teams participate in Western races and by including non-

Western-European races in professional road cycling’s calendar.  This was expected to increase the quality 

of the show and bring additional spectators and commercial sponsors to cycling.  The next move happened 

when organizers adapted the Grand Tours to the public’s demand.  Daam Van Reeth and Daniel Joseph 

Larson (2016) continued portrait the Grand Tours’ background enhancing national passions as many bicycle 

races are century-old institutions which have been symbols of national identity.  The Tour de France, the 

Girod’Italia, and the Veulta a Espana and also the Tour of Flanders tend to cultivate their nationalist 

overtone. Although Grand Tours organizers have kept finding ways to maintain or increase their races, many 

aspects of the races have changed over time. The UCI is located in Aigle, Switzerland and acts as cycling’s 

international federation.  It operates as a traditional regulatory body, licensing and races, providing referees 

and enforcing disciplinary rules.  It also engages in promoting “Cycling for all”, by supporting mass 

participation events and encouraging bicycle use in everyday life.  

From the late nineteenth to early twentieth century, the economic sectors of professional cycling 

include four main types of agents.  The public is willing to pay and/or to watch advertisement to be able to 

follow developments of bicycle races.  Next, sport event organizers are willing to pay for the race’s logistic 

and prize money in order to sell newspapers, advertising space on the race and TV broadcast rights.  Race 

organizers may also auction off the race route to the highest bidding host cities.  Team sponsors are willing 

to pay riders a wage to advertise their products.  Finally, riders are willing to use energy and advertise for 

their sponsor to earn a wage and win the race of price money.  

 

The Future of Professional Road Cycling in the World 

The organization of professional cycling has been one of the most heavily debated topics among its 

stakeholder:  fans, and media.  Changes are crucial important for the financial viability and the UCI has not 

enough power.  Doping in cycling is such a prominent problem in professional cycling.  However, there are 

four aspects to be important as follows: financial instability, peer pressure, prize sharing and negative effects 

of organizational reforms. The UCI has planned a further reform to be implemented in the next years. 

Daam Van Reeth and Wim Lagae ( 2016)  indicated that the professional road cycling has 

encountered many problems that multinational companies have hesitated to invest.  However, they have 

proposed essential keys to the future of professional road cycling.  Nine fundaments are 1)  innovation in 

competition formats and race rules 2)  innovation in fan experience 3)  creation of a coherent competition 

format 4)  promotion for women’s cycling 5)  introduction to a credible anti-doping policy 6)  protection of 

riders’ health and safety 7) stakeholders putting sector interests above personal interests 8) creation of a new 

intermediary institution with crisis and change managers 9) exploring new financing sources with the fans. 

 

The Professional Cycling in Thailand 

Cycling was introduced to Thailand in 1899 for the upper class.  In 1959, it was the first time 

Thailand hosted SEA games in Bangkok.  Cycling was particularly among athletes, not expanding to the 

public. However, it has been a widely popular sport in Thailand in the recent five years, from small to large 

communities.  Several bike brands and dealers are plentiful to supply customer satisfaction and bike roads 

are in place to facilitate bike lovers.  In 2014, a professional road cycling team in Thailand was initiated by 

LA Bicycle and Singha Corporation Company titled by “Singha-Infinite” licensed as a club team registered 

in Thai Cycling Association not the UCI under their goodwill to launch Thailand cycling team in the 
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international tournament.  Later in 2016, another team entitled “Thailand Continental Team” registered in 

one of the continental teams in the UCI. 

There are lacks of prominent cycling supports from government and private sectors. Cycling is not 

in everyday life, however Sports Authority of Thailand and Tourism Authority of Thailand aims at becoming 

Asia’s ultimate destination for sports tourism and promoting sporting facilities, wide ranging expertise, and 

reputation successful regional and international sporting events and tournaments.  Sports can give people a 

new way to enjoy and experience Thailand-  playing games of golf or football with friends, taking in the 

scenery while cycling (TAT, 2016). 

Professional cycling in Thailand needs a huge development.  Though there are more teams and 

sponsors in the industry, it is heavily to establish and maintain the professional cycling team with all well-

organized.  One more important is there was a lack of research in the Thai context specifically professional 

road cycling.   

 

Theoretical Framework: Professional Cycling Management 

 Stephen Morrow & Catherine Idle (2008)  found that the new competition, UCI Pro Tour was a 

highly significant development in professional road cycling. The study explored how this process of change 

affected the professional road cycling network, the interaction between its stakeholders and the balance of 

power among those stakeholders.  The paper concluded that the change process has been driven by a wish 

for commercial deepening within the network and by a desire to challenge some of the well-established 

relationships and dependencies that have existed therein.  Figure 1 provides a representation of the 

stakeholders involved in the network and of the main relationships between those stakeholders.  In the 

diagram, the arrows indicate the primary direction of influence between organizations with, in many cases, 

a major influence in both directions. The thickness of the lines indicates the centrality and importance of key 

relationships. 

 
Figure 1. The organizational structure of professional road cycling. 

 
UCI Pro Tour:  governed by the UCI Pro Tour Council, it manages the UCI Pro Tour on behalf of 

the UCI.  AIGCP: International Association of Professional Cycling Groups (umbrella organization for the 

cycling teams). CPA: Association of Professional Cyclists (umbrella organization for the riders). AIOCC: 

International Association of Organizers of Cycling Races (umbrella organization for the race organizers).  

According to the UCI, the Pro Tour has three main objectives:  1)  make cycling more attractive to 

the public, especially by improving participation levels at key events of the season; 2)  make cycling more 

attractive to investors, by offering teams, organizers, broadcasters and their main partners guarantees with 

regard to the profit that they will make from their investment; and 3) contribute to the development of cycling 

on all continents. 

 Sam Fullerton and G.  Russell Merz ( 2008)  revealed the four domain of sports marketing a 

conceptual framework. Theme-Based Strategies can be defined as the use of traditional marketing program 

for non-sports products. The Marketer might opt to use a sports-related copy platform or advertise products 

in sports-related media to effectively reach customers as shown below figure. 
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Figure 2. The Four Domain of Sport Marketing 

 

 
Figure 3. Management Process 

 

Siriwan Serirath et al (2009) found that management was the process of administrative resources to 

achieve the objectives consisting of planning, organizing, leading and controlling. Input is management 

resources comprise of 4M’s including Man, Money, Material and Method/Management. 4M’s were brought 

and processed to improve but they were not sufficient so there have been Machine and Market also Moral 

and Message were input as the globalization. 

Process is both functions and fundamental activities that the executives need to act. Four processes 

are Planning, Organizing, Leading and Controlling. Later in 1916, Henri Fayol considered that management 

could be POCCC; Planning, Organizing, Commanding, and Coordinating Controlling.   After that Gulick 

and Urwick (1937)  stated that management was Planning, Organizing, Staffing, Directing, Coordinating, 

Reporting, and Budgeting or POSDCORB. In 1972, Harold D. Koontz thought that POSDC were Planning, 

Organizing, Staffing, Directing, and Controlling.  In 1988, Koontz and Weihrich changed Directing to 

Leading. The goals or objectives of the organization is the output, which includes two types: profit services 

and non-profit services. 

 

Methodology 
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The purposes of this study are to study models of professional cycling team management in Thailand 

and the UCI, analyze factors, and present models of professional cycling team management in Thailand to 

world class standard. The methodology will be presented in the following parts.  

Data gathering 

 The methodology was designed using both quantitative and qualitative research methods.  Semi-

structured interviews with 7 experts to validate the content, reviewing by the expert panels of 1)  delegate 

from Thai Cycling Association (TCA) 2) cycling team owners 3) cycling press 4) cycling brand owner 5) 

ex-coach in the UCI Pro Tour. 

 Data was collected only from sample of 11 teams. The researcher sent the questionnaires to 103 the 

UCI teams from the year 2014 to 2016 who were mainly targets but fewer respondents.  Several measures 

were taken to increase reliability and validity. Respondents were composed of 4 from the UCI Pro Teams, 1 

from the UCI Professional Continental Team and 6 from Continental Teams, the key genders were men who 

have experiences in international cycling over 20 years, and their age range were from 41-50 years old. 

 

Measurement 

 All major constructs were developed based on extensive literature review in the related fields. Those 

major constructs included the UCI regulations, sports management concept, sports marketing and sports 

sponsorship theory. In addition, qualitative interview and quantitative survey along with expert focus group 

and public hearing were applied to find the results. 

 

Results 

Expert Interview 

The analysis revealed situations and difficulties to manage professional cycling teams in Thailand 

context.  Experts confirmed that sports management, sports marketing, sports sponsorship, cycling 

participation, fan and media could shape professional cycling team to world class. 

 

Findings from questionnaires 

Table 1 Qualifications (18 items) describing Management Team, Team Manager and Cyclist in the UCI 
No Details of 18 items 

1 

 

2 

3 

 

4 

 

5 

 

6 

7 

8 

 

9 

10 

11 

12 

 

13 

14 

15 

16 

 

17 

 

18 

Management Team must have visions, vivid goal for cycling team management, set policy and 

efficiency plan  

Management Team must establish the cycling policy at least 5-10 years in advance Management 

Team must have experiences, knowledge and understanding in order to manage professional cycling 

team to world class 

Team Manager must have experiences, knowledge and understanding in order to manage 

professional cycling team to world class 

Team Manager must have capability to manage and communicate with people or organization to 

achieve the same goal of the team 

Cyclists must have certified license to ride and strictly follow UCI regulations 

Management Team must understand and acknowledge UCI regulations 

Management Team must be knowledgeable in professional cycling team management, sport 

marketing and sponsorship 

Management Team must be knowledgeable in Man, Material, Machine and Money 

Management Team must be educated and literate both English and French 

Team Manager must understand and acknowledge UCI regulations 

Team Manager must be knowledgeable in professional cycling team management, sport marketing 

and sponsorship 

Team Manager must be knowledgeable in Man, Material, Machine and Money 

Team Manager must be educated and literate both English and French  

Cyclists must literate both English and French 

Management Team must be ethical.  Moral in the performance of duties and compliance with the 

rules and regulations set 

Team Manager must be ethical.  Moral in the performance of duties and compliance with the rules 

and regulations set 

Cyclists must be ethical.  Moral in the performance of duties and compliance with the rules and 

regulations set 
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Table 2 Factors for professional cycling management in the UCI  
No Details of 22 items 

1 

2 

3 

4 

 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

 

19 

20 

21 

22 

People development in the professional cycling team is essential 

Bike and equipment used in racing are significant factors to make the team win 

Superb and fully equipment are required during the race 

Sport Science and Medical Team play important roles to empower professional cyclists to compete 

Professional in money management leads to team success  

Government and private sectors in your country pay attention to professional cycling team 

Cyclists have opportunity to share opinion on selecting machine and bike training  

Your professional cyclists are admired by their fans  

Your team gives the advice to cyclists towards media relations 

Your team cares about images of cyclists  

Your team has clear qualifications in marking cyclists when racing in each match  

Your cycling team has been fully sponsored  

Support from sponsors is able to reflect their branding  

Sponsors have the important role on cycling team management and development  

Your team create eyeballs to sponsors 

Cyclists have gained well remunerations and welfare 

The professional cyclist on your team is an inspiration for cycling enthusiasts 

Your cycling team has got so much support from public and private sectors that spectators enjoy 

watching the match 

Budget from sponsorship is the main factors for cycling team management 

Coach and Training License will be beneficial to win the race 

Your professional cycling team has fans and followers 

Your professional cycling team has own channels to communicate with your fans in order to follow 

team events and activities anytime 

 

Expert Panel Focus Group 

The researcher conducted a focus group with 9 experts consisting 4 experts who joined the semi-

structured expert interviews and 5 experts from sports industry to study and validate the survey findings. By 

showing the expert details summary. Discussions of the focus group were as follows: 

1. Building culture of cycling in Thailand will have potential to raise everyday cycling lifestyle step                 

by step. Many cycling clubs could create professional cycling gradually.     

