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In the discipline of sport management, Asian countries
learn lots of experiences from American and European
countries while develop their own way or style for sport
management. But in the process of collecting papers for
editing ASMR, something new is always found. For
examples, the Korea’s professional sport spectators, Thai
people’s participation in recreational sport, Singapore’s
future project on Sport Hub. Mongolia’s sport
management system leads 2008 Olympic team won the

first 2 gold meddles for the country. The amazing 2008
Beijing Olympic Games convinces most of us that China has its root and capability
on organizing mega sport events.

We are very glad that Dr. Danylchuk Karen joins the editing team as associate
editor. Her efforts would make ASMR more readable to western people. 2-year
experience of editing ASMR not only broadens my eyes but also enriches my mind
on the global sport management development. It is always fascinating when
working globally to explore and generate something new. I always enjoy working
with international colleagues. Although some diversity might be drawn in the wave
of globalization, localization will deepen the roots of culture and philosophy for
sport management development.

I would like to thank again for every authors, reviewers, Karen, AASM EC
members, colleagues of TASSM, Cathy and Chi-Wen. Without their efforts the P
ASMR will be still in the air.

Sincerely yours,

Q‘SMR Editor 2”@%”/% / S

Kao, Joe Chin-Hsung, Ph. D.

k6129888 @ms22.hinet.net

Professor, Dean of Academic Affairs, National Taiwan Sport University

Honorary President, Taiwan Society for Sport Management (TASSM)
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Abstract

A great deal of research is devoted to the study of factors affecting spectator
attendance. However, the majority of these studies have focused on male spectators. The
growth and importance of women as viable fans have received considerable attention in
the pro-sport marketing literature. The purpose of this study was to present the marketing
strategies for increasing female spectators in pro-sport. Six individuals including pro-sport
team managers, professional sport marketers, and team supporters were selected through a
purposeful sampling method. They were chosen based on the evaluation that was
performed through an in-depth interview, record collection, and a descriptive survey.
Reliability of the study was examined by triangulation. The findings were as follows: It
is required that event facilities and seats in sport venues should be improved. It is
necessary that promotional events for women and program participation for middle-aged
women should be increased. Spectators thought that athletic performance is important, but
a sport marketer's effort is more important in order that spectators feel the ‘fun of game.’ If
pro-sport teams have a super star athlete, women spectators will continue to come to
watch the game. Pro-sport teams should make an effort to cultivate a super star athlete.
It is also very important that sport marketers should continue to promote public relations
for the establishment of a sound cheering culture. In order to achieve this goal, it is

essential to improve the value of pro-sport.

Key words: Facility, event, athletic performance, star marketing, spectator culture
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The Analysis of Experience for Increasing Female Spectators in Pro-sport

In drawing more attention and passion from people, pro-sports have established their
independent places in our society. Since professional baseball was launched in 1982 in
Korea, professional basketball, volleyball, and football have followed in its footstep. It is
of the utmost importance for pro-sport to woo the public to sport arenas and watch sport
games. The greatest eagerness for professional athletes is to show their athletic

performance to spectators filled in a sport arena.

According to Jung (1982), the most important factor determining success or failure
in pro-sport is the number of spectators attending a sport arena. Although it is known that
the number of spectators is positively related to food, beverage, and souvenir sales in a
sport venue, there are also advantages for sport event organizers at a negotiation table with

TV broadcasting companies for broadcasting rights for the sport event.

Kang, Yuk, Kim, and Jung (1998) reported that the success of pro-sport relies on
whether or not these sports satisfy the need of spectators because of the nature of pro-sport.
Thus, it is no exaggeration to say that the success of a pro-sport depends on how it attracts
people to a sport arena. In addition, due to the fact that the major goal for pro-sport is to
increase the number of spectators, generating a great effort to bring sport consumers’
interest and attention is an essential component for survival.

Zhang, Smith, Pease, and Jambor (1997) pointed out that the number of spectators
tends to decrease because of people’s attention to other leisure activities. This means that a
competition between pro-sport and other leisure activities is inevitable. In the field of the
Korean movie business, three movies that brought more than 10 million audiences were
produced in the last few years. This is in contrast to the professional baseball and football
leagues that have a similar ticket price as a movie and recorded only three million
spectators a year. However, the future of pro-sport is not pessimistic as long as they
receive favorable sentiment from a variety of social groups including teenagers, families,

middle-aged people, and young couples.

It is undeniable that females in Korea recognize a sport game as an object to watch
through a television set and are reluctant to watch sport games in sport arenas. Moreover,
there is a tendency that other cultural activities outdo sport games to draw females’
attention. It is necessary for sport marketers to come up with a long-term tactic to increase
the number of females attending a sport game as well as a short-term strategy to arouse the

attention of people who are indifferent to pro-sport.

Pro-sport is not something that people use to waste their free time, but rather is a
refreshment that vitalizes their ordinary lives. Pro-sport also contributes to an increase in
the number of people who enjoy various sports as a leisure activity and the popularization
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of sport by encouraging the public to participate in sport activities. Even though pro-sport
has about 50% of a potential marketing opportunity, it is well known that the number of
female spectators is much smaller compared to that of their male counterparts (Jun, Na,
Ha, Kim, & Cho, 1998).

Kim (1996) reported that the researchers in the sport marketing field have focused
on male spectators because male spectators are approximately 80% of the total number of
spectators in a sport game. On the other hand, the portion of female spectators is 20-40%
of the total number of spectators for the Korea Pro-Baseball League (Kang. et al., 1998).
Based on a study conducted by Jung (2004), there were about 20% of female spectators in
the Korea Pro-Football League. In addition, 70% of the total female spectators were in
their 20s and very loyal to pro-sport games, and about 15% were potential pro-sport

consumers in their 30s (Jun. et al., 1998).

Cho (2002) investigated the determining factors for sport game spectatorship and
reported that team performance, team image, arena facility, and other environmental
factors have influences on pro-sport game spectatorship. However, there is a lack of
studies dealing with the perception of female spectators toward pro-sport and marketing

strategies to increase the number of female spectators.

In order to keep the continuous growth phase, pro-sport should strive to acquire
nearly 50% female spectators. It is fundamental to explore and analyze the reason that
female spectators come and watch a pro-sport game and the nature of this social group in
order to establish an effective marketing strategy and conduct systematic marketing
activities (Kim, 2002; Shank, 2005).

Furthermore, it is necessary for pro-sport in Korea to utilize systematic management
and detailed marketing strategies and to prepare an epoch-making opportunity to increase
the input of spectators in order to show a qualitative growth with competitive power.
Pro-sport team management should renovate its system with a focus on an
entertainment-oriented goal. That is, pro-sport teams should manage their teams to make

profits. In order to achieve this objective, suitable research should be performed.

An analysis of experience is an analytic process in which an individual experiences
numerous phenomena and relevant events and interprets the interaction between these two
based on subjective experiences. A subjective experience does not mean a description with
reflection using a logical, conceptual, or quantitative concept, but a description with naked
and basic pre-reflection. Therefore, an analysis of experience means a detailed description
of a researcher with his personal and subjective vocabularies on his own experiences
toward pro-sport. There is no standard or formality to express vivid lives as the

end-product of a researcher’s experiences. It is crucial for a researcher not to be involved
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with phenomena or events as he or she can get a description of one’s experience and

authentic information from study participants.

Females seem to have fewer opportunities to get exposed to sport. This means that
females have fewer opportunities to pay their attention to sport. A proper strategy is
needed to attract more females to pro- sport games. Therefore, the purpose of the study
was to perform an analysis of experience and provide a relevant basis for marketing tactics
in order to raise the number of female spectators in pro-sport arenas based on previous

marketing studies and sport marketing experts’ opinions.

Research Method

In order to accomplish the purpose of the present study, the following research methods

were utilized.
Study Participants

Selection of study participanst. A total of six female study participants including
two sport marketing experts, two supporters for pro-sport teams, and two pro-sport team
officials were selected through a purposeful sampling method. The study participants from
pro-sport teams and related industry female officials and female staff in supporter groups
for pro-sport teams were recruited through telephone calls, e-mails, and other
communication means. Appropriateness to the study purpose and accessibility of the

researcher were considered in the process of study participant selection.