2. Connecting cycling to state policy could be sport tourism to be part of economic growth.  

3. Professional road cycling team owner must have prominent and obvious goals and plans to draw    

              sponsors to support team continually.  

4. Storytelling by applying cycling and having influencers will be the inspired instruments to enhance   

              cycling lovers.  

5. Unless the cycling team has large corporation to contribute, small company could assist. 

6. Protection of riders’ wage and safety is significant.  

7. Sport media and people engagement or fans are key factors to enrich cycling industry. 

 

Public Hearing  

The researcher conducted a public hearing with 5 sports experts to validate the findings. The public 

hearing suggested that the researcher should set priorities of 7 guidelines contributing to professional cycling 

team management in Thailand also create milestone and linkage in each dimension to serve as a tangible 

delivery. 

 

Discussion 

This study provided both theoretical and practical implications.  The results from data analysis 

showed that there were 7 essential guidelines contributing to create professional road cycling team 

management in Thailand to world class 1) government policy 2) sports management 3) sports marketing 4) 

sports sponsorship 5)  cycling participation 6)  fan and 7)  media.  The professional cycling teams almost 

completely through sponsorship derived from renowned and large corporation who loves cycling, state 
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supporting and cycling producer.  Cycling management teams are crucial responsibility, they do not run for 

profit.  Cycling teams operate like a small business.  Team budget should balance between revenue and 

expenses. Second, cycling team do not have a home stadium or arena thus it is impossible to host their own 

cycling races, prevent cycling teams from collecting ticketing revenue.  Third, unlike other sports which 

revenue from broadcasting rights is another source of income, professional cycling teams are not available 

(Daam Van Reeth, 2016). 

 

Conclusion 

  Professional road cycling is a sport practiced outdoor teams. There are essential internal and external 

factors to manage the team effectively.   For the professional road cycling team management, sponsorship 

money is completely financed the team.  However, many ankles owner and management team should be 

considered as follows: 1) team solid purpose and execution plans 2) management skills in sport management, 

human resource skills, communication and knowledge of competitors, race routes, history of event racing 3) 

ability to market the sponsors and fans during bike races, sponsor functions and through media 4)  proceed 

with ethics and transparency.  The most important external factor is Thailand Cycling Association (TCA) 

organization reforms to set standardization and attraction of cycling from grass roots, basic level, 

performance level and national level.  By doing so, youths or cyclists who would like to be elite would 

discover ways to their success.  Besides, TCA must create their eligible staffs to facilitate the competition 

and assist the professional road cycling to certify as TCA is the national regulator gateway to the UCI 

onwards.  One last important role is to generate social participation by presenting cycling value and 

entertainment content to the audiences, communicating them with cycling history, technique and beauty of 

sports through both tradition and social media to create sport and audiences engagement to be fanship in 

cycling. 

Mapping the connection dimensions of professional road cycling team management in Thailand to 

world class was shown in the Figure 4 

 
Figure 4. Model of professional cycling team management in Thailand to world class 

  

Good professional road cycling team management requires holistic management with many 

supports from sponsors as well as Thailand Cycling Association (TCA) .  In parallel, TCA needs to have 

reform plans both inside and outside the organization and cycling industry to elevate Thailand teams to the 

international exposure rapidly and efficiently. The study further pointed out that TCA and professional road 

cycling team should have ethics and transparency, skills of fan and media management to tackle the 

challenges the sport. 

 

Limitations and suggestions for further Research 

As with any research studies, limitations must be acknowledged.  The current study was designed to 

investigate male professional road cycling management teams in Thailand however the results can stretch to 

female road cycling management teams. Lack of athletes from Thailand and the UCI Pro Tour participated 
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in the focus group as well as the use of sample from online survey may affect the results.  The survey was 

done through online with road teams in the UCI while they were competing in the race.   As a result, they 

might not intend and concentrate in responding the survey.  Another further research contributing to key 

success factors of cyclists should be useful to the industry.  Promotion of women’s cycling management 

teams need to be investigated and developed to explore how to make them more visible and accomplished 

in Thailand and international windows. 
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The sport of figure skating has seen a tremendous growth in the last century and has become a true global sport 

phenomenon. The escalated interest and demand in figure skating has propelled the sport into the arena, filled 

with young competitive athletes whose highest achievement is to be a part of the international competitions. 

Despite intense global competition and having to endure years of consistent and extreme training, it is every 

skater’s dream to become an elite skater who can reach the pinnacle of success at the Olympic Winter Games. 

Like other nations, figure skating is rapidly becoming a popular one as well as recreational activity in Thailand. 

As newer generations of kids and teenagers seek more variety of activities that would enable them to have fun 

and stay in a cooler environment, winter sports become an attractive alternative. Regardless of figure skating’s 

growing popularity, the nation still lacks adequate professional sport facilities and training centers as well as 

other necessary resources to accommodate young athletes to practice, train, and advance into the elite level 

(Figure and Speed Skating Association Thailand [FSAT], 2017). 

 

Keywords: Elite Athletes, Figure and Speed Skating, Athlete Development,       

 

 
Strengths of the Thai Figure Skating Team 

Role of Parents’ Support 

 Among the many strengths presented in the young Thai skaters community, family support is 

considered one of the team’s greatest assets. Undoubtedly, these parents play an extremely vital role in 

providing financial and emotional support to the athletes, enabling them to progress as young individuals 

and as potential elite skaters. Baker (2003) explained in his research that combining the quality of training 

and appropriate training environment with family support are essential elements for the development of elite 

level athletes. The roles of family are fundamental components to athletes’ growth as they undergo each 

stage of training to achieve the pinnacle of success. 

In fact, several studies have shown that parents of committed athletes in various domains are more 

likely to adopt and values related to the importance of achievement, hard work, success, and being active 

and persistent (Côté, 1999). For the Thai skating team, parents are as committed as the young skaters to 

create an ideal learning and training environment for their children while serving as role models for the 

young skaters. On top of this, Thai parents often employ play-and-teach behaviors in order to make sport 

participation an essential family activity. 

 

Role of the Figure & Speed Skating Association of Thailand 

 As the running, President of the Figure and Speed Skating Association of Thailand and part of the 

Thailand Olympics Committee, it is with my greatest intention and the association’s goals to professionally 

coach and prepare our young athletes with the fundamentals to reach the elite level development. My key 

role is to keep cultivating the ‘Team Thailand’ experience and attitudes among the young athletes. 

 The key roles of the Skating Association of Thailand are to pursue opportunities for skaters to 

compete both domestically and internationally and to coordinate with other skating associations abroad to 

find experts and qualified coaches to train Thai skaters. With the limited number of skaters who reached the 

international level standard of skating during the past few years, Thailand has not yet produced a local high-

level coach who has sufficient experiences in the sport. Consequently, international coaches were invited by 

Figure and Speed Skating Association of Thailand to lead and guide the local coaches as well as skaters. On 

top of this, it is crucial that skaters participate in more events and have greater opportunities to attend and 

compete in Thailand and abroad as competitions pave way for Thai athletes to showcase their abilities.  

 

Role of the Thailand Government 

 Apart of financial and logistics support from family, the Thai skating team has been receiving 

ongoing assistance from the Figure and Speed Skating Association of Thailand and the Thai government. 

However, due to certain financial constraints of both parties, they can partially offer financial support in 

terms of sponsorship and help with other trivial costs.  

 Due to an increased in figure skating’s popularity as a modern sport for Thais, the team as well as 

the Skating Association of Thailand has gained greater health and medical support from the Thai 
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government. The government ensures its involvement with the Skating Association and the athletes by 

pushing forward scientific research regarding the health and well-being of athletes, medicine, and 

improvement in nutrition and supplements. Though the Thai government is yet able to provide financial 

subsidies for the Thai skating team, it is working to boost the well-being of skaters as nutrition plays a crucial 

part of performance of young skaters, allowing the athletes to optimize their performance and growth (FSAT, 

2017). 

 

Impediments to Elite Level Olympics 

 Amidst a certain level of success for the Thai skating team, the road to the Winter Olympics may 

still appear difficult, and there are several reasons for this. The first to point out is that figure skating has 

recently become increasingly popular and seen as a modern sport among Thai youth. The world of figure 

skating competition is still a novelty to the nation; thus, having international coaches on board is 

tremendously mandatory to incubate young Thai skaters to achieve their fullest potential as domestic Thai 

coaches are still to be developed. 

 Another relating factor that prevents Thai skaters to achieve the Olympic level is the nation has yet 

been able to produce any figure skater at the Olympic level. Current Thai skaters lack a top-star elite role 

model who can demonstrate the true qualities of an Olympic athlete as well as share relevant experiences of 

what it is like reach that level. The Thai Skating Association finds it extremely important to groom the right 

skater who can be a good role model to the younger generation of skaters. 

 

Scope of the study 

Figure skating is in all respects a topic with little research done even though such a high number of 

children and young participate in the sport. In fact, the subject of elite athlete development for Thai skaters 

has never been studied or published in any work before. Because of this, the Skating Association of Thailand 

is proud to be the first to conduct this study so that the knowledge can be of great use and importance to 

other future work and studies in the figure skating industry.  

  

 The scopes of this research are listed as followed: 

 

1. To study the current situation of young professional Thai skaters regarding their success factors,         

expectations, and obstacles that may prevent them from reaching the elite level. 

2. To study the possible implementation of long-term athlete development (LTAD) among Thai  

skaters. 

3. To apply the results regarding possible adoption of long-term athlete development model into the  

business model and strategies currently utilised by the Figure and Speed Skating Association  

Thailand.      

 

Objective of the study  

 

1. To study the possibility of adopting Long Term Athlete Development Model for Figure and Speed   

Skating Association of Thailand. 

2. To study the stage of adaptability of Long Term Athlete Development to increase Thai figure  

skaters’ development process and provide the framework for structuring and modelling of figure 

skating in Thailand. 

3. To identify the key obstacles and challenges faced by Thai skaters and how can they be improved  

in order to reach elite level. 

 

Literature review 

Canada’s Long-term Athlete Development Model 

 According to Skate Canada (2010), long-term athlete development is the concept and term used to 

describe the ways athletes are trained and the way they develop their skills in order to achieve better results 

and performance. Nonetheless, what’s more important to skaters is receiving the appropriate training of the 

right components at the right state of the development, from beginners to elite Olympians. The central 

concept of athlete development also focuses on physical movement skills, motor skills, and fundamental 

sport skills.  

 Examining the roots of LTAD, the Canadians believe that the principles of the model are based on 

coaching science and are organized into seven unique stages of development. The concepts were borrowed 

from both talent development models and career transition models to create a hybrid model with two 
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objectives: elite performance and life-long participation in sport and PA. To define further, the LTAD is an 

“athlete centered, coach driven, and administration, sport science, and sponsor supported” athlete-

development model. It specifies that the athlete’s athletic and recreational involvement should be based on 

an athlete’s developmental stage rather than his or her chronological age (CSC, 2006). 

The long-term athlete development model (LTADM) is considered an essential road map for every 

sports organization as the model can assist in decision-making process for all parties involved. Skate 

Canada’s (2010) LTADM is not only a model or road map for elite athletes, but it is also for skaters of all 

levels and age groups. More specifically, the LTADM concentrates on optimal training, competition, and 

recovery programs while also emphasizing on the emotional and social development of the young athletes.  

 To the skating industry, a new method of LTADM was imperative the improving the efficiencies 

and overall performance of skaters. Plus, a lack of knowledge in athlete development was identified; thereby, 

a sport organization such as Skate Canada was required to undergo a review of its athlete development 

processes.  

 

Long Term Athlete Development as a Holistic Approach 

 Apart from these established frameworks for long-term athlete development, an essential and 

relevant study conducted by Henriksen et al. (2010) on the Danish national 49er sailing team places a focus 

on examining athletic talent development through a holistic ecological approach by integrating 

environmental aspects and not just the training and specialization. Henriksen’s team believes this approach 

is appropriate for providing an adequate framework to fully understand the impact of the ecological 

psychology and cultural perspectives on elite athlete development while allowing young athletes to make a 

successful transition from junior to top-level senior sports. Two key frameworks were applied in the 

research: the Athletic Talent Development Environment Model (ATDE) and the Environment Success 

Factors (ESF). 