Due to the fact that a majority of previous marketing research was conducted with
six study participants, the present study also used six study participants. In addition, the
reason to limit six study participants in this study was because the most important standard
to select study participants in a qualitative study is to select cases that possess abundant
information on a specific study topic (Creswell, 1998). Suitable participants in the present
study were pro-sport experts who were engaged in and devote themselves to pro-sport
team management. Those people who showed interest toward, participated in activities
related to, or wished to increase the number of female spectators for professional sport,
and wanted pro-sport to take a firm position as a sound leisure culture for families in

Korean society were selected as the present study participants.

Understanding of study participants. Six participants met the standard of the study
participants and consented to participate in the current study. After the study purpose was
explained to sport marketing experts, supporters, and pro-sport officials through e-mails,
potential study participants responded to the questions about their career profiles and

interests in pro-sport, and the final six study participants were selected based on the
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evaluation of five sport management experts. Even though there was an opinion that
females who did not experience pro-sport needed to be included in the present study, it
was decided in the meeting with sport management experts to exclude those females
because this study is based on an experiential analysis by the researcher. The following are

the personal backgrounds for each participant in the present study:

1. A professional team official A: After graduating from I University majoring in
physical education and completing a master degree in sport management at O
university in the United States, she is now working at the L team and is 33 years
old. She has a dream to run her own fitness center.

2. A professional team official B: She is 35 years old and working at the D team.
She has devoted herself to sport and is very happy to get a job that she really

enjoys, expecting to continue her career after her retirement.

3. A sport marketing expert C: After graduating from S University majoring in
physical education and staying in the United States for English study, she is now
30 years old and working at the sport marketing department of the C Company.
She used to work for a company related to the World Cup soccer games and

wished to launch a great sport magazine.

4. A sport marketing expert D: She is 29 years old and currently majoring in sport
marketing in the doctoral degree program at K University after graduating from
S women’s university. She has a great interest in sport marketing and provided a

significant amount of information and opinions for the present study.

5. A team supporter E: She is 22 years old and attending K University in Seoul. She
started to pay attention to pro-sport after the 2002 Korea-Japan World Cup
Soccer Game and thought it was such a pity that there is lack of consideration for

female spectators from pro-sport teams in Korea.

6. A team supporter F: She is 21 years old and a student at H University in Seoul.
She fell in love with professional baseball games and frequently visited sport

venues with her parents in her childhood. Her spouse also loves sport.
Research Instrument

The data for the present study was obtained through an in-depth interview and
secondary data. An in-depth interview was recorded using a tape recorder after getting
consent from the study participants. Data collected through an in-depth interview was
printed as written texts, and interview worksheets and secondary data were used to
supplement and confirm printed texts of the interviews. The following are detailed
procedures of data collection for this study:
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In-depth interview. The main purpose of an in-depth interview frequently used in a
qualitative study is to systematically get various kinds of in-depth information. In a
qualitative study, a researcher tries to understand things in the mind of study participants.
An interview as a data collecting method is effective when a researcher cannot observe
and interpret behaviors, emotions, or surroundings of a study participant, and a main focus

of a study is a past event that cannot occur repeatedly (Merriam, 1988).

In the present study, both a semi-structured interview and an unstructured interview
were used. The type of interviews were segmented into an official and an unofficial
interview. An in-depth interview was an individualized interview and was recorded using a

tape recorder in order to obtain study reliability and keep data safe.

Procedure of interview. A total of two official and unofficial interviews were
performed for each study participant. In order to increase the study reliability, all the
interviews were conducted by the researcher. Each interview was performed at the

work-site of study participants and was recorded after getting their consent.

Type of interview. The type of an interview can be classified according to the
structure of an interview questionnaire and the number of study participants. First, the
structure of an interview consists of a semi-structured interview and a non-structured
interview based on the contents and the order of an interview questionnaire (Merriam,
1988).

An in-depth interview cannot be done with a couple of questions, but may range in
time from a few minutes to several hours, asking participants deep and broad questions. A
non- or semi-structured interview is more effective than a structured interview to collect
broad information. Thus, a semi-structured interview was utilized for an official interview
in this study. However, for an unofficial interview, non-structured interviews were also

employed after official interviews in this study.

Interview tool. The interview tool for the present study was a tape recorder, and a
worksheet was used to supplement the data collection through the tape recorder. In order
to provide the study participants with a comfortable environment in which they could
communicate with the researcher, two fake interviews were given to each participant

before the actual data collection process for this study.

Secondary data. The secondary data in this study was a useful supplementary and
confirmatory tool for an analysis of data collected to accomplish the present study purpose
and included domestic and international documents of governments and social
organizations, a yearbook from professional sport teams, and press releases related to

marketing strategies to increase the number of females participating in professional sport.
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In a qualitative study, document data are broadly used along with an in-depth
interview. Document data is written or symbolized documents. Unlike data collected from
an in-depth interview and experimental observation, document data is easily collected and
beneficial to acquire objective and stable data without the effect of a researcher. Document
date has paucity in dynamic vividness of places where an overt event happens and
includes a limitation to collect data. Document data contains public and private documents

and documents useful for other studies (Merriam, 1988).
Data Analysis

In this study, data collected from an in-depth interview was analyzed by using a
content analysis as suggested by Guba (1981). Transcripts in the present study were
analyzed by utilizing the Korean word process software and went through a coding

process after the researcher carefully and repeatedly read data of each participant.

After classified unit contents and concepts were continuously compared and drawn,
these pictured concepts were supplemented and modified as they were categorized based

on the types of their underlying meanings.

There were 43 meaningful words or sentences among data collected in the first
coding process, and they were cut down to 27 categories in the very first categorization
process. After the categorization process and an analysis of relationships between

categories, a list of three final categories was established (See Figure 1).
Validity and Reliability of Study

In this study, triangulation, peer debriefing, and member checks were performed to
raise the study validity and reliability. Triangulation provides a researcher in a qualitative
study with a double-checking method for the strength of interpretation of study results
(Thomas & Nelson, 2005). The study reliability and validity were reconsidered through
peer debriefing and member checks after data was collected and analyzed.

Research Ethics

The most successful study in a qualitative study creates an environment in which a
participant feels he or she is a part of a study plan. That is, there should be a cooperative
relationship between a researcher and a participant. It is important that there is no
distinctive classification between a researcher and a participant, changing their roles
frequently, and a participant recognizes himself or herself as a main object of a study.

Ethical issues considered in this study were as follows:

1. The researcher gained consent from a study participant and clearly explained the
purpose of the present study to them. Data collection was collected by following
the schedules of study participants.
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2. Fake names were given for each participant to protect their privacy and all the
possible means were utilized to make personal information of the study

participants classified.

3. The researcher kept the process of self-reflection to maintain the honesty of the
study results and went through the continuous process of consultation and

verification with relevant experts.

Analysis of Female Spectator

The five sub-categories including facility, event, performance, star marketing, and

spectating culture affect the attendance of female spectators in pro-sport games.
Facility

Many previous research indicates that there is a lack of relevant facilities and
suggest improvement of these facilities is necessary (Kim, 1997). The study participants
pointed out several inconveniences while using facilities in professional sport arenas. The
Sang-Am World Cup Stadium has a wedding center and other subsidiary facilities.
However, the Cham-Sil baseball and basketball stadium suffer the lack of related facilities

except a parking facility.

The study participant F mentioned, “The restrooms in a baseball stadium, especially,
should be improved. A majority of public restrooms in subway stations and down-town in

Seoul is well built and maintained, nowadays.”

The study participant E said, “In case of the Cham-sil stadiums, although there are a
couple of eating places like Burger King, convenient stores, and restaurants, the quality of
their food is far behind what you actually pay for. Watching a sport game with my friends
is important, but I have an unpleasant feeling every time I go to one of those places.”

The study participant E stated, “It is true that the size of the seat in the stadium is not
big enough to sit and watch a game comfortably. Especially, the width of seats is a
problem. For the baseball stadium, they have been trying to increase the number of
designated seats, but it not still enough. I think there is a problem to renovate the facilities
because the baseball team does not own the stadium.”

The study participant E said, “A baseball or a soccer stadium is such beauty. This is
how I feel when I step in here. The harmony between green grass and spectating areas
gives me happiness especially when a lighting system is on at night. This is one of those

numerous attractions that pro-sport have.”

Spectators want to keep their excitement from the beginning to the end of a sport
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game. Most pro-team officials and marketers knew this fact, but it seemed to be hard to
correct problems related to this fact. Investment in stadium facilities seems to be an urgent

matter at this point.
Promotional Event

A majority of spectators in a sport venue pay a lot of attention to promotional or
halftime events (Kim & Lee, 1999; Yoon, 2004; Edginton, Jordan, Degraaf, & Deginton,
1998). Providing a kiss-time for love-couples at the baseball stadium was considered a
unique event that people have never experienced. All the participants evaluated these

promotional events positively.

The study participant B mentioned, “Like pro-sport in the United States, promotional
events including distinctive support culture are performed. Gift events using a balloon,

free pizza, and freebies are performed.”

The study participant E stated, “I would like to have more events for female
spectators. There are performances of famous singers for only all-star and play-off games,
but, during a regular season, it seems that there is no special star performance except an
opening game. I think more females would come to watch sport games if there was more

popular performances like Nan-Ta, a drum performance.”

The research participant C said, “I wish there are more pre and post-game events
outside a stadium. It would be really nice if there were more entertaining events supported
by corporations that their target market is the group of spectators in pro-sport. It also

provides them with a promotional opportunity.”

The participant C mentioned, “It seems that pro-teams do not have a proper
management system to take care of their supporters. A majority of teams open off-season

camps and provide discounted ticket price, but the magnitude of their service is limited.”

Promotional events of pro-sport have entertained sport fans. However, the diversity

of events and a proper system for fan management are required.
Athletic Performance

The most prominent reason that sport fans come and watch a sport game is the
quality of team performance (Harada, 2005; Jun, Na, Ha, Kim, & Baek, 1999). If a sport
game itself does not entertain spectators, there is no reason for sport fans to visit a sport
venue. The participants thought team performance has a positive effect on professional

sport. Korean pro-sport brings entertainment to sport spectators.

The participant F said, “It is very nice to see athletes do their best in a game. There is
nothing more beautiful than an athlete indulging himself into a game and sweating. This is

one of the reasons that I visit a sport venue. I really like the emission of young energy with
10
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dynamic.”

The participant E said, “Sometimes, people get confused when they watch a sport
game. This is especially the case for spectators who visit a sport venue for the first time or
sporadically. It would be nice if a stadium announcer explains what’s going on to
spectators, and then, it would be a lot easier for a novice spectator to understand the game,
and handing out a pamphlet about the game would work. Not just a fan-book with
introduction of players, but the one with introduction of important key points for a game.
In addition, if there is an information booth with a resident team official who informs
those things that I mentioned before to novice spectators, female spectators can enjoy a
sport game a whole lot better.”

The participant C pointed out, “Foreign players have added numerous positive
values to Korean pro-sport and Korean fans are well aware of that. In case of the Korean
pro-baseball league, although it underwent hard times because Korean baseball fans
turned away their attention and interest to other sport after prominent players like
Chan-Ho Park left for a bigger league, I think it is possible to restore its popularity
because the total number of baseball spectators reached more than 3 million last year. For
the basketball league, they have to reconsider the regulations related to foreign players.
While two foreign players play, there is a concern about domestic players being reluctant
to take a certain position in basketball. For the football league, it has been actively
progressed and I think it’s on the right track now because there are more soccer-exclusive
stadiums, acquiring necessary infrastructures for the success of the league, and we can see
many soccer players on TV commercials, gaining popularity from Korean fans. If the
Korean national soccer team shows excellent performance like the previous World-Cup

game again, the league should be able to show a rapid growth.”

The study participant D said, “Sometimes, complaints of some players and head
coaches against referees make us frown. It not only interferes with the smooth flow, but
also reduces fun of a game. It is problematic that head coaches, sport teams, and players
are too much concerned about winning a game. Of course, winning is an important part of
a sport game, but they are neglecting much more important things, creating and presenting
entertainment to sport fans. Sometimes, violence between players occurs in a sport game,
this is also something that reduces fun of a game. I think players, head coaches, and teams

seriously need to be aware of this.”

Most sport fans seemed to be satisfied with professional athletes’ performances, but,
as indicated before, too many complaints toward referees and violence between players
should be restrained to vitalize Korean pro-sport.

11
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Star Marketing

Korean female sport fans are likely to come to a sport venue and watch a sport game
because of a certain player’s favorable image rather than an athlete’s performance
excellence (Na, Kim, 2003; Lee, Shin, 2004). Pro-sport teams should focus on their image
management and promotion in order to build a substantial marketing strategy. Thus, star
marketing has been employed by many professional sport teams, and sport marketers

believe that star marketing has a great impact on attracting sport fans to a sport venue.

The study participant B stated, “Pro-baseball teams in the Major Baseball League
(MBL) in the United States invite their fans to spring camps and provide them with an
opportunity to play baseball with baseball athletes. As attending the event in the form of a
family unit, baseball fans play with famous baseball players and create affection toward
baseball teams. Also, it is noteworthy that the event provides MBL teams with an
environment to produce loyal kid fans and brings profit to the teams by collecting
application fees and selling licensed baseball products. Thus, events using star marketing
help MLB teams not only generate profit, but also transform passive fans into active fans

with loyalty for relevant teams.”

The study participant A said, “We still remember the wave of Korean baseball fans
showing up at a baseball park with a scoop net when Sung-Yup Lee who set a new
homerun record in the history of the Korea pro-baseball league. It was rare that baseball
parks were filled with its fans continuously during a regular baseball season. I think there
isn’t a suitable baseball player for star marketing at this point. It is required that each

Korean pro-sport team should put a great effort to nurture an athlete with product value.”

The study participant A mentioned, “In 2005, the Ju-Young Park’s syndrome hit the
Korean pro-football league. I would have fun to watch him just playing no matter what the
game result was. I experienced how much effect one athlete could have in the field of
sport. There are many soccer athletes with potential product value. It would be nice if each

team could adopt more active marketing activities.”

The study participant B said, “Watching Seoung-Hyun Kim, a pro-basketball player,
playing in the court makes me open my mouth and give an exclamation of admiration. It’s
a pity that he is affiliated with the team in another city, Dae-Gu, and I don’t have many
chances to watch him playing. Anyway, I think he is the kind of athlete who makes sport

fans fascinated with a basketball game.”
Culture of Spectatorship

Spectating factors have an impact on the image of pro-sport teams and purchase
intention of sport fans toward relevant products (Ko, Kim, Choi, 2001). Our spectatorship

has been improved compared to the past. It seems that spectators’ commotion has
12
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disappeared, and unthoughtful behaviors toward others have been reduced in a sport venue.

However, there are still things that need to be improved.

The study participant B stated, “In the past, sport fans looked down on cheerleaders,
mistreating them even when they were performing on a stage because they were regarded
as female dancers, but nowadays cheerleaders become as familiar as sport fan clubs, and
sport fans get used to them, considering them as one of those diversified cultures in a sport
venue. | think enthusiasm that cheerleaders show definitely provides spectators in a sport

venue with something enjoyable.”

The study participant F said, “Sometimes, yell leaders force spectators to follow his
directions too much. I would rather like to indulge myself into game naturally, yelling,
cheering, or hitting stick balloons together and, if a song is on, then I can follow that, too.
Of course, a yell leader adds a lot of fun to watching a sport game, but the culture of
cheering that can help a sport game itself rather than the one with too much formality
should be fixed.”

The research participant A stated, “The No-Smoking campaign is now well fixed. If
someone is smoking in a sport venue, then other fans try to remind him that a sport venue
is a smoking-free area. You hardly see spectators smoke at No-Smoking areas in a stadium
and can say that there is another factor that makes female spectators feel freshness. But, it
seems that most sport fans don’t care about cleaning up waste and cheering equipments
they brought. Due to the fact that the nature of a sport event where a great number of
spectators gather together at the same time unlike other events, improving the level of
spectators’ spectating culture is a key component to fix proper spectating culture. I think
team officials and other related persons should cooperate to continuously promote a
campaign about public order and cleaning. And, sport fans should participate in the

campaign with a notion which is ‘Do one’s own part’ and affection toward a sport venue.”