 The first ATDE model explains a particular athletic environment as well as clarifies the roles and 

functions of the different components and relations within the environment in the talent development 

process. When considering the ATDE system as a holistic structure, the prospective elite athletes are 

represented at the center of the model, whereas the other components are divided into the micro and macro 

levels. The micro level indicates the interrelationships of interactions and real communications of elite 

athletes (how daily life activities impact their development). These interactions are seen in the club 

environment that often involves managers, coaches and experts such as sports psychologists, sports 

physiologists, nutrition experts and physiotherapists. However, the macro level explains the social settings 

that do not directly impact the athletes (cultural values and norms), and these include the sport federation, 

the media, or the general sporting culture. Lastly, the remaining domains include the athletic and non-athletic 

aspects of the sport and athlete’s lives (Henriksen et al., 2010). 

 Another model the Environment Success Factors (ESF) was developed as a framework for 

structuring factors contributing to an environment’s success. The model demonstrates how the process, in 

the form of daily routines, has three outcomes: the athletes’ individual development and achievements, team 

achievements (in team sports), and organizational development and culture. All of these are closely 

connected and influence the environment’s success. In the end, this ESF model helps forecast the success of 

the ATDE as a result of the interplay between preconditions, process, individual and team development and 

achievements with the organizational culture in the middle to get these different elements to integrate.  

 

Importance of Long-term Development Programs 

 Despite years of training and dedication toward a sport, not all athletes able to attend the Olympics 

and only a few sport players have ever reached the pinnacle of their career and even fewer fully understand 

how consistent training and effort are required to reach that height. Research indicates that most elite figure 

skaters started when they are in preschool, practicing 2-3 times a week until they realize their talents and 

decide to pursue their passion in such sport, their training become much more frequent, intense and 

complicated. It is evident that by the time young figure skaters finish elementary school, they have already 

decided to specialize in their sport and move elsewhere to train with highly experienced coaches. On average, 

figure skaters age 10-15 with consistent training and long-term development programs reach their dream of 

attending the Olympic Games (Toohey and A.J., 2000).  

 Speed and figure skating demand much more than just skating ability; strength and conditioning as 

well as Plyometric training are vital for skaters to move at top speed, have better agility and power in order 

to develop predominant muscle type and stay competitive. Plyometric training is a power and agility training 

include “low-walks, lunges, bounding work, stair work, single-leg or double-leg hops, jumps, drops, lateral 

and diagonal drills” (Chasey, 2014). In the article ‘How to train like an Olympic skater’ suggests that skaters 
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must build strong legs, lower body strength, core and back strength, flexibility and balance. Emphasis on 

effort invested and consistency in training are two key successful elements for Olympic skaters. Chasey 

(2014) states “first comes genetics and second comes training,” and this applies to all sports even if athletes 

are genetically athletic, they still need to train hardest.  

FSAT Long-Term Athletes Development Plan 

 Our committee (FSAT) short-term goal is to create less competitive parents among professional 

skaters and replace with supportive, happier parents. Despite the individual nature of skating, teamwork is 

crucial foundation for success and the committee put strong emphasis on good sportsmanship among skaters. 

Another priority is to be involved in as many competitions, sport events as possible to create opportunities 

for athletes to attend and compete. This will advance all athletes to better adapt in stressful, intense, and 

competitive settings which will in turn train them to perform better under unexpected circumstances and this 

considers one of the main weakness Thai skaters have. Having highly qualified coaches from abroad to be 

on the judge panel, such as a team of judges who are the official Olympic partners, also increases skaters’ 

confidence level and create sense of personal achievement that they are competing on the world standard. 

 Another challenge is to create long-term athletic development program in Thailand, but it is very 

difficult considering the lack of role model, top-star elite skaters to supervise and provide systematic training 

physically and psychologically. We do not have skater champions to train our young athletes like Japan or 

China, which put the team at a disadvantage. Thai team are able to win SEA games, attend several winter 

games abroad, and prove that we have effective and achievable plans in place, but we need to take it one 

step at a time. To have the right role model for younger athletes are a necessary building block, either local 

or international skate legend, to further skaters’ talents and competences. 

 

Methodology 

Case Study Research Design and Strategy 

 Due to the novelty and dynamic nature of the study and its environment, a case study approach can 

assist the researcher in gaining a rich and detailed insight into the actual existing environments. Yin (1989) 

introduced the case study research design as a valuable research method as it allows greater understanding 

of environmental complexities, maintains the holistic and meaningful traits of real life events, and generate 

results and analysis that can be used directly to improve the existing environment. 

 Over the past decades, the long-term athlete development studies have been considered scant, 

especially when examining the case of Thailand. Nonetheless, past exploratory research in the field of Sports 

Science engaged in both single and multiple case studies methods in order to discover complex 

interrelationships between environmental factors while providing rich qualitative information, insight for 

future research, and the understanding of phenomena that are difficult to study in other methods (McLeod, 

2008). Other studies have also attempted to specifically understand the overall environment in which an elite 

athlete develops and a case study approach allows understanding of all the factors that affect a specific 

development system (Kruuse, 2008). Thus, for this research, the author utilized a single case study method 

for investigating the coaches of Thailand’s figure skaters as it allows the researcher to work in and with the 

well-established environment where the researcher is familiar with. Most importantly, this approach permits 

the researcher derive her constructs from the known field by an in-depth examination of exposure to the 

phenomenon of interest. 

 

Environment and Participants 
 The present study was possible to implement through cooperation with FSAT and other international 

coaches. Because the Thai figure skating community consists of a small number of elite coaches from both 

Thailand and other nations, I picked out a sample of five participants after my own recollection and expertise 

in the field. The coaches in this study were selected using purposeful sampling with four main criteria:  

 (A) hold a position of an elite coach from their national governing body 

(B) have a minimum of 5-10 years continuous coaching and/or management experience in the  

skating field 

 (C) are currently coaching at a representative level, and  

 (D) have developed national-level performers over a number of years.  

  

More specifically, all participants are well-known coaches and officials both in domestic and 

international skating communities.  

 

Semi-Structured Interview 
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  Interviews can provide rich data and is an excellent approach used to collect information for a case 

study as it enables the research to exploit all the advantages of the different methods and still be in control 

of their disadvantages (Bryman, 2004). Kvale (1996) further suggested that the in-depth qualitative interview 

allows the researcher access to subjective experiences and detailed intimate information about people’ lives 

and the environment in which they are involved.  

 Using a semi-structure approach means the researcher has a list of questions or moderately specific 

topics to be covered, with the interviewee allowed to reply as they see fit. The questions are produced to 

guide the conversation and they can be adjusted as they pick up on things said by interviewers. In this case, 

the interview process is flexible 

 

Focus Group 

 In order to heighten the value and validate the results of the interviews, a focus group interview is 

added as another qualitative technique for data collection. According to Denscombe (2007: 115), “focus 

group consists of a small group of people, usually between six and nine in number, who are brought together 

by a trained moderator (the researcher) to explore attitudes and perceptions, feelings and ideas about a topic.” 

The setting of the focus group often provides a more natural and friendly setting than that of semi-structured 

interview as the respondents influence and are influenced by one another; thus, they are more likely to 

express ideas more freely as if they were in regular conversations (Casey and Krueger, 2000). 

 

Results 

Awareness and Understanding of the LTAD Model 

 Based on the findings, while the majority of the coaches and skating officials are well-aware of the 

LTAD model and its establishment for the Canadian skaters and sports association, some may have a more 

in-depth understanding than others. The coaches and experts identified that the LTAD is an organized set of 

existing ideas, but that the ideas of learning to skate and training at different age groups can be switched and 

adapted to fit the country’s condition and abilities of skaters. The LTAD is considered a vital model for 

everyone who are involved in figure skating. It goes into the main concept of training in each stage of training 

until retirement, while providing a good understanding and basic guideline for all parties involved. 

  Most have the basic understanding that it is a model created by Canada, and the step begins from 

‘learning to skate.’ It is emphasized that the model itself is ideal in theory since it states that the training 

should start at the early stage and age. Figure Skating is different from any other sports as it requires the 

long-term training. The faster one starts, the better chance there is to become excellent in sport. Moreover, 

this is an excellent model as it should attract of kids who want to learn to skate in various steps. The model 

can be applied for the early learning stages until the skaters can reach skating on one foot, whether it is right 

or left foot but not jumping yet. 

 

The Possibility of Adopting and Implementing the LTAD Model 

 While the adoption and similar implementation of the LTAD have existed in other countries that 

have a large number of successful figure skaters, it is still a future plan for FSAT as a systematic training 

guideline has not been established. The coaches and skating experts have come to the same conclusion that 

figure skating is a very delicate sport that requires a great deal of devotion and attention. If FSAT were to 

implement a model such as this, it will provide Thai skaters with a systematic roadmap to training. However, 

each step of learning and training must be adjusted to fit with Thai system, culture, and athletes. 

 The coaches and officials were able to develop the overall philosophy for FSAT and young Thai 

skaters. There was a consensus that the philosophy of FSAT was to develop a systematic guideline to help 

improve and educate skaters, parents and coaches. It is crucial that both skaters and parents are on the same 

path and working toward the same goals because when that happens, they will be disciplined and skaters are 

likely to begin behaving like a true athlete.  

 

Benefits of LTAD Model for FSAT 

 As the LTAD model highlights, success in sport is much more than just winning the game, it is also 

the ability to sustain participation throughout a lifetime. Past studies have shown that the LTAD model 

covers every aspect of human physical development and is based on sport participation for life. There is no 

shortcut to success in athletic preparation and it is believed that the LTAD provides an ideal guideline or 

rulebook to promote sport’s values, improving health and well-being, and identifying an optimal path for 

athletes (Robertson and Way, 2005).  

 Based on our research results, it is found that there are several key benefits of the model. First, it is 

time for Thailand to set up something more significant and systematic or else the road to success will be 
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difficult. Second, by having a proper guideline in place, parents, coaches, and sport organizations can work 

toward the same goals, though certain issues may occur with parents’ involvement or coaches’ experiences. 

Third, the model can continue to provide a bigger picture and mandatory rulebook for every generation of 

skaters and coaches to follow. 

Challenges of LTAD Model for FSAT 

  Based on the findings of figure skating as an individualized sport, certain challenges are reported 

by the coaches and experts, delivering similar conclusions, though from different perspectives. The 

foreseeable barriers may include: (1) lack of experiences and expertise of FSAT coaches, (2) lack of sport 

knowledge and foundation, (3) lack of systematic approach, (4) lower success rate, (5) issue with parental 

involvement, and (6) lack of discipline and determination in athletes. 

 Besides the lack of systematic structure as well as insufficient knowledge of lower-level coaches, 

families play a crucial role in athletes’ development and performance. It is found that parental understanding 

and involvement has an interesting role in the possible decision to adopt the LTAD model. Coaches and 

experts explained that parents’ involvement appears to be one of the challenging barriers for many countries 

including Thailand. 

 

Focus Group Results 

 The respondents of the focus group have agreed that this will be the first ever model for the skating 

industry in Thailand, and they believe it is time FSAT have something more systematic in place. The model 

will allow FSAT to reach its goals and grow in the right direction. It is simply about creating a guideline to 

set expectations of parents, coaches, athletes, and sports federation. 

 In regard to barriers, respondents have provided the same conclusion to the other experts that the 

two main challenges often occur for the sports industry. The first one is the way Thai culture works and it 

can bring challenges to the implementation of the model. Coaches today face problems with disciplinary 

actions of athletes and they ways they are brought up in wealthy families, restricting athletes to grow and be 

more independent. More importantly, the second issue deals with parental involvement. The need for parents 

to be involved in every single step of the training process and other aspects of athletes’ lives can slowly 

damage the mental health of athletes while interfering with their abilities to achieve highest performance. 