As the study participants mentioned, overall spectating culture has been gradually
improved. However, it turned out that there is still lack of public order awareness.
Spectating culture with advanced public order is likely to plant a sound image of pro-sport

for female spectators.

Strategies for Increasing Female Spectators

In this section, facilities, events, performance, star marketing, and spectating culture that
female spectators were aware of are discussed. Female spectators have various opinions
on the facility factor. It was revealed that female spectators have a favorable attitude
toward parking facilities and a stadium itself. Female spectators also thought that a

lighting system and harmony between stadium seats and grass are very charming features
13
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in a sport venue. This is one of those competitive powers that pro-sport have. Female
spectators were, however, not satisfied with price-relative low quality of snack corners and

restaurants as well as spectating seats in a sport venue.

Because of the fact that male spectators are more likely to react sensitively to results
of a sport game, and, sometimes, core sport fans show their aggressive emotion, it is
possible that female spectators reveal their disgust and fright. Therefore, establishing
female-exclusive spectating areas may be effective measures to increase female spectators.

Kim (1999) reported that a factor related to facilities in a sport venue has an effect
on the satisfaction of spectators, and Kang et al. (1998) reported that spectators tend to
have a negative attitude on sport arena facilities. Female spectators are, especially,
sensitive to facilities. It seems to be an urgent matter to pursue elegance in subsidiary

facilities and extend facility investment.

Female spectators tend to have a positive attitude toward promotional events in a
sport venue. Even though team supports and spectators have a positive attitude toward
promotional events in a sport venue, there was an opinion that most events were focused
on male spectators. Showing a movie through a multi-screen and events like performance
of the Korean national archery team are examples of presenting unique entertainment to
spectators. Spectators enjoy every event performed in a sport venue. Presenting a ball with
players’ autographs, an event towel, and T-shirts by using throwing equipment may be a

factor that heats up enthusiasm of cheering sport fans.

According to a study by Kang et al. (1998), promotional events or presenting gifts
are factors that affect intention of sport fans to visit a sport venue, and Jun et al. (1998)
suggested finding a star athlete, improving convenience of subsidiary facilities, enhancing
a parking facility, inventing diversified events, expending fan-service, reforming a ticket
price system, providing information on players and teams, and reforming a ticket sale
system for a strategy to attract loyal female spectators. For potential female spectators,
extending family-centered events, providing athlete-related information, presenting

women’s items as a gift, and enhancing female facilities were proposed.

Based on previous research, 10-15%of the total female spectators are in their 30s
(Jun et al., 1998; Jung, 2004). That is, professional sport has many potential spectators.
For this reason, studies on female sport fans are urgently needed, but there is a paucity of
marketing strategies for them. Furthermore, cultural products targeting the female group
are not enough. It seems that females tend to show their loyalty to their family by
purchasing groceries and necessities rather than tickets of pro-sport. What if females in
their 30s have more interests? It is possible that those females visit a sport venue with

their families whenever they want. If we attract this female group, we will see a lot of
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spectators in the form of a family unit in sport venues.

Bitner (1992) reported that stadium facilities, fan-service, and athletic performance
have effects on the intention of sport fans to visit sport venues and watch sport games.
Based on Kang et al., (1998), spectators have positive attitudes toward the factors related
to sport games. Hong (2005) found that the perception of spectators has an impact on the
intention of spectators to attend a sport venue, and female spectators well understand
individual records and strengths or weaknesses of each athlete. Kim (1996) reported that
the most important factor of sport fans’ attendance factors to a home game is ‘fun of a
sport game itself’. Most female sport fans visit a sport venue because they can see athletes
with their bare eyes and experience an exciting environment that a sport game itself

provides.

Sport fans can experience unique fun that only sport can possibly create when
athletes doing their best and impressive performance are produced in a sport venue.
However, there are several factors, such as a matter regarding selection and management
of foreign athletes, lack of pamphlets or booklets that help novice spectators understand
game rules and provide them with information on athletes, problems related to referees’
judgment and game delay, and violence of athletes, leading spectators to have negative
perception on professional sport. Pro-sport teams, coaches, and athletes should cooperate
to tackle these problems effectively. As preoccupied to see only a tree, we will miss what

is more important, the forest.

The most important thing is that pro-sport needs to progress together. Eventually, the
success of pro-sport depends on how many sport fans actually visit a sport venue, and in
order to attract more sport fans, enhanced athletic performance should come first. In
addition, other external factors should be well organized. If the pro-sport market becomes

gigantic, it is obvious that relevant businesses will get more profits out of it.

Star marketing takes a crucial role to draw more female spectators to professional
sport venues. Based on the study of Marcum and Greenstein (1985), demographic and
social factors, such as gender, age, occupation, and income, and sport facility factors
including stadium location and facility, transportation, game schedule, and weather, and
sport activity factors composed of team record and star player have an influence on the
factor of spectatorship. It was also found that sport fans are apt to visit a sport venue to

closely watch star players and preferred teams rather than a sport game itself.

According to Cho (2002), the reason that Korean female sport fans attend a sport
game is because of a certain player or his athletic image, not team record or athletic
performance. Kim (2003) reported that female sport fans who previously attended a sport

arena acknowledge star athletes as the most important component of pro-sport. It seems
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that the success of sport partly depends on the existence of a star player. For example, a
movie without a star actor or actress tends to have a much lower possibility to succeed
than the one with a movie star. In the music business, it is often the case that a singer
whose behaviors and tastes other than singing ability appeal to a majority of the public and

easily achieves success.

It appears that the one of the most popular places for females in their late teens to
20s is a movie theater. A movie gains its popularity from Korean females as the best
cultural content. If attracting more females in this age group, the professional sport market
will grow dramatically. As in the United States, pro-sport teams should offer opportunities

for sport fans to contact sport stars more often.

Outstanding athletes are in the core of sport fans’ interests because of scarcity. Due
to the fact that females tend to be less familiar with overall knowledge about a sport game,
such as game rules and team record and to have fewer opportunities to attend a sport game,
professional teams are able to increase the involvement level of female sport fans with
professional sport by furnishing them with more occasions to meet star players. In reality,
Korean professional sport athletes get on a team bus and head to their hotels right after the
game. A photo-zone where sport fans, especially female sport fans, can take a photo with

their preferred sport stars is required.

Korean pro-teams seem not to make the most out of star players. Pro-sport teams
should find and foster as many star players as possible who have talent and ability. The
homerun fever of Sung-yup Lee and the Ju-young Park’s syndrome are good examples of
how a star player could have an impact on the attendance level of pro-sport fans. It is
possible that sport fans visit a sport venue to see their preferred star players. Unfortunately,
the effort of sport teams to produce star players is merely not enough. If sport teams
neglect to nurture star athletes with the only reason that a certain candidate for star
marketing is not affiliated with their own teams, the future of pro-sport in Korea might not
be as bright as what it is expected to be. Thus, it is of importance that Korean pro-teams

cooperate to establish a dynamic system for the nourishment of star players.

Cho (2000) found that more female sport fans watch sport games on TV than their
counterparts; male sport fans watch more sport at a sport arena rather than on TV. A
marketing strategy for awakening these hibernating female sport fans and drawing them to
a sport arena is keenly needed because the female sport fan group is a mammoth market
for pro-sport. It seems that sound spectatorship is well adopted in the city of Seoul. Mature
cheering culture and smoking free stadiums are the factors that can increase the attendance
of female sport fans to sport arenas. More importantly, mature spectatorship can be

realized if spectators with ownership toward a sport arena try to cope with sanitary and
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other related problems. As female spectators possess the ownership of a sport venue, they
can develop the positive image of pro-sport. Relevant team officials should energetically

work on public relations with female sport fans regarding these matters.

Conclusion and Discussion

At the current time, there is still a lack of understanding of attendance at a sport game in
Korea. It appears that pro-sport, except mega sport events, such as the World-Cup soccer
game and the Olympic Games, lose their battles with other seemingly more interesting
cultural contents. As individuals are easily bored and try to find something that draws their
attention, it is a golden opportunity to woo those passive sport fans to pro-sport games.
Zhang, Smith, Pease, and Jambor (1997) pointed out that there is a tendency that the
number of sport fans attending pro-sport games gradually decreases because of the
participation of other leisure activities. This means that competition with other cultural
industries is inevitable. Pro-sport should appeal to all consumer classes, especially the
female consumer group. What is left for pro-sport teams is that they should come up with
a long-term plan to increase the number of sport fans with loyalty as well as a short-term
plan to bring more individuals to a sport venue. Most of all, professional sport teams

themselves should make every effort to enhance their values.

This study suggested five factors including facility, promotional event, athletic
performance, star marketing, and spectating culture as the attendance strategies for female
sport fans. According to a study conducted by Jun et al., (1998), the factors that negatively
influence the attendance of sport fans to a sport game are non-game related factors,
disturbance of other spectators, individual’s internal factors, and facilities. It was also
suggested that establishing female-exclusive and differentiated marketing strategies from
males is a key component to make more females turn up for a pro-sport game. Based on
previous studies, developing marketing strategies targeting female consumers should be
accompanied by the understanding of their life-style, emotion, and interest (Armstrong,
2001; Cueen & Claussen, 1999; Sutton & Watlington, 1995).

More systematical and scientific studies are required in order to attract these female
individuals to a pro-sport game. Most of all, establishing diversified and differentiated
marketing strategies is necessary. Although segmented empirical studies on sport
consumers, that is, spectators, should be continuously performed in order for pro-sport
teams to achieve their managerial objects, there is a paucity of studies related to these
sport consumers. Empirical studies especially on what females want from pro-sport should
be conducted. However, the factors related to the initial motivation of attendance and the

disturbance of continuous attendance to a pro-sport game were not explicitly examined
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because the participants of this study were zealous female sport fans who visit a sport
venue very often or are currently in the sport industry. Therefore, future studies should be

conducted to explore these factors.

Pro-sport teams, marketers, and athletes wish to see a sport arena full of spectators.
In order to achieve this scenario, an increase in the number of female sport fans visiting a
sport venue is needed. Thus, all individuals related to the pro-sport industry should go

hand in hand to accomplish the restoration era of pro-sport in Korea.

References

Armstrong, K. L. (1998). Black women's participation in sport and fitness: Implications

for sport marketing. Sport Marketing Quarterly, 10(1), 9-18.

Bitner, M. (1992). Servicescapes: The impact of physical surroundings on customers and
employees. Journal of Marketing, 56(2), 57-71.

Cho, K. (2000). The relationship between consumer behavior of professional baseball fans
and attraction to a sport venue. Unpublished master’s thesis, Korea National Sport
University, Seoul, Korea.

Cho, W. (2002). The analysis of decisive factors for the game spectation which affect to
the degree of pro- baseball female fans’ loyalty for their team. Unpublished master’s
thesis, Yonsei University, Seoul, Korea.

Cresswell, J. W. (1998). Qualitative inquiry and research design. Thousand Oaks, CA:
Sage.

Cuneen, J.,, & Claussen, C. L. (1999). Gender portrayals in sport-product
point-of-purchase advertising. Women in Sport and Physical Activity Journal, 8(2),
3-102.

Edginton, C. R., Jordan, D. J., DeGraaf, D. G,, & Edginton, S. R. (1998). Leisure and life
satisfaction: Foundational  perspectives (2nd  ed.). Dubuque, Iowa:
WCB/McGraw-Hill.

Guba, E, G (1981). Criteria for assessing the trustworthiness of naturalistic inquiries,

Educational Communication and Technology Journal, 29, 75-92.

Harada, M. H. (2005). Improvement in athletic performance and the role of sport
management. Proceedings of 2005 KNSU International Symposium (pp. 80-88).
Seoul: Korea National Sport University Press.

18



e‘s M R Asian Sport Management Review, 2008, 10

Hong, S. (2005). The effect of participation motivation based on lifestyle of professional
woman spectators on  participation behavior. Unpublished master’s thesis, Yonsei

University, Seoul, Korea.

Jung, B. (2004). The relationship between attract factor to arena and spectator’s

satisfaction for professional sports. Korea Sports Research, 15(4), 23-32.

Jung, H. (1998, June). The urgent issues to overcome the limitations of Korean

professional baseball business. Sport business, 46-49.

Jun, H., Na, S., Ha, J., Kim, Y., & Baek, K. (1999). The marketing strategies for increasing
female consumers in professional baseball games. Korean Alliance for Health,
Physical Education, Recreation, and Dance, 38(3), 882-895.

Jun, H., Na, S., Ha, J., Kim, Y., & Cho, W. (1998). The marketing strategies for increasing
female consumers in professional baseball games. Korean Alliance for Health,
Physical Education, Recreation, and Dance, 37(4), 616-631.

Kang, H., Yuk, J., Kim, C., Son, J., & Jung, W. (1998). A study of spectators' regional
characteristics and tendencies for the management strategy of the professional
baseball team. Journal of Sport and Leisure Studies, 9, 281-296.

Kim, B. (2002). Sport Marketing (3" ed.). Seoul: Dachanmedia.

Kim, H. (1999). A study on the determinative factors of consumer behavior of sports fan at
the professional sporting events. Unpublished doctoral dissertation, Seoul National
University, Seoul.

Kim, J. (1996). The analysis of attitudes and behaviors of professional baseball attendants.
Korean Journal of Sport Management, 1, 44-64.

Kim, J. & Lee, J. (1999). An analysis of Korean professional soccer league fan attendance
for applying marketing strategy, Korean Alliance for Health, Physical Education,
Recreation, and Dance, 38(3), 786-788.

Kim, Y. (2003). Analysis of professional sports items preference of women and main
factors for their admission. Unpublished master’s thesis, Kyunghee University,
Seoul, Korea.

Kim, Y. (1997). The relationship between facility in Korean professional baseball stadium
and repurchase intention of sport consumers. Korean Alliance for Health, Physical
Education, Recreation, and Dance 36(1), 359-367.

Ko, D., Kim, Y., & Choi, C. (2001). The effect of game attendance factors on team image
and purchase intention. Korean Alliance for Health, Physical Education, Recreation,
and Dance, 40(1), 700-712.

19



e‘s M R Asian Sport Management Review, 2008, 10

Lee, J. & Shin, S. (2004). The effects of sport star models’ attributes on advertisement

according to pro-sport involvement level. Korean Journal of Sport Management.,
9(2), 95-111.

Lee, Y. (1998). Qualitative approach method to the study of textbook. Textbook Research,
31, 54-59.

Marcum, J. P., & Greenstein, T. N. (1985). Factors affecting attendance of Major League
Baseball: A within- season analysis. Sociology of Sport Journal, 2, 321-342.

Merriam, S. B. (1998). Case study research in education: A qualitative approach. San

Francisco: Jossey-Bass.

Na, J. & Kim, Y. (2003). The influenced of sport star endorsers’ on products attitudes,
Korean Journal of Sport Management, 8(2), 153-165.

Na, J., & Kim, Y. (2003). The influenced of sport star endorsers’ on products attitudes,
Korean Journal of Sport Management,, 8(2), 153-165.

Shank, M. D. (2005). Sports marketing (3rd ed.). NJ: Prentice Hall.

Sutton, W. A., & Watlington, R. (1994). Communicating with women in the 1990s: The
role of sport marketing. Sport Marketing Quarterly, 3(2), 9-14.

Thomas, R. J., & Nelson, J. K. (2005). Research methods in physical activity (5th ed.).
Champaign, IL: Human Kinetics.

Yoon, Y. (2004). The determinative factors of consumer behavior in the spectator of the
por-sports, Korean Journal of Sport Management, 9(31), 107-122.

Zhang, J. J., Smith, D. W., Pease, D. G,, & Jambor, E. A. (1997). Negative influence of
market competitors on the attendance of professional sport games: The case of a

minor league hockey team. Sport Marketing Quarterly, 6(3), 11-20.

20



e‘s M R Asian Sport Management Review, 2008, 10

Figure Caption

Figure 1. Analysis results of the factors influencing the spectatorship of females through
the categorization of data after the continuous comparison of classified unit contents and

the supplement of classified concepts based on the types of their underlying meanings.
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Sport involvement in Thailand
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The characteristics of sport involvement are what people who are actively or
passively participating to sport activities for a purpose of fulfilling their needs through a
given sport (Snyder & Spreitzer, 1989). The main reasons of getting involved in sport for
most people may be striving for healthiness, improving sport skills, excellence in sport, or
even enjoying themselves. Along with the main reasons, sport can lead participants up to
social and personal skill improvement, for instances, self-discipline, self-esteem, human
relationship, working as a team, or even self-confident. For passive participating,
spectators or sport fans can share their love and joy through watching television at home
or being spectators at the sport venues for relaxation, entertaining, or getting an emotion

of winning or losing through their loving team.