 

Conclusions & Recommendations 

  The purpose of this study was to examine the perceptions of elite coaches and figure skating officials 

in regard to the possible implementation of the principles of the LTAD model. While currently there is a 

wide range of information in the literature regarding the guidelines of the LTAD model and certain levels of 

LTAD implementation for sport teams in many countries, there is a lack of empirical evidence with regard 

to the model adoption possibility for South East Asian countries where winter sports are not as popular.  

 In a study conducted by Armstrong (2010), he explained that through the LTAD, athletes can receive 

the best training and have the best opportunity to compete, which allows them to stay in the sport, seek 

improvement, and attain excellence or the elite level. The results of this study further added that LTAD was 

used to address the physical literary needs of the nation and that it was about development and "not yet 

geared to the high-performance athlete". This is consistent with our findings in a way that the majority of 

the coaches and skating officials believe that the LTAD model will be an ideal guideline and roadmap for 

young skaters to have a chance at proper training and the opportunity to compete at international levels. 

What’s crucial is the development stage and to begin training at early ages as it allows skaters to learn and 

absorb various skills at each step. These findings also supported previous research claiming that early sport 

engagement and calculated practice for a primary sport, with participation in a variety of a few other sports, 

can lead to elite performance (Ford et al., 2009). Based on these data, it is definitely an opportunity for FSAT 

to break the barriers and become a leader in facilitating a meaningful and enriching training model that can 

allow our skaters to succeed.  

  In terms of model adaptability for Thailand, it has been agreed by our experts and coaches that the 

model can be adapted to fit with the Thai culture, Thai skaters, and our systems of training. However, instead 

of using the six different stages created by Skate Canada specified for distinct age groups, it is possible to 

execute some alteration, as suggested by Anthony, to divide skaters according to their skills and capabilities 

instead of age. Collins et al., 2012 suggested that elite sports development is most often a ‘rocky road’ and 

is highly individualized; thus, the training strategies should reflect differences in growth and maturation, the 

pace of learning in different phases, and the types of life stressors.  

  In terms of challenges, one of the greatest barriers encountered by FSAT is the quality, qualification, 

and knowledge of coaches. It is found in Bjorndal’s (2017) study that to achieve fruitful results of any athlete 

training and development program for both individual and team sports, the emphasis should be placed on 
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the role of coaches, and how coaches can contribute to the overall management of athlete development 

pathways through increased awareness of individual athletes and their training process. 

 Another challenge faced by many figure skating coaches and experts is parental involvement. 

Anthony indicated that Thai family characteristics and cultural values can be obstacles that prevent athletes 

from reaching elite level as young skaters have not yet to realize the values of determination and hard work. 

This can lead to disagreement among the association, athletes, and coaches, while interfering with skaters’ 

ability to achieve development and success. This is consistent with Smoll, Cumming, and Smith (2011) who 

found that negative interactions between the parents and the coaches could have significant consequences 

for the child and discourage the athletes overall sport experience. 

 In terms of FSAT’s action plan, it is the association’s goal to bring forward a team of qualified and 

higher-level coaches who can provide sufficient knowledge that will drive our young skaters to reach their 

goals, while building a strong, supportive, and fun learning environment. Together with this, it is crucial to 

further the collaboration efforts between the committee and other sports authority to continue to promote 

figure skating as a popular youth sports and create interest in order to bring in more talented number of 

skaters. With greater involvement in local and international competitions, FSAT is certain that this will 

create opportunities for athletes to attend and compete, in which they can better adapt in stressful, intense, 

and competitive settings which will in turn train them to perform better under unexpected circumstances. 

With this in mind, the adoption of a training program similar to that of LTAD is definitely possible; however, 

the association will adjust the training strategies to be best fitted to the training style, skater’s abilities, and 

Thai culture to achieve maximum results 
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This study aimed to analyze the roles of the local administrative organizations and the regional sport organizations, the 

connectivity of sport management between the local administrative organizations and regional sport 

organizations, and develop the connection model of the sports management and administration between the 

local administrative organizations and the regional sport organizations. The existing literatures were reviewed 

for data collection. The required information was gathered through in-depth interview 80 participants who were 

the executives of provincial sport organizations, focus group and public hearing among sports experts and 

scholars. Then, content analysis was used to analyze significant information and presented in form of 

descriptive analysis. Results of the study were as follows:  The roles of the local administrative organizations 

and the regional sport organizations found that the local administrative organization and the regional sport organization 

that play an important role in managing sport events in the provinces are the provincial administrative 

organizations, the sports authority of Thailand at provincial level and the provincial sports association. The 

connectivity of sport management between the local administrative organizations and regional sport 

organizations consists of 4 elements as follows: 1) man : human resource , proactive and continued human resource 

development  2) Money : Budget, creating  sports development plan in the provinces by involving related 

organizations 3) Materials, building network and collaboration between public sector, private sector and civil society 

in the provinces for supporting sport buildings and infrastructures  4) Management, developing provincial sport 

strategic plan ( 3-5 years plan)  and integrating it as a part of provincial development plan for continuity and 

sustainability. According to the findings, governments and related units should consider for further benefit. 
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Introduction 

Sport is social instrument that affects to develop quality life of people both healthy and mind. It is 

important factor for improve quality life of personnel, family, community, and social to conduct effectively 

with participation of economic, social and politics (Peerasak Vilairat, 2007). 

Sport is taken as instrument to strengthen both family & community. In developed countries, lead sport process 

to make participation of community network pass through ethic & disciplinary  to  preserve  their responsibility  including to 

respect both their right & other rights, so it is good basement to social, other organization, and international 

organization for promote sport with exercise & sport entertainment. Sport is instrument to encourage quality life 

of people in country, so sport specifies to having fun, having happiness, having challenge, and having spirit that 

deserves attraction from audience, channel media, advertisement and sponsors to make profit with sport business in the 

world such as  World Cup National Football Competition and Olympics Sport Competition. A lot of fan members 

come from this kind of sport activity, so sport can absorb to people life by no racisms, no religion, no gender, or no 

age.  

 Department of Local Administration (2007) indicated that from Thailand Act of Parliament make 

action plan and step of power distribution to Department of Local Administration in 1999 distribute sport 

affair to Regional Sport Organization & Local Administrative Organization. Sport Competition Management 

has been set up continuously in level of sub-district, district, and province by Government unit, Private unit 

and Local Administration unit. So Local Administration has been under Ministry of Interior and been 

freedom both policy planning and local development management including Local Administration has 

authorized in Public Service Management by law to utilize with local community. Local Administration 

followed by Thailand constitution B.E.2560 (2017) designated Local Administration with 5 forms such as 

Bangkok, Pattaya, Manipulation, Provincial Administrative Organization and Sub-district Administrative 

Organization. The role & responsibility of Local Administrative Organization concerns people with exercising & 

sport promotion under law such as Sub-district Administrative Organization told that “ build and maintain sport 

building to relax and public park ”  City Municipality & Town Municipality told that “ build and maintain sport 

building and physical education”. Provincial Administrative Organization makes role to develop province 

mailto:usst@ku.ac.th
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such as Economic, Social, Education, Public Health, Vocational Occupation, and Other Water-Electric 

Supply, so most of Provincial Administrative Organization emphasizes to manage exercising & relaxing 

place better than sport activity. But in the fact, in the present recognized that every provinces interest to set 

up exercising activity, sport activity, and sport competition to entertain with respectively. 

Moreover, Local Administrative Organization has role and participated in Local sport management. 

Sport Authority of Thailand is public enterprise under Ministry of Tourism & Sport that supports sport 

administration, sport collaboration, sport activity operation or other affairs as be useful to National Sport 

followed by the Act of Parliament of Sport Authority of Thailand. Rules and regulations are framework & 

direction in Sport Operation that is expanded sport affairs to other regions in Thailand followed by the Act 

of Parliament of Sport Authority of Thailand series no.5 B.E. 2558 (2015) from improved by series no.1 

B.E.2528 (1985) and series no.2 in part of additional revised B.E.2534 (1991) then, structure of organization 

is divided to small organizations to operate under Policy & National Sport Development Plan from region 

level to bottom level such as Provincial Level, District Level, and Sub-district Level. In each province 

organize sport management which consists of Center of Sport Authority of Thailand in province, Provincial 

Sport Committee, and Provincial Sport Association then, each province organization has role in sport 

operation that combines importantly with National Sport Development Plan. Moreover Sport Committee, 

Physical Education Staff from district and sub-district under Department of Physical Education, Ministry of 

Tourism & Sport realized that Ministry of Tourism & Sport tries to expand and distribute sport affairs widely 

forward through weed-root level from Exhibition Structure and Operation of Regional Sport Organization 

mobilized sport policy, sport plan, and sport activity by staff of Ministry of Tourism & Sport, Sport Authority 

of Thailand, Department of Physical Education and Tourism Department of Thailand in Region with 

effectiveness and vision planning. 

However, Sport Management of Local Administrative Organization and Regional Sport 

Organization has still got problems of Man, Material, Money, and Management followed by Management 

Functions Fayol,(1961), then Sport Management can’t operate obviously together. Because regulations and 

hierarchy lines can make problems, then one important reason has not important framework knowledge of 

National Sport Development Plan, no budget allocation to mobilize Sport Development. So, sport units or 

sport organizations have no budget plan for sport development in units that deserve authority both 2 

principles organization to mobilize directly in Regional Sport, though can operate together with people in 

weed-root level by staff who know well both being way & culture. These staff from sport organization may 

make it best in the present, but it has not been still achieved. Sport Development from Local Level delays to 

move forward in Provincial Level, National Level, and International Level with suitably. The connectivity 

of Sport Management between Local Administrative Organization & Regional Administration Organization 

support Sport Organization of Thailand in Regional Level to operate sport affairs with full competency and 

develop potential in professional management for administrator level, potential in sport technique and potential 

in other sport working competencies followed by government of General. Prayuth Chan-ocha, Prime Minister that 

emphasizes with every ministry, every division, and every department to integrate together. Thus, researcher 

interests topic “Connectivity of Sport Management between the Local Administrative Organizations and 

Regional Sport Organizations” to improve model of sport management in regional level with effectiveness 

for National Sport Development, also. 

 

Research Objective 

1. To analyze the role & responsibility of local administrative organization and regional sport       

    organization of Thailand. 

 2. To study and analyze the connectivity way of sport management between local administrative  

    organization and regional sport organization. 

3. To develop the model of sport management between local administrative organization and  

    regional sport organization. 

 

Research Method 

This research is the qualitative research in form of descriptive research to analyze the formulating 

way and the connectivity development of sport management between local administrative organization and 

regional sport organization. Data collection comes from theory concept, concerned research, academic 

document, concerning academic context, interview with experts, focus group, and public hearing. 

 

Population and Sampling 

Research population consists of; 
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1.  Population from in-depth interview with administrators of local administrative organization and provincial      

    sport organization total 344people such as;  

      1.1. The administrators of provincial sport organization consist of 76 provinces, 1 province per 2 people,  

           total 152 people such as; 1) The administrators from sport authority of Thailand in each province total  
              76 people, and 2) president of sport association in each province total 76 people. 

      1.2. The administrators of local administrative organization consists of 76 provinces, 1 province per 2 people,  

           total 152 people such as; 1) The presidents of provincial administrative organization or vice-president  

          of provincial administrative organization total 76 people, and 2) deputy chief of provincial  

          administrative organization total 76 people. 

2.  Population from focus group total 10 people. 

3.  Population from public hearing total 10 people. 

 

Research sampling as;   

1.  Sampling from in-depth interview with the administrators of provincial sport organization consists of 20 provinces, 1  

     province per 2 people, total 40 people such as;  

    1.1  The administrators of provincial sport organization total 40 people such as; 1) The administrators of  

           sport organization of Thailand total 20 people, and 2) president of sport association in each province  

           total 20. 