Sport is considered as unique service, since sport can remove the differences in
culture, geographic barriers, rich and poor, and young and old. With foundation of
involvement, people who are related to sport activities are highly interested in sport
identification and emotional attachment (Lagae, 2005). The fascinating aspects of sport
could be found in subjective manners, situational and emotional intelligence, excitement,
and game results with unpredictability. As a result, sport involvement can be founded on
the contribution of sport itself that what the people who are involved in meeting the needs

of the sport consumers more or less.

Thailand Sport Involvement Background

Participating behaviors in sport activities for Thai people have very little been known and
examined. Needs and satisfaction of sport participants are seemingly not important to the
people who are involving in managing and administering sport activities in Thailand.
Goals and purposes of sport society have been emphasized on sport for competition in
terms of improving the performance of athletes. On the other hand, the point to increase in
sport involvement, which is the radical of sustainable development of sport, does not
interest sport administrators to study and understand. Expectantly, satisfaction of sport

spectators, the perceived quality of the games, and expectancy of participants should have
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been studied to figure out which of the attraction could gain more sport involvement.

Sport involvement in active ages of Thai people seems to be less in understanding. It
is obvious that young people from lower classes are lesser degree involvement with sport
activities, when compare to their young people from middle and higher social classes
(Hasbrook, 1986). Most of them from the lower and middle economic statuses are
appearing in shopping malls and theaters during their free times. Some could be found in
illegal motorcycle racing in the streets in the middle of the night. The numbers of
youngsters who addict to computer games, drugs, alcohol, and problematic sexuality at the
younger ages are rapidly increasing. For parental role modeling, its influence plays less
important in youth participation, since the restriction of economy and increasing in cost of
living force both father and mother to be breadwinners (Mulin, Hardy, & Sutton, 2002).
Sport practices in age and gender differences seem to be declining in determinants of
involvement according to social changes. Active sport involvement in Thailand is
concerned with some extents of social stratification. In stratification patterns, Thai people
are trend to have strong social classes, according that leisure sports and physical activities,
such as golf, tennis, bowling, tackwando, and swimming that are too expensive for lower
class youngsters and are common among upper and middle class people. Contrary, the
sports like boxing, sepak takraw, and weight lifting are easy to access for middle and
lower class people, because of low entrance fees or no charge. It is obvious that sport
clubs in Thailand are formed to serve high class level people in the society, due to the
purposes of revenue making. The aforementioned is the reasons to explain and to predict
why sport involvement in Thailand is lesser achieved as it is supposed to be.

In conclusion, the extent of the influenced variables related to sport involvement and
the behavior intentions to repeatedly consume the sport events in a way of involvement is
varied. Affective factors are evident in terms of the perceived quality of opponent, level of
team identification, expectancy of the event, and individual mood represented by
enjoyment and glory behavior. The changes in sport involvement, especially in young
people, are needed to understand in order to bring them back to be involved with sport
activities which are the best tool to form their lives into a positive way of living. As a
result, it is a need to conduct the research to examine what the important determinants is
significantly different to the involvement of sport. This research will draw attention to the
factors related to the sport involvement, which can be used to improve or to change the

factors in order to increase the involvement in sport.
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Purposes of the Study

The purposes of this research were to examine the important factors that related to sport
involvement of Thai people as well as to investigate the effects of the factors influencing

the involvement on the increasing or decreasing the number of sport participants.

Conceptual Framework

The study in this research is used the theoretical framework of Multidimensional
Participation in sport, which included five factors; personal, sociological economic, social

support, and psychological factors.

- Personal Factor

- Sociological Factor

- Economical Factor

—»| Sport Involvement

- Social Support

- Psychological Factor

Figure 1: Multidimensional factors of sport involvement (Sriboon. N, 2008 ©)

The factors related to the sport involvement are varied to the level of influences.
Involvement in sport could be seen in many different forms. It can be considered as levels
of involvement as active or passive involving behaviors in sport activities. For instances,
athletes actively participate in sport, on the other hand, spectators passively watch the
games. Involvement in sport is also included all officials, coaches, and management staff
within (Snyder & Spreitzer, 1989). Involvement in sport, in turn, can be based on different
kinds of consuming behaviors. Watching sport program on TV, listening to sport news on
radio, and reading sport newspaper are also included as sport involving behaviors. These
kinds of involvement in sport are the foundation of sport development, because they can

inform how and why people are eager to be involved in sport activities.

The factors that lead to the involvement with sport activities can be described in five
different aspects shown in Figure 1.1. Personal Factor is concerned with the people
characters that encourage them to get involved with sport. It can be seen in the knowledge
or understanding in rules and regulations at a given sport, intention and effort made to
achievement, demographical variables related to involvement, people family

characteristics, skills and fitness, and other personal variable. Sociological Factor is the
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societal forces of the cultures, beliefs, and stereotype of the people who are willing to
participate in sport activities that affect the involvement (Yulk, 1989). This factor founded
in Thai people can be explained in many different ways. It is simply to be found in the
scenarios of: sport activities should have been provided with low cost or free of charge;
people who are in sports should have had talented skills and good physical fitness
conditions; participants should have mental toughness and are eager to be a winner. Social
Support Factor can be explained as the social units- schools, work places, families, and
other government agencies that intentionally provide opportunities either directly or
indirectly to support people in capable of participating in sport activities. Economic
Factor is status of a particular person in some tokens of micro economic level and the
situation at the macroeconomic level of a particular period of time of the people affecting
sport involvement. Lastly, Psychological Factor could be explained as the types of
motivation that extrinsically or intrinsically encourage people to be involved with sport
activities. Excitement, interest, and funs of the games or money, trophy, medal which can

be claimed as the psychological purposes to get involved in sport activities.

In functionalist perspective, sport can create social integration and solidarity that
denote a cohesion and relationship of the parts of the group or society (Snyder & Spreitzer,
1989). On the other hand, sport can be considered as the confliction in terms of identity of
sport and society. Sport can bring about the conflicts of public interest, since sport is a
kind of cultural practices, for instance, nationalism in sport, racialism, minority in sport,
classification in sport, and sport identity. Sport can be view as production and
consumption, when the sport events are the show performed by athletes and referees,
which required spectators to attend the show for entertaining. In the same way of
exchange theory, people who are involving in sport tend to behave in response to rewards
and to avoid painful and disappointing activities. It means that people need their
enjoyment, recognition, promotion, and other rewards in exchange, when they participate
in sport activities. In sport, participants need to make their own decision whether they
should continue their effort to pursuit their skill improvement or excellence in their
performance as a reward. The decision making is concerned with the cost of investment in
participating in sport--time, money, and efforts, and reciprocal values--material goods,
services, fun, and enjoyment. In economic terms, it could be explained as cost-benefit
ratio. The returning favors that are similar values of people gaining from participating in
sport are reciprocated in the balanced relationship that causes in continuing to involve
with sport.

In conclusion, the reasons to getting involved in sport activities are varied. It is
useful to be considered which of the factors are most crucial. The consequences of this

research would be able to indicate the factors that are highly related to the extent of sport
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involvement. With regards to the results of the study, the results will lead to the adaptation

of the factors to fit with the needs of people who are eager to participate in sport activities.