       1.2  The administrators of local administrative organization total 40 people such as; 1)  1) The presidents of  

           provincial administrative organization or vice-president of provincial administrative organization  

           total 20 people, and 2)  deputy chief of provincial administrative organization total 20 people. 

2. Sampling from Focus Group consists of the administrators in national sport organization, the administrators in  

     provincial sport organization, the administrators in local administrative organization of Thailand, the sport 

    experts, and academic staff total 10 people. 

3. Sampling from Public Hearing consists of Group consists of the administrators in national sport organization,  

     the administrators in provincial sport organization, the administrators in local administrative organization of  

    Thailand, the sport experts total 10 people. 

 

Research Instrument 

Research Instrument is the structured interview for review of quality instrument. Research 

instrument is reviewed by 5 experts to fit in details. When experts review to complete details, to accompany with 

research objective, and to fit with research instrument. And then researcher takes result to calculate the index of 

IOC = 1.00. Focus group with national sport organization, the administrators in provincial sport organization, the 

administrators in local administrative organization of Thailand, the sport experts, and academic staff under 

the topic about the role & connectivity way of sport management between  local administrative organization 

and regional sport organization of Thailand present research findings, recognize to opinions & suggestions, 

including public hearing between  researchers and stakeholders such as national sport organization, the 

administrators in provincial sport organization, the administrators in local administrative organization of 

Thailand, the sport experts to present, to listen opinions & suggestions in topic about the connectivity of sport 

management between local administrative organization and regional sport organization of Thailand, including 

to publicize with public relation to other concerns. 

 

Data Collection 
In-depth Interview, Focus Group and Public Hearing present and listen opinions & suggestions, research 

result, conductivity of sport management between local administration and regional sport organization of Thailand, 

including publicize with public relation to other concerns. 

 

Data Analysis 

Data analysis from in-depth interview involves with general condition of the administrators of 

provincial sport organization and the administrators of local administrative organization. Researcher checks 

the accuracy & completion of data and analyzes data from result of the opinions & suggestions from the 

administrators of provincial sport organization and the administrators of local administrative organization 

by in-depth interview, focus group, and public hearing with classification of relative detail and descriptive 

report (Sirichai Kanchanawasi, B.E.2547) 

 

Results 
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1. Government policy, law and concerned regulation affect importantly to mobilize sport management process of 

Thailand such as government policy, act of parliament of sport of Thailand B.E.2558, National Sport Development 

Plan (series no.6) B.E.2560-2564, Operation Plan of Ministry, Division, Department, Province, and 

concerning unit plan told that for operation of sport management adopts mechanism of government, 

especially government policy. Because government policy in sport and sport entertainment emphasize 

people exercise & develop to become sport excellence. Establishment operation about national sport center 

is lifted by sport science to be international standard, to promote professional sport & support sport industry, 

to make increasing value & increase GDP, to develop with sustainability & make obviously as concrete 

object (natural form), as well as having important part to develop the quality life of Thai people. Human 

development with policy concept of happiness construction in Thai people has got good health and good 

mind to emphasize the protective health system development under sport & exercise, including law & 

concerning regulation that direct to sport development of Thailand such as Region, Province, District, Sub-

district, and Community also. Budget Allocation for sport promotion should be principal from government 

policy accompany with National Sport Development Plan and Plan from Ministry, Department, & 

concerning sport unit. 

  2. The role & responsibility of local administrative organization and regional sport organization of Thailand 

realized that local administrative organization and regional sport organization has important role in sport 

management of province such as Provincial Administrative Organization, Sport Authority of Thailand in each 

province, and Sport Association of Province. Especially, local administrative organization has role to 

promote sport to utilize for local community. The act of parliament about plan & step of power distribution 

to local administrative organization B.E.2542 article 16 (14) Sport promotion followed by act of sub-district 

council & sub-district administrative organization B.E.2537 article 67 (6)  To encourage development of 

women, children, teenage, old, and disables (defectives)  article 68  (4 )  To maintain meeting place, sport, 

relaxing, and public park. So, to integrate provincial sport development is conducted sport to be intermediate 

between many sport units in province, between government & private organization, including local 

administrative organization which can answer to the local development mission accompany with sport 

development by local administrative organization. Particularly, provincial administrative organization 

participates to manage sport competition activity in province, national sport management, national youth 

sport management, national youth sport, national defective sport, and provincial sport competition take 

people success of sport competition management and encourage people about sport entertainment in 

province. 

  3. Sport Management of local administrative organization discovered that regional sport organization and 

local administrative organization can not link with sport administration with 4 aspects consist of;  

    3.1 Man: Lack of sport experts operate directly sport affair, so sport personnel work in education division, 

religion division, and culture division have widely responsibility. Though, department of sport entertainment 

and special affair has principle responsibility of sport center care, then it has not important part to mobilize 

& support directly sport activity in province. So, personnel of regional sport organization such as Sport 

Authority of Thailand in province are less number of staff and most staff emphasize to coordinate & request 

assistance from other units to work in sport. Leadership vision is important thing, if leaders have not intend 

with sport promotion in province then sport activity cannot surely mobilize.   

    3 .2   Money: Budget of Provincial Administrative Organization is too much money but law & regulation 

cannot subsidize fully sport activity in province. In budget part of Sport Authority of Thailand is not too much, 

so it intends to require money source from private organization, and other organization in province. 

    3.3 Materials: By structure of Provincial Administrative Organization is one of local administrative bureau 

system to care the sport center of province and work under the responsibility of education division, religion 

division, and culture division to aim about promotion of sport exercising for children, teenage, people that 

be good quality in body, mind, wisdom and social. Providing sport device & sport field fits for need of local 

community, but in fact, many provinces have not enough in standard of sport building such as sport center, 

gymnasium, swimming pools, and sport device.  

    3.4Management: It has not cooperate in teamwork of local administrative organization & provincial sport 

organization then it cannot achieve in objective including threat of law, rule & regulation, and money-

disbursing as not much to do.                                                                                                      

 4 .  The connectivity of sport management between local administrative organization and regional sport 

organization of Thailand from study recognized that to manage for sport management of local administrative 
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organization and regional sport organization of Thailand works with effectiveness and productivity. Researcher 

presents 4 aspects of the connectivity of sport management between local administrative organization and regional 

sport organization of Thailand such as;  

    4 .1Man: Set project for construct & develop in sport staff continuously such as Coach Training, Sport 

Teacher Trainee, Sport Referee, etc.  

  4.2 Money: Set sport development plan in province by meeting with other concerns such as Sport Authority 

of Thailand in each province, Sport Association in each province, Office of Tourism & Sport, Educational 

Institute, and other concerned organizations. To make sport promotion plan in each province then submit 

that plan to provincial governors approve in provincial development plan.  

    4 .3  Materials: Construct network with government units and private organization, government units and 

social network in province to request assistance for support & develop in sport building such as Sport Center, 

Gymnasium, Swimming Pools, including other sport devices for sport management (  case of private 

organizations support in sport can automatically reduce about taxation) 

    4.4 Management: Set provincial sport strategy plan by time management between 3-5 years to operate in 

provincial development plan. Thus organization plan such as sub-district plan, district plan, and province 

plan must accompany with provincial sport strategy plan to make sport project & activity continuously. As 

well as leaders of province organization must envision & interest with every levels of sport development 

both basic sport and community sport in each province aim to professional sport by provincial governors as 

leaders of provincial mobilizing team & chief district officer as district mobilizing team. 

  5. Model: The connectivity of sport management between local administrative organization and regional sport 

organization of Thailand from study result analyzes the connectivity way of sport management between local 

administrative organization and regional sport organization of Thailand by management principle of 4M consist 

of man, money, materials, and management. 4M mixes with in-depth interview of sport experts to develop 

the connectivity model of sport management between local administrative organization and regional sport 

organization of Thailand as figure 1 as below;  

 
 
 
 
 
 
 

 

 

 

 

 

 

Figure 1. The sport management connectivity of 4 M between local administrative organization and regional 

sport organization with sustainability 

 

Province Level 

(Provincial Governors) 

District Level 

 (Chief District Officer) 

Local Administrative Organization 

1. Provincial Administrative 

Organization 

2.Municipality  

3. Sub-district Administrative  

Organization 

 

Provincial sport organization 

1. Sport Authority of 
Thailand in province 
2. Provincial Sport 
Association 
3. Office of Tourism & Sport 
4. Educational Institute 

 
Man 

 
Materials 

 

 
Money 

 
Management 

The sport management connectivity of 4 M between local administrative 

organization and regional sport organization with sustainability 

 

2. Government policy  

 

1. Provincial sport committee assignment  

 



 

42 
 

Discussion 

The connectivity way of sport management between local administrative organization and regional 

sport organization of Thailand from research discovered that to manage sport of local administrative 

organization and regional sport organization of Thailand fulfills with effectiveness & productivity to 

introduce the connectivity way of sport management between local administrative organization and regional 

sport organization of Thailand for better sport management in region. It consists of 4 connectivity such as 

Man, Money, Materials, and Management details as below; 

 1 )  Man :  Set project of “ Manpower Development” actively emphasizes about “ Professional Sport 

Management ” to prepare sport staff for sport operation continuously such as Coach Training, Sport Teacher Trainee, Sport Referee, etc. If 

provincial sport activity has been set up then provincial sport organization can request experts from other 

organization for work together, including support and development of the Sport Science & Technology that 

adopt to increase potential of sport athlete. Moreover, meeting arrangement to discover coordinating point 

for work of staff from local administrative organization and regional sport organization of Thailand, is so 

important. Especially staff from Education division, Religion division, and Culture division are units that have 

responsibility followed by Thailand Constitution Law B.E.2560 (2017). By other units must be enough served 

in sport work and good sport knowledge because staff must mobilize plan policy, budget policy, and operate 

with provincial sport strategy plan & provincial development plan start from leaders of province organization 

such as provincial governors, administrators of regional sport organization, president of educational institute, 

administrators of concerning units that actually interest with sport promotion 

 2) Money :  Principle Sport Organization in Ministry Level such as Department of Interior and Ministry of 

Tourism & Sport must support the budget allocation of sport to people in weed-root level intensively and make it as natural 

form (or concrete object) then local administrative organization must operate provincial sport development plan 

with meeting together other concerns such as Sport Authority of Thailand in province, Provincial Sport 

Association, Office of Tourism & Sport, Educational Institute, and other concerns to cover plan of provincial 

sport promotion. As well as, to request toward with provincial sport committees under it is presidents who 

come from provincial governors, approves provincial development plan. When sport development plan 

contains in provincial development plan then activity can be set up under provincial development plan by 

money withdrawing which should be followed with bureaucracy regulation & complexity. But in each units 

and central budget allocation should adjust by subsidiary of up-side-down budget, small provinces have still 

been improve so much. Though big provinces have good potential, as budget can prepare as suitable to 

develop continuously with equality. 

 3) Material: Provide and develop enough sport basic structure, especially sport facility such as Sport 

Field, Sport Material, Modern Device, and Training Arrangement of volunteers such as Sport Center & Sport 

Field including ASEAN has promote with investment & donation to develop in attraction measurement, 

suitably. Taxation Measure, Investing Promotion Measure, and Financial Measure under Transparency and 

Good Governance for province level. These have been not much budget, so small provinces are not much 

budget allocation per number of people (or per area). Basic structure such as road, bridge, water & electric 

supply need to improve as a lots, so these have no budget to develop in sport building as well.  As, the 

connectivity construction with government & private organization, and government & social network in 

province can request assistance to support & develop sport building such as sport field, gymnasium, 

swimming pools, including other sport devices for sport competition management. In case of private support 

(or private money) can automatically reduce taxation then sport building can develop life quality of people 

in province before competition, between competition, and finished competition as provincial human resource 

development with sustainability. Although it activate private investment in accommodation & food business 

and it is still public relation to provincial tourism, including economic activating in province make people 

get increasing income from business such as sport athlete, coach, sport staff, and all concerns in all over 

country   

 4)  Management : Ministry unit must communicate the knowledge of government policy about national 

sport development under national sport development plan series no.6 (B.E.2560 - 2564), then policy of Ministry of 

Tourism & Sport aims to the strategy of Ministry of Tourism & Sport become professional sport to local 

administrative organization and regional sport organization in Thailand immediately and as active action. To make 

about the role & responsibility in regional sport management is clear and expand to operation. The assignment of 

sport affair party from staff of 4 organizations makes to plan about vision, mission, operation measurement, 

measurement index, and other concerned details in regional sport management. To make study project of “The 

possibility of sport management connectivity between local administrative organization and regional sport 

organization” communicates about knowledge & opinion exchange meeting  then recognition in sport utility 

should be clear that sport industry can make income of our country to delete about losing-money for sport. 
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Provincial management mobility can make with provincial sport strategy plan between 3-5 years to make 

process which accompany with provincial development plan. Moreover, Organization development plan, 

sub-district development plan, district development plan, and provincial development plan should 

accompany with provincial sport strategy plan then sport project & activity are set up continuously. By 

leaders of province organization must have good vision and interest in every sport development levels both 

basic sport & community sport in province move toward professional sport. Provincial mobility is provincial 

governor who is the leader of province, chief district officer is the leader of district and the connectivity must 

achieve it truly under fairness & transparency including concerning units must adjust the regulation of 

withdraw-money for sport support in province conveniently such as subsidiary to professional sport. And 

adjustment of rule & regulation accompanies with education of committee in education & sport, National 

Legislative Assembly (B.E.2560) studied in “ The Mobility Process of National Sport Development Plan series no.6 

(B.E.2560-2564) that can study and follow operation policy of government in part of central part, regional part, 

and local sport part, promote national sport and other sport bureaucracy. Research realized that sport mobility can 

success followed by National Sport Development Plan to mobilize with 3 levels  

  (1) Policy Level has role & responsibility that surveil with strategic way in National Sport Development Plan    

       no.6 (B.E.2560-2564)  

  (2) Plan Mobilizing Level has sport principle as Ministry of Tourism & Sport. Other ministry, sport units,  

       other concerning units are coordinators to integrate, to follow up, to assess advancement & operation  

       achievement 

(3) Operation Level as other bureaucracy units concern with government & private company to develop  

      such as central sport development, regional sport development, provincial sport development, sport  

      association, local administrative organization, social network in province. For operation level mobility  

      is important mechanism to operate then it should make action plan and conduct to build up the     

      connectivity of integration in manpower, material, sport building by corporate with sport units & other  

      sport concerns. Also sport collaboration, sport promotion, sport convenience work together with sport  

      units & concerning units to mobilize national sport development followed by objective. Moreover, we  

      should build up supervision system to surveil, to follow up, and to report result, because it is important  

      to mobilize & develop sport aim to target, effectively. So, in each strategy should have planning  

      mobility process in policy level, in planning mobility level, and in operating level to accompany with  

       study of Pongeak Sooksai (B.E.2557) who studied sport management patterns of provincial administrative  

       organization. Study result discovered that provincial administrative organization of sport management pattern  

       consist of 3 factors such as 1) Import factor such as policy, manpower, budget & sport building, material and  

        convenience facility 2) Administrative process such as leadership, organization, action, coordination, and  

       control 3) Production such as people want to exercise sport, professional sport will deserve to support with  

       every concerning unit.  

 

Suggestion 

Government unit should conduct the sport management connectivity between local administrative 

organization and regional sport organization of Thailand to plan the systematic sport management strategy, 

direction making, or mobilizing method to connect relatively. To build up both knowledge & manpower is quality 

of national sport development for mobility in operating level. It is important mechanism to set action plan and 

conduct the network with manpower plan, material, and sport building for work with sport units & other 

concerns. Though, collaboration making, promotion, convenience facility operate with sport units & 

concerning units to mobilize national sport development followed by objective & target, effectively. 

 

Suggestion of next study 

1.  We should study law and regulation that concern in withdraw-money to support about sport of  

     local administrative organization then make budget management for regional sport followed by  

     objective of budget management with accuracy & effectiveness. 

2. We should study about sport management strategy both local administrative organization and  

     regional sport organization of Thailand. 

3. We should study about leadership development pattern both local administrative organization and  

     regional sport organization of Thailand. 
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The Development of Key Performance Indicators for Successful Management 

of the Health Bike Course 

 
Kamonphat Visuttipukdee, Issadee Kutintara, Vichakorn Hengsadeekul  

 
Faculty of Sports Science Kasetsart University 

 

The objectives of this research were 1.To study the development of key performance indicators (KPI) for 

successful management of the health bike course in Bangkok and vicinity area 2.To develop key performance 

indicators (KPI) for the successful of  the health bike course in Bangkok and vicinity area. This research is a 

qualitative research. Research instruments were reviewed by 10 cycling experts. Qualitative data from in-depth 

interview was used in this research. Data were collected by literature review, other information and in-depth 

interview with specific sampling to have feedback from 2 groups such as 1st group: Administrators and Staff 

from bike course total 9 persons, 2nd group: Cyclist from governments, enterprises and private total 50 persons. 

Total 8 locations in the collection from 59 persons highly experienced cyclists management experts in Thailand  

were analyzed by the steps of processing research that have been concluded & synchronized till classifying data 

groups as model and descriptive data, the conceptual research below; Model of standard Bike Course 

management from country level to international level consists of 4 principles is Balanced Scorecard theory 

strategy to change  thinking  such as 1) Finance 2) Customer 3) Internal process 4) Learning. By 4 principles 

has process     POSDCoRB  is Management  process theory  such as 1) Planning 2) Organizing 3) Personnel  

Administration 4) Managing 5) Coordinating 6) Result reporting 7)  Budget with the Theories 5 dimensions  is 

SERVQUAL: It checks about cyclist’s satisfaction process theory  to develop quality of cycling service better 

such as; 1st dimension: concrete form of service, 2nd dimension: reliability, 3rd dimension: responsibility, 4th 

dimension: assurance and 5th dimension: empathy with the process. PDCA and system theory. Key Performance 

Indicators (KPI) finding is cyclist’s satisfaction by POSDCoRB Theory, SERVQUAL Theory, Balanced 

Scorecard theory, PDCA and system theory quality is the distance as 1st level of safety 2nd level of with good 

facilities cycling lane per 1round, suitably smooth surface with cycling, happiness and variety activities in bike 

field 3rd level of and other services are indicator respectively. The model is a return Theory to key performance 

indicators for successful of the Health Bike Course. 

 

Keywords: Key Performance Indicators, Successful, Bike Course 

 
Introduction 

Key Performance Indicators (KPI) it is necessary and available in all ages. I do not know what to 

do. It must be evaluated. Measure only, but the measurement technique will change. In the present age, the 

emphasis is on measuring behavior rather than results. It is used in a variety of organizations. To achieve the 

goal for modern enterprise management or activities. There must be an indicator of the achievement of work 

that is clearly measurable, resulting in an evaluation of the work. And allotment valuable in the organization 

Promote fair work and very accurate Principles and techniques in the work. Assignments can convey goal 

accomplishments as well as achievement measurement techniques. To all personnel in the unit know, 

understand and apply and can be used as a guideline for self-development and continuous agency. This is a 

very important basis for the success rate of the operation, which is to have a clear target that clearly targets 

the target. This is combined with a well-defined action plan, focused on instruction, monitoring, and 

resources. All is the destination of success. 

That's what everyone dreams of. This is due to good planning. And those who implement the plan 

are committed to action. To be well with the purpose. The universal principle is to check the success of the 

work from the element of productivity increase in work. In every work organization, KPI must have a system 

of steps. Since the vision of the organization. The plan to develop strategies. It comes to measuring and 

evaluating the goals set by KPI. 

Exercise is very popular in Thailand. According to a survey conducted by the National Statistical 

Office from 2011 until now, the number of people exercising or playing sports was 38.7%. This is a very 

strong current is increasingly popular every day. Nowadays The exercise that affects health. The physical, 

mental, emotional, social as well as mental (http: //www.13 Benefits of cycling.) 1. Help to sleep more than 

ever. 2. Help to look younger. 3. Excretion easier. 4. Brain efficiency. 5. Overall health is stronger. 6. 

Longevity 7. Foster the world. 8. Enhance sexual performance. 9. The fetus is healthy. 10. Work better. 11. 

Lose weight 12.have more friends and happy 13. Reduce fatigue and stress 
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According to the National Health Development Plan No. 11 (2012-2016), Strategy 2 focuses on 

promoting more proactive health. Consistent with the 11th National Economic and Social Development Plan 

(2012-2016) focused on the community as a center. There is an integrated development. And push people to 

all levels of national fitness, sport and recreation regularly. The vision of the Thai Health System is to unite 

the Thai people in order to create a healthy, prosperous and sustainable country. 

In particular, from 2012 onwards, the 5th National Health Assembly in 2012 approved the "system 

and structure to promote walking and cycling in life. Daily "in 55 provinces, 1.2 billion baht bike lanes 

nationwide. There are 101 projects that are in line with the world-class cycling. By the 193 General Assembly, 

today's member states of the United Nations Announced on June 3 of every year. "International World 

Bicycle Day" reflects the importance of current cycling. In Thailand, there will be many activities such as 

bicycle for charity cycling tradition Spin to promote health. For example, a great activity at the national and 

global level is "Bike For Dad", a fun activity for the father of 77 provinces nationwide. 67 countries Get 

involved In the meantime, our king. http://www.bikefordad2015.com (2558) "Bike for mom" Spinning for 

the world record according to the requirements of the record. Guinness World There are 136,411 participants 

from 77 countries across the country. The most common bike riders in the world. (http://www.bfm.mnc-

corp.com (2558) until it was very popular. Raise awareness of exercise to improve quality of life. 

In addition, Thailand's bicycle market in 2017 will have a total market value of 7,500 million baht, 

with a market value of 4.5 billion baht, a growth of 5-7%. Bicycle Accessories worth 3,000 million baht, 

growth of 15% (www.internationalbangkokbike.com). Currently living in Bangkok. The rail service has 

become more and more popular turn to ride a bicycle for everyday travel. The statistics show that. Thailand 

has 2,250,000 cyclists nationwide, including 150,000 cyclists in Bangkok and its suburbs, 2,100,000 cyclists 

in other provinces. There are more than 260,000 cyclists traveling and traveling. 

From all the information mentioned above. There are a lot of good things about cycling. However, 

the problem of cycling accidents is injury. And death on the road to the population of 100,000 people per 

year is 37.6% of cyclists. That is the top rated injury rate. Thailand has an accident rate on the stomach. Road 

to the World this affects individuals, families, society as a whole, from the current trend of cycling on the 

road and non-standard bike lanes that create urban bike lanes that are not available. 

Researchers recognize problems and focus. Want to study Developed for organizations in the public 

sector. State-owned and private sector has a view to create. Develop a standardized Bike Course of bicycles 

for the development of the Bangkok Metropolitan and Vicinity area to the regional level nationwide. And to 

apply to POSDCoRB and SERVQUAL are integrated with Key Performance Indicators Key Performance 

Indicators (KPI). There is an indicator of achievement of work that is clearly measurable, resulting in an 

evaluation of the work. The concept of Balanced Scorecard and the allocation of things. Valuable in the 

organization Promote work with success The development of a measure of the success of managing a healthy 

bike. 

As mentioned above, KPI (Key Performance Indicators) is a key performance indicator that is 

important to every organization. It is the heart of corporate management success assessment. The work of 

the personnel as a whole. Can find a way the direction to solve problems in a systematic way. The 

Development of Key Performance Indicators for Successful Management of the Health Bike Course. This is 

a concept that researchers are interested in studying. Currently no one is studying this. To lead to a systematic 

management with indicators of success. Is an important mechanism in the implementation of the indicator. 

Can lead to real practice. The standard of measurement to be management of standardized bicycle rides. For 

health of the people as a whole. As a model for other provinces in Thailand, the model can be used to develop 

the bike. Or applied to various areas. For the purpose of developing a broad bicycle field. Both nationally 

and internationally. 