Methodology

Quantitative approach is applied as the methodology to draw the conclusion in this
research. Questionnaires constructed were used as an instrument to collect the data from

samples.
Participants

In this particular exploratory research, the population of the study included the active
ages of people who are aging between 18 to 30 years old in Thailand. The samples in this
research were randomly as the first place from 9 provinces throughout the country. The
province were randomly selected by the number of population within the provinces at the
largest and smallest numbers in a given regions. In each region, 450 subjects of two
provinces were selected by four regions—northern, southern, central, and northeastern
regions of Thailand. In addition, Bangkok, the capital city, was included as the last region
to add up another 450 samples to be studied. The total numbers of the samples to be

examined in this study were 2022.
Instrumentation

An instrument used in this study was the questionnaires consisted of: (a) personal
background (b) the sport Involvement characteristics of the participants, and (c)
questionnaire items that were included the items of all factors structured in details as
follows: personal factors, economic factors, sociological factor, social support factor, and

psychological factor. The questionnaire was a 5-point Likert scale.
Procedure

This research employed questionnaires as a tool to collect the data from people at the
active ages (18 to 30 years old) to sport activities all over the country. Ten research
assistants were trained how to administer the data collection through the 5-Likert scale
questionnaire checklist. The ten researchers were sent to collect the data by handling 200
to 250 questionnaires in each province. 450 Questionnaires in a region were randomly
collected from the people in a two-province region. All ten researchers had completed
data collection throughout the four regions and a capital city, Bangkok at the end of April
2008. Approximately, 2022 samples were totally collected.
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The statistical methods used to analyze the data collected from the study were
descriptive and ANOVA. Means, standard deviation, and t-test were utilized in order to
examine the relationship between the dependent variables (gender and ages) and

independent variables (five-related factors).

Results

The quantitative data were collected during March to April 2008 from five
locations—northern region, southern region, central region, northeastern region, and
Bangkok, a capital city of Thailand. Subjects in this study were 1083 men and 939 women,
aging 18 to 30 years old. After checking the data in the questionnaires, the total of 2022
could be used to statistically analyze in this study.

As mentioned, this study applied qualitative approach to the investigation of the
contributions of five factors to sport involvement of people who are in active ages form 18

to 30 years old. The results derived from the questionnaires are presented as follow:

Table 1: The differences between male and female in factors related to sport involvement

Male Female
Factors t-test Sig.
(N=1083) (N=939)
M 3.85 3.75
Personal Factor 3.654 .000*
SD .58 .61
M 6.02 6.05
Sociological Factor -.685 551
SD .93 .94
M 7.43 7.38
Economical Factor .935 350
SD 1.33 141
M 7.71 7.81
Social Support Factor -1.515 130
SD 1.54 1.45
M 15.81 15.75
Psychological Factor .540 589
SD 2.43 2.45

Note. Means and standard deviations of the five factors were derived from questionnaire
data collection. The Mean differences were significant only in personal factor between
male and female at .05.
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Purposes of Being Involved with Sport Activities

Table 2: Percentages of male and female in purposes of being involved with sport

activities
Purposes Male (N=1083) Female (N=939)
Health Improvement Purpose 57.2% 66.9%
Skill Improvement Purpose 10.4% 7.9%
Vocational Purpose 13.4% 7.6%
Enjoyment Purpose 8.1% 10.1%
Friend Finding Purpose 3.7% 2.2%
Body Shaping Purpose 2.1% 3.0%

Note. The highest percentages of purpose of being involved with sport activities in both

male and female were found in health improvement at 57.2 and 66.9.

Table 1 presents the one way analysis of variance of male and female scores in five
factors affecting sport involvement. The t-test was performed under the assumptions that
normal distribution and independence of observations were robust in male and female
sport involvement data. The identification of means, standard deviations, and t-values of
the scores in five factors between male and female sport involvement were presented in
Table 1. The t-test on personal factor scores between male and female of sport
involvement revealed that mean differences were statistically significant. The null
hypotheses were rejected. The conclusion was that the difference in gender was related to

the reasons in personal factor of being involved with sport activities.

Table 3: Popularity of sport involvement in male and female

Subscales Male (N=1083) Female (N=939)
Football 46.7% 12.8%
Volleyball 5.4% 22.0%
Basketball 5.0% 8.5%
Sepak Takraw 5.7% 6.0%
Badminton 3.9% 13.1%

Note. The highest percent of male favorite sport was found in football at 46.7, on the other

hand, in female the highest percentage was found in volleyball at 22.2.
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Discussion

This study aimed to examine the relationship between the five factors and sport
involvement. The findings to be discussed are based on quantitative analysis. Begin with
the addressing the influences of gender on the factors affecting sport involvement and
following with the percentages of the popularity of sports and purposes of involvement
with sports among the people aging 18 to 30 years old.

With respect to hypothesis testing concerning gender and sport involvement factors,
the mean scores of male and female in four factors of social support, economy, sociology,
and psychology were not different. Only the mean scores of gender in personal factor
were found to have a significant difference at the level of .05. This finding was partially
consistent with previous studies regarding sociocultural contexts and social behaviors of
gender differences that are linked to characteristics of female, especially beliefs and
attitude of female toward sport activities (Yulk, 1989). In female, personal factor indicated
that women seem to be less interested in learning rules and regulations of sports than men
do as well as the seriousness of participation. In addition, women purposefully participate
in sport activities for health improvement and enjoyment, contrary, men prefer health
improvement, skill improvement, and vocational purpose to enjoyment. For favorite sports,
men are interested in football the most while volleyball was the most popular sport for
women. According to the exchange theory, the demand of excitement and enjoyment is the

reason why people want from sport activities (Snyder & Spreitzer, 1989).

In summary, personal variables of the participants play a major role in managerial
components of consumer needs, especially in the quality and types of service in sport
activities. The findings of the present study did indicate that gender, sport types, and
purposes of sport involvement are related. Results suggest that the differences of
participant characteristics, knowledge, and cultures and beliefs of gender contribute to the
differences in sport involvement. As a result, it can be said that the differences in
demographical variables, especially in gender, can lead up to increasing or decreasing in

sport involvement in different types of sport activities with different purposes.
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Abstract

Since it gained independence in 1965, Singapore has gone through several stages of
sports development. From the 60’s and 70’s to early 90’s, the main focus was to provide
opportunities for participation by all, rich or poor, young or old, in some forms of sports
and physical recreation throughout life. “Sports-for-all” were the buzz words. Since the
early 90’s, the focus has shifted to sports excellence whereby the athletes have been
encouraged to do well in the international sporting arena to bring glory and pride to the

nation.

During the Committee of Sporting Singapore (CoSS) years, from 2001 to the present
(and going into 2010), the emphasis became more comprehensive and holistic. The three
pillars of sports for all, sports excellence, and sports industry received almost equal
attention from the government. The establishment of the Sporting Culture Committee
(SCC) in 2007 and the release of the SCC report signified a further move to build and

nurture the overall sporting culture in Singapore.

The attention, resources, and support for sports provided by the Singapore
government in the recent years have been unprecedented. From the construction of the
Singapore sports hub and the racing track to the hosting of the first ever F1 Grand Prix
city night circuit and the inaugural Youth Olympics, the sporting scene in Singapore could
not be any brighter. The sports industry is positioned to become one of the sun-rise

industries.

This paper aims to provide an overview of the sports development in Singapore. It is
hoped that after reading the paper, the readers have a better understanding of how
Singapore sports has evolved and where it is heading. For organizational purposes, the
paper is organized according to the following topical areas: (a) Evolution of sports in
Singapore — the early years, (b) Committee of Sporting Singapore (CoSS) report, (c) CoSS
progress report, (d) Singapore Sports Hub, (e) Sporting Culture Committee (SCC) report,
targets, strategies and recommendations, and (f) Conclusion.
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Introduction

Sports development and planning is an on-going process for many countries in the world.
Different countries may be in different stages of development, but their main focus will

still be on sports excellence, sports participation, and sports industry.

China, for example, had recently announced its 11th 5-Year Plan (“11-5) for
Sports. The Plan was set up after the announcement of the 11th 5-Year Plan for Economy
and Social Development to build a well-off and harmonious society. The “11-5” period is
a crucial time for China to build a comprehensive well-off society. At the same time, it is
also the transitional stage for sports in China. The favorable economy and social
environment had laid a strong foundation for the development of the sports industry. With
the growth in economy, society, and standard of living, there is an increasing demand for
sports by the people, thus raising the profile and importance of sports in the country. The

expectations on sports will also become higher.

The 2008 Beijing Olympic Games is a rare opportunity in the sports history of
China. It will have great positive impact on all aspects of sports in China. Doing well in
the tasks planned in the “11-5” period will lay a stronger foundation for China’s sports
development in a comprehensive, well-coordinated and sustaining manner.The “11-5”
Plan has, from a strategic and macro point of view, put forward targets and missions to be
accomplished in the next five years. It comprises 9 sections and 60 clauses that cover all
aspects of sports excellence, sports for all, and sports industry (Sports, 2006).