 

Significance of Problems consist of 4 things  

 

1. Cycling trend is coming, very popular, very interesting. 

2. Cycling problems such as cyclists ride on public street and got accidents many times. 

3. Most bike course are not fit, not good standard service in cycling. 

4. Develop bike course to people or cyclists ride in suitable area for healthy.   

 

Objectives Research  

1. To study the Development of Key Performance Indicators (KPI) for Successful Management of  

the Health Bike Course in Bangkok and vicinity area such as Prathum Thani and Samut Prakarn  

province. 
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2. To develop Key Performance Indicators (KPI) for the  successful  of  the Health Bike Course in  

Bangkok and vicinity area.such as Prathum Thani and Samut Prakarn province. 

 

Third Theories in research  

1. P O S D C o R B: It is  Management  process  theory  such as planning, organizing, staffing,  

directing, coordinating, reporting  and budgeting. 

2. Balanced Scorecard: It is strategy theory to change thinking of cyclists and promote with media,  

leaflet, banner to ride in safety bike area, in appropriate area. such as :  Financial ,  Customers ,  

Perspective and  Internal  process.  

3. SERVQUAL: It checks about cyclist’s satisfaction to develop quality of cycling service better  

such as tangibility, reliability, responsiveness, assurance and empathy. 

 

Research Methodology 

The Development of Key Performance Indicators for Successful Management of the Health Bike 

Course is a qualitative research that provides a way to access secondary data primary data. Data and insights. 

By gathering opinions from experts who have knowledge, understanding, skills, abilities. Experience and 

management of cycling in the cycling field. Data collection was done by reviewing literature, concepts, 

theories, textbooks, related research papers. And then analyzed. Synthesized to formulate conceptual 

framework for research. And information from various sources. Researchers have the following methods 

and procedures for research:  

 

Section 1: Population and Sample 

Population: Population used in education “The Development of Key Performance Indicators for Successful 

Management of the Health Bike Course.”  

1) 1st group: Administrators and Staff from bike course total 9 persons involved with knowledge,  

understanding, skills and experience in cycling management in government, state enterprise and  

private sector. total 8 locations. 

2) 2nd group: Cyclists from 5 governments, 1enterprises and 2 private total 50 persons. total 8  

locations. who have knowledge, understanding, skills, experience in the collection from 59 

persons highly 

Sample: The sample used in the study. “The Development of Key Performance Indicators for Successful 

Management of the Health Bike Course.” 

1) 1st group: Administrators and Staff Management 9 persons  people involved in cycling. People 

with knowledge Understand the skills, experience, and management of the bicycle field that the 

organization entrusts. 

2) 2nd group: Cyclists 50 persons.who have knowledge, understanding, skills, experience, cycling 

by selecting the sample. Purposive Sampling, Participatory observation and non-participant 

observation were selected. (non-participant observation) 

3) 3rd group: Finally, select focus groups from 2nd group to summarize the specific issues. There  

were 20 moderators. 

 

Section 2: Instrumentation 

 Research Instrument used in the study. The Development of Key Performance Indicators for 

Successful Management of the Health Bike Course is a semi-structured In-Depth Interview with Open ended 

questions. The question is consistent with the purpose of the research. Theoretical thinking is appropriate, 

with the design process of tools used to collect data. Develop tools The quality assurance tool used to collect 

data. The content validity of the questionnaire was determined by the experts. reviewed by 10 cycling experts 

The IOC was asked by experts to find the index of Item Objective Congruence (IOC). Lead the way In-

Depth Interview (Try-out) with a group of five closest to the sample to examine tool's multiple choice. 

Objectivity is the clarity of the question. Finally, tools that have been tested for consistency and content 

integrity. The clarity of the question or the multiple choice of the tool. Modify the question to be complete 

and complete. The researcher will then review and adjust again before applying to the sample. 

 

Section 3: Data collection  

  I have 7 such as  

1. Survey information 

2. Develop Interview Form  
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3. Collect data 

4. Analyze data  

5. Deliver criteria selection  

6. Focus data group and 

7. Descriptive report   

 

 Data collection in the study. The Development of Key Performance Indicators for Successful 

Management of the Health Bike Course has a management process. 

 

1) The researcher has related methods in research at various levels namely Primary Data, and Secondary 

Data, starting from the researcher's document analysis of textbooks and research related to the building 

of indicators for the success of the cycling field for exercise from the media. Social Media Notice of 

knowledge related to line ad research, Facebook for content analysis. Literature, conceptual theory, and 

then analyzed. Synthesize the conceptual framework for research as a framework for creating semi-

structured interviews. In-Depth Interview. 

 

2) In-depth interview tools. The data were collected from the selected samples. By appointment, date, time, 

place, as appropriate. Before the interview, the researcher pointed out. Explain the details of the 

interview. On issues Clearly the purpose of the research. Procedure for interviewing, applying for 

permission Take a picture or record a conversation. The interviews were divided into 2nd group groups: 

1. Management Team Relevant officers and cyclists. In this research, During informal interviews 

Natural conversation to get real information. And structured interviews based on conceptual 

frameworks. Pre-defined studies are important. The interview questions will not be sorted in the first 

place. The interview is open ended and if interviewed, the problem will be interviewed in detail. Or if 

not clear information. The researcher will ask the question again. To get the answer. The researcher 

uses the recording. By the preparation of the recording. Is the memory of the mobile phone battery, 

including the flight signal settings, to prevent incoming calls during the interview. Using two mobile 

phones simultaneously. To prevent mistakes along with taking notes. Note that only important 

information is Conclusion and remove the tape to find the content. 

 

3) The researcher collected the interview data obtained from the data collection. The content of the 

transcription is completely correct. Collected for analysis. Synthesize information, translate results, 

interpret and summarize issues in the next step. 

 

Section 4: Statistic in research  

The Development of  Key Performance Indicators for Successful Management of the Health Bike 

Course. I use Statistic in research is qualitative data collection by in-depth interview. I classify data to make 

in form of descriptive report & concept model. 

 

Section 5: Data Analysis 

 In the study, The Development of Key Performance Indicators for Successful Management of the 

Health Bike Course. Data analysis is a qualitative research that provides access to secondary primary data. 

Secondary Data Purposive Sampling. In-Depth Interview using semi-structured questionnaire. During 

informal interviews Natural conversation And structured interviews. How to record voice conversations 

along with notes. By recording, only important information is used to summarize ideas and Remove tape to 

find content. From the above mentioned process. Researchers are divided into 4 phases. 

  

Phase 1:  

The research was conducted using descriptive statistics. The interview data were collected from the 

data collection. Transcribing interviews do not have to skip certain sentences that the researcher has judged. 

That's not important. Some information is used for later verification. Data management, note taking, and 

data collection methods. Based on the information provided by the researcher, The researcher uses code 

(coding) to classify data (category). Concepts include mooing data reduction to reduce the size of data and 

eliminate unwanted data. Final analysis Synthesize, interpret, interpret, and summarize information in the 

context of a descriptive study. Shows grouping data with the same directional characteristics. Including the 

findings. 
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Significant relationships based on objectives and issues. Presentation of data for analysis. Brief introduction. 

Get connected to find a solution that answers the research problem. The matrices are processed and the facts 

are summarized. Identifying Event Relationships The link is therefore conceptual. Lead to Phase 2 for data 

reliability. 

Phase 2:   

The researcher brings the results from Phase 1, which summarizes the above steps to Focus Group. 

Is the sample appropriate for the qualification. By the time you can listen to comments. Comments 

Conclusion of the findings 20 People to summarize important issues. Of achievement indicators The 

significance level is 1 – 5. 

  

Phase 3:  

Researcher The level of scale scores 1- 5 to bring the total value. Analyzed Synthesize, interpret, 

interpret, and summarize information in the context of the study. The chart of the Model. Performance 

indicators. And the content tables (matrices) of the indicators. Can be used in concrete. 

 

Phase 4:  

presents the indicators of the success of the cycling field for exercise and matrices in the form of 

descriptive lectures as given. Model, Performance Indicator, Achievement The exercise bike is a chart of the 

Model and reports all the results in the model. 

 

Findings 

In the study, The Development of Key Performance Indicators for Successful Management of the 

Health Bike Course.The findings of this research, No. 1 is a matter of safety to the body. And the property 

of the user. And the physical needs, including the most obvious bike course, were statistically significant at 

5 points. The width of the bike lane Clear bike course Separated lanes for speed spinners. And slowly 

different. Have a wide enough shoulder. Accommodation in a lush boulevard with lavish bathrooms. 

Bicycles that are clean drinking water, filled with rubber tires, basic medicines, basic medical equipment 

when the accident. Inside the bike course and the area in the bike course. Bicycle lanes are available for 

every spin of the spin. Press release local. Etiquette in accessing the service. Include symbols. The sound of 

a cyclist. There is a wide range of lighting in the area of bicycle service. Etiquette Rules for Cyclists 

Accessing Bicycle Lane Borrowing or renting equipment Bicycle Rental Service. Tire check tire condition 

Service Center / Public Relations Bicycle rental service Have an ambulance. Nursing home with doctor, 

nurse, regular medical staff There are ambulances transporting emergency patients to the hospital. Bicycle 

hanger Parking lot Bathroom, sterile bathroom Experienced staff with a passion for service. Good service 

Beaming Can assist Provide information. Have knowledge There are enough personnel. CCTV should be 

based on environmental importance, scenic, friendly. The environment has a tree tunnel in the bike lane. No 

air pollution. No water pollution No noise pollution No pollution from solid waste and sewage is found to 

have a statistically significant value of 3-4 points. The second is fun, challenging, enjoyable activities in the 

course. Bicycle facilities found that standard bike course are standard. For all types of bicycle The cycling 

distance is more than 20 km / cycle, the statistical significance is 5 points. A small spinning practice course. 

Outdoor Fitness Equipment There is an extraterrestrial mountain with a wind tunnel, a bridge, a Bike Center 

with a restaurant, a beverage, a shop, a spare parts shop. Sales of bicycle equipment including bicycle shop, 

set-up, decoration, bicycle decoration, opening and closing time of entrance. Bicycles have a reasonable 

duration from 05.00 AM to 23.00 PM. The statistical significance is in the range of 3 - 4 points. Develop 

potential The statistical significance is in the range of 1 - 2 points. Wifi has a bicycle knowledge center. 

Organize activities / events / events to promote cycling. Cycle Calendar. 

 

Discuss the results 

 In the study, The Development of Key Performance Indicators for Successful Management of the 

Health Bike Course. Findings from this research. It's based on the opinions of field users and the management 

and staff of the pitch. The relationship between the satisfaction of 5 dimensions of SERVQUAL. Dimension 

1 of the service of dimensional dimension. 2nd Trustworthiness, 3rd dimension, customer response, 4th 

dimension, customer confidence, 5th dimension, knowing and understanding customer The management 

process consists of: 1) planning 2) organization 3) personnel management 4) management 5) coordination 

6) reporting 7) budgeting 2 must be balanced This will affect the formulation of performance indicators. The 

success of the 4 key points are: 1. Financial perspective. 2. Customer perspective 3. Internal process 

perspective 4. Learning perspective The 4 perspectives reflect the true needs of education. 
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 System of theory consists of: 1. Input 2. Process. 3. Output and 4. Outcome as a key mechanism in 

systematic work. By working process that requires PDCA to control work quality in accordance with 

(Faculty of Guru. Chulalongkorn University, 2009). A report on the development of indicators and indicators 

for indicators of national education standards. Indicators are consistent with the principles of education. In 

this research, the PDCA quality cycle and knowledge management principles were set. Sub-indicator 

Processes from the planning stage. Determining responsibilities, operations, monitoring and evaluation. 

Applying the evaluation results to improving the work development and supporting the proactive work. 

Outcome and Outcome to KPI (Key Performance Indicators) Key Performance Indicators (Ekachai 

Boonyathai, 2010), with measurable results. And allotment Valuable in the organization Promote fair work 

(Jirapong Pornkul, 2007) KPI is a short summary of key performance indicators, both measurable and 

abstract in every organization. KPIs are used to inform executives. Capabilities Performance, quality, 

quantity of activities To do so according to plan or by (Visitsus Brahmaputra et al., 2006). To achieve all 

goals are all factors leading to success. Performance measurement in both outputs and processes. Taking 

into account the delivery of value to customers is important. All is the goal SKY LANE THAILAND The 

initial vision of SCB in the care of the spinning company is the cycling field in Thailand to the international 

level and there are projects and sub-units called Bike.scb. It is a social project for CSR. There will be a SCB 

Bike Chapter. Of SCB staff. Love to bike And gather up in different regions. To promote cycling Have 

collaborated to improve the route. The condition is good and standard. The quality of the field, security and 

basic facilities. The world standard for cyclists. Under the 10-year long-term non-profit program The gain 

of a bicycle lane at a distance of 23.5 km, found that the physical appearance of the facilities corresponds to 

the dimension 1 of the concrete service. In the first place is the safety of the body. And the user's property is 

consistent with (the demanding theory of the Maslow's hierarchy of needs is a theory of psychology, divided 

into five requirements: the integrity of life. Self-actualization, esteem, friendship and love, security, and 

physical needs. Statistical significance is 5. The bike lane score has a smooth surface. Suitable for cycling. 

Width of bike lane Clear bike lane Separated lanes for speed spinners. And slowly different. There are 

enough steps to park a bicycle that may have trouble spinning. Accommodation in bike lanes The shady. 

Bathroom in the bike lane Clean Drinking. Water Basic medical treatment for accidents. Inside the bike lane 

And the area in the bike field. This is essential for the safety of the body. Time to pump blood Heart beat 

higher than normal. I want a break point with a standard. Bicycle lanes are available for every spin of the 

spin. Publicity, rules, and etiquette. Services include symbols. Tell the cyclist to carefully and safely spin. 

For instance, the rainy season, slippery road surfaces, etc., should be constructed in a standard way. The use 

of asphalt. Steel reinforced concrete will last a long time. The color of the bike lane should be soft to the eye. 

Safety of spinners. There is a wide range of lighting in the area of bicycle service. Especially in the bike 

lanes necessary. At night with the spin. Rules for etiquette for spinners that need to be publicized, rules 

governing the entry and exit of devices that are ready for the body and the car. The most comprehensive 

security measures, such as shovels who do not wear helmets, can not access. Service Bicycle without 

headlights The car is not available. Borrow or rent equipment. Bicycle rental Tire Pressure Monitoring 

Service Identical bicycle access control system, or computer-based technology (Sky lane service), as well as 

the world's first nighttime cycling track located in the " SNAP "intelligent wristband technology. Borrow or 

rent equipment. Bicycle rental Tire Pressure Monitoring Service Identical bicycle access control system, or 

computer-based technology (Sky lane service), as well as the world's first nighttime cycling track located in 

the " SNAP "intelligent wristband technology. RFID is used to record the spin on the field. And pay for the 

purchase. It is convenient, fast, and fast to use. Service Center / Public Relations There is a bicycle service 

to take care of customers who have problems such as rubber tires, broken tires, spare parts, ambulances, 

rescuers. Nursing home with a doctor. The medical staff is adequately accommodated. When an injured 

person is injured, the injured person can be quickly evacuated to the hospital for treatment in accordance 

with the second dimension. Reliability can be maintained both physically and mentally. And the property of 

the user. Bicycle hanger Adequate parking space, clean bathroom. All of them need skilled staff in their field. 

Responsible and passionate in service. What the users want is the work is seen as good service. Beaming 

Can assist Provide information. Have knowledge The ability to provide services in accordance with the 

duties assigned to the line of work required. And there are enough staff. Work in the functions of the various 

departments. The ratio is appropriate according to the standard criteria. The coverage area is in line with the 

4th dimension of Assurance to ensure efficiency and ensure that the subscribers receive the best service. 

Knowledge in services within the bike. First Aid Knowledge Knowledge of maintenance. Initial treatment. 

For example, changing tires, wheels, wheels, wind, etc., by language, especially communication. Because 

there are many foreigners who come to use the service. Personnel need to communicate in accordance with 

(ASEAN Language Training Center, 2560). ASEAN has defined English as a "working language", so we 
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need to understand the meaning of words as "language. Work "of all ASEAN members, working in ASEAN, 

working with ASEAN friends, having ASEAN civil society networks, seeking education opportunities in 

ASEAN, having friends in ASEAN and traveling in ASEAN. Everyone must learn. And to use English in 

accordance with the fifth dimension. To know and understand the customer (empathy). To use the service 

whether Thai or foreigners. There may be a culture of practice to understand the rules of using different 

pitches in a bicycle. Need to have a good communication with the user. CCTV should be based on 

environmental importance, environmentally friendly scenery. 25% of the area is green. All in order to affect 

the health of the body in a refreshing and consistent manner (vision, office, park, public Bangkok) City of 

Green Garden Policy Area Add green space by changing the wilderness. In the past four years (2009 - 2012), 

the average annual increase was 1,250 raid. By 2010, there is a tree tunnel in the bike lane corresponding to 

the (tree tunnel at the Nona Bon wetland park). There is no air pollution. The air quality index does not 

exceed 100 AQI, which is equivalent to the standard air quality in the atmosphere. No water pollution 

compared to BOD (Biochemical Oxygen Demand). Quality is not more than 100 mg / l (ppm.) PH or ph. 

The World Health Organization has determined that it should be 5-9 to be suitable for aquatic life. If the 

value is greater or less, it may cause harm to animals and aquatic plants and the value if DO measurement is 

less than 3 ppm. No noise pollution. Normally set the noise level. Maximum volume does not exceed. 115 

decibels Averaged 24 hours no more than 70 decibels (Bureau of Air Quality and Noise Management, 2560) 

No pollution from solid waste and sewage That negatively affects health. (Department of Pollution Control, 

2560) in line with (Ministry of Health, / 2560). Health refers to the physical, mental, social and spiritual 

well-being of the environment. Everything around us. Health and environment are interrelated. Because the 

person is healthy. There must be good health behavior. Have a proper way to prevent the disease. Living in 

a good environment is also an important factor contributing to good health. (Tarratha Boonpanich and 

Kumantha Panich, 2012). Agreed. "Environmental measures" It is an appropriate strategy to encourage 

people at all levels to exercise physical activity or exercise regularly. It is well known that exercise regularly. 

2 is a fun challenge to enjoy the activities in the Attract the users to do activities. The whole family. Facilities 

The Service (Bicycle). I have not found that long. Bicycle lanes are standard. For all types of bicycle The 

cycling distance of the bike is more than 20 km / cycle, the statistical significance is 5 points to make fun of 

the main. Health can speed up from 35 minutes to 1.30 hours / heart rate. There are two types of heart rate 

in exercising: maximum heart rate and heart rate target. Exercise people should try to make it in each exercise 

(Target Heart Rate Zone). Body strength is about 10 - 30 minutes per day. The spinning track for spinners 

that can not be spun remotely, especially for the elderly. To be warm before every time. For example, walking 

around the house or around the right place for 5-10 minutes to get more blood to feed. Atherosclerosis is 

more readily aligned with (The Institute for the Promotion of Teaching Science and Technology (IPST.), 

Ministry of Education, 2558). Proper exercise will require major muscles. Or big muscle movement or that 

we often say that. The main muscles are functioning like the muscles of the limbs, abdomen, throat, lungs 

and heart. There should be an extraterrestrial mountain bridge with a wind tunnel bridge to test the strength 

of 1-2 points to create a new challenge for cyclists with options. Many of the individual's preferences are 

aligned with the (Heart Foundation of Thailand under the Patronage), reporting on how they feel they have 

crossed their limits. Try to face the Meet new perspectives on life. In terms of mental health. People who 

like doing acrobatics feel that they can fulfill the meaning of life. Get rid of your limitations. It is an activity 

that helps to meditate. In the body. Acupuncture is a physical activity that uses various physical skills. 

Balance and flexibility of the body. The body used. Many muscles should have a Bike Center with a standard 

of food, beverages, shops, equipment, spare parts. Sales of bicycle equipment include bicycle shop, set up, 

bicycle decoration, bicycle opening and closing time. The time from 05.00 AM to 23.00 PM to increase the 

number of users. For those who go to work on weekdays. Have time to exercise before work. And those who 

return from work, slow down. Have a chance out Physical activity in the night. Or increase the time to spin 

around the night in accordance with (the statistics of the sky lane access) number of people using the holiday. 

Saturday Sunday 2 to 3 times more on weekdays. It all corresponds to the 3rd dimension. The statistical 

significance is in the range of 3 – 4 Promotion Develop potential There is a statistical significance in the 

range of 1 - 2 points. There are communication systems, public relations information such as the Facebook 

page of the bike to keep track of news, proposals, comments. Feedback to improve. Within the bike field, 

access to the electronic communication system is available. Service consistent with (strategic vision, 

Bangkok Metropolitan Maha Nakhon, 2015 Expansion of access to electronic communication systems, high 

speed Wi-Fi 4 MB 5,000 points, free schools, libraries, parks and other places in Bangkok should have a 

center to promote knowledge of the bike. expert Organize activities / events / events To promote cycling 

Cycle Calendar. 
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Conclusion 

From the researcher. The result of this study is the reverse theory. The findings of the performance 

indicators will lead to the creation of a good bicycle track in the standard with performance indicators. 

Appropriate measurement criteria for each organization. Make sure that you are getting the most out of your 

site. That is the vision of the organization. This research is a compass pointing to the coordinates in the 

operation. Success is rewarded with what works is a standardized bicycle field. It's not too far for Thailand. 

Even a bicycle city can not be in this period. Bicycle lanes can not be created or used today. The budget is 

worth the loss. If it is to be improved by looking at the other side of the possibility of creating wonders in 

the world. The bike is standard in Thailand. In the capacity of each organization. That is the government. 

State Enterprise Even the private sector itself. The focus of the exercise bike. It requires cooperation from 

all sectors. Or the strength of the corporate executive is clearly the target of the organization truly. 

 

Model : Reverse Theory 

        (Input)                       (Process) + PDCA 

 
    

  
                                                               
                        
      

                                                                                                                                                                                      (Input)                                 

                
 
 

        

                                                                                            
                                
 
                                                         
                                                                                  
                           (Outcome)                               

 
 
 

 

 

Recommendations 

1.     Achievement Indicators of Research Findings Can be applied to suit. Context-based context The        

goal of each organization, whether government, state enterprise, and private in Bangkok or other 

provinces. Even foreign level is appropriate. Whether it is a renovation, especially suitable for building 

a full bicycle. 

Administrators 

and Staff 

 
 
 
Cyclists 

 
   

Key Performance Indicators for 

Successful Management of the 

Health Bike Course 

Build / Develop a 

Bicycle Course 

Follow success 

results Reach the 

ultimate goal 

 
 

KPI (Key Performance 

Indicators) 

 

                         
SERVQUAL Theory 
POSDCoRB   Theory 
Balanced Score Card Theory 

 
 

 

Instrumentation  

 

-  In-Depth Interview 
-  participant observation 
- non-participant observation 

- Focus group 

 
 

Organization of Success 

Indicators 

To develop, improve, apply. In 

organizations Appropriate 
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2.     From the model, it is the reverse of the success of the model leading to the implementation. 

3.     Effective management. Can change the organization theory, processes, methods as appropriate. The  

research was conducted to establish the foundation as a compass. 

 

Recommendations for Future research 

1. To continue the study by continuing to benchmark the standard of the cycling course.  

2. This model can be developed. It is a bicycle for athletes. To excellence Triathlon Bicycle Training 

Ground Just add amenities. From existing to fit the context of the course. Add value to the field Space 

utilization of the course to full performance. Just add time management. Use the bike to exercise. Or 

create a unique bike course that meets your needs. 
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