New Zealand has recently released its high performance (sports excellence)
strategy for 2006 — 2012. It is the outcome of a comprehensive analysis of New Zealand's
high performance structures and systems. The review analyzed the delivery structure and
support programs at national and regional levels (SPARC, 2006). New Zealand wants to
continue to do well internationally in sport because it is important to their nation.

The annual review of Sport England stipulates that the targets are beyond 2012
when London hosts the Summer Olympics Games. England must do well in front of its
own countrymen, but the target stretches to 2020. The target is to have at least 70% of its
people playing sports or exercising 5 days a week, 30 minutes each day (Sport England,
2006).

Since it gained independence in 1965, Singapore has gone through several stages
of sports development. This paper is organized according to the following topical areas: (a)
Evolution of sports in Singapore — the early years, (b) Committee of Sporting Singapore
(CoSS) report, (c) CoSS progress report, (d) Singapore Sports Hub, (e) Sporting Culture
Committee (SCC) report, targets, strategies and recommendations, and (f) Conclusion.
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Evolution of Sports in Singapore - the Early Years

In 1966, the Sports Division was formed within the then Ministry of Social Affairs. The
focus was to use sports as a means to get people of different races to interact, and to better

understand and accept each other.

As there was a strong desire to expedite the growth of sports, the National Sports
Promotion Board (NSPB) was formed in 1971. Inter-constituency sports were introduced
to get more people involved in sports. In order to plan and execute the National Stadium
development project, the National Stadium Corporation (NSC) was also established in the
same year. The National Stadium was opened July 21, 1973 in time to host the South East
Asian (SEA) Games.

With the completion of the National Stadium, the NSPB merged with the NSC on
October 1, 1973 to form the Singapore Sports Council (SSC). The SSC is currently a
statutory board of the Government of Singapore, established by an Act of Parliament
under the SSC Act of 1973. It now comes under the umbrella of the Ministry of
Community Development, Youth and Sports (MCYS), and is headquartered at the
National Stadium in Kallang. The SSC is the executive arm of the MCYS for the
development of sports in Singapore. Its mission is to develop sports champions and create
enjoyable sporting experiences for Singapore. It is also tasked to cultivate a sporting
culture, achieve sports excellence, and create a vibrant sports industry. It operates various
sports facilities located all over Singapore to help promote sports participation to all

Singaporeans.

The main thrust of the SSC then was to provide opportunities for participation by
all, rich or poor, young or old, in some forms of sports and physical recreation throughout
life. In his opening address during the opening ceremony of the National Stadium in 1973,
our then Prime Minister Mr. Lee Kuan Yew had said, “We live in an artificial city life. Too
many people take the lift, briefly amble to the bus stop, and take another lift to work.
Many do not make daily exercise a habit. Sports can help” (Singapore Sports Council,
1995, p. 16). The SSC further said, “Through mass sports, the country could enhance the
valuable qualities it had, including a keen, bright, educated people who will lead better
and more satisfying lives if they are fit and healthy” (Singapore Sports Council, 1995, p.
16).

The “Sports for All” policy was drafted, and with that, more mass sports events
were organized. In 1976, many constituency sports clubs were formed to promote
constituency sports. Also in 1976, the coaching plan was implemented to standardize the
training of coaches for all sports in Singapore. Sports medicine was also introduced

mainly for the recreational participants to assess their fitness level, and provide medical
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clearance for those intending to have an exercise program and individualized exercise
prescription. A number of fitness schemes and awards were introduced to encourage
participation in sports. Some of them included the National Aerobic Fitness Award, the
National Physical Fitness Award, and the National Survival Swimming Award. In order to
ensure that the sports amenities were readily accessible to all Singaporeans, the master
plan of sports facilities was also implemented in 1976. In addition, the fitness parks were

introduced to encourage regular exercise.

While the emphasis was on mass sports, there was provision for sports excellence
within the “Sports for All” framework. The pyramid model (see figure 1) was adopted.
Based on the model, the promotion of mass sports and competitive sports were
complementary. Only when there was a critical mass on participation could we expect
more elite athletes to excel (SSC, 1984).

A
A

mass participation

Figure 1: Pyramid Model

Some of the examples of early years support for sports excellence were as follows:

1. Training Scheme was made possible by the generosity of the commercial sector

to provide systematic and programmed training for the athletes.

2. The Sports boy and Sports girl Award was introduced in 1976 to recognize those
below 18 years of age who had shown excellence in their sports.

3. The aim of the Sports Aid Fund established in 1982 was to assist talented and

deserving athletes whose sporting careers were hampered by lack of fund.

4. Also established in 1982, the purpose of the Sports Scholarship Scheme was to
award overseas sports scholarships for the talented athletes.
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5. The Special Training Assistance Program launched in 1983 was to provide the
National Sports Associations (NSAs) with additional financial assistance to
prepare their teams for major Games such as the South East Asian (SEA), Asian

and Olympic Games.

6. Launched in 1987, the Sports Excellence Assistance Program aimed to provide
grants to assist athletes with their training expenses. The program was later

extended to provide financial assistance to promising students in 1992.

7. The Joint Polytechnic/SSC Admission Scheme for Sportspersons was introduced

in 1991 to encourage and assist more athletes to study in the local polytechnics.

8. The Compensation for Loss of Income Scheme was launched in 1992 to help

athletes train full-time prior to the major Games.

The year 1993 marked yet another key development for Singapore sports. After
staging a successful SEA Games and winning the most gold medals ever for Singapore,
Prime Minister at the time Mr. Goh Chok Tong stated at the Istana garden party for the
athletes and officials, “when I was watching the (1993 SEA Games) action from the
poolside at Toa Payoh, I could feel the electricity in the air every time a Singaporean stood
on the starting block. And when Majulah Singapura was played, I felt the flood of pride
and joy sweeping through the stadium. It was a tingling, warm feeling which I am sure
thousands of Singaporeans who followed the Games either on site or on TV also shared”

(Singapore Sports Council, 1995, p. 21).

Certainly, sports excellence contributes to a nation’s stature, lifting its soul and
spirit. Mr. Goh also said, “Whether we win medals or not, (the promotion of sports
excellence) must raise the overall competitive spirit of Singaporeans. It is the spirit that
will get us through the challenges ahead — sports, economics, or whatever” (Singapore
Sports Council, 1995, p. 21).

A champion is one who not only has physical strength but also strong will and
determination. If an athlete aims to become a champion, his will and determination should
be much stronger than that of his rivals. Another prominent feature of a champion is his
intelligence and quickness of response. Surely, without this feature no athlete would be
able to win the title (Khamenei, 2003). Sports champions are the symbol of strength,

liveliness, and perseverance of our young generation.

Indeed, sports excellence is not an end in itself. It is a means to cultivate a resilient
society. It helps develop and enhance our overall competitiveness that is essential not only

for the growth of the economy, but also for our personal well-being.
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It is also important to note that although there is no official research with regards
to the correlation between competitive sports and better leaders, there are many examples
in which individuals who played competitive sports are better leaders in the future. Locally,
a number of our political leaders were competitive athletes during their younger days. Our
Senior Minister swam for his alma mater while our Education Minister represented his

school in many sports. There are also many similar examples in the corporate world.

Fuelled by the sterling performance at the 1993 SEA Games and with the full
backing from Mr. Goh, the SSC launched the “SPEX 2000: WINNING FOR
SINGAPORE” campaign. The government and the Singapore Pools together pumped in
an annual budget of $10 million to help produce not just SEA Games champions, but also

winners at the Asian and even Olympic Games.

Committee of Sporting Singapore (CoSS) Report
In September 2000, the Committee on Sporting Singapore (CoSS) chaired by then

Minister for Community Development and Sports, Mr Abdullah Tarmugi, was set up to
formulate the development strategies for sports and to recommend specific initiatives for
the future development of sports in Singapore. In July 2001, the blueprint to lift Singapore
sports to new heights was officially launched by our then Prime Minister Mr. Goh Chok
Tong. It signified a new era in Singapore Sports. The vision was to realize a sporting
nation where sports can: (a) develop resilient and healthy people, (b) bring a multi-racial
society together, (c) enhance national pride, (d) contribute to a vibrant society and
economy, and (e) strengthen friendships with other nations. The Committee put forth three
pillars and 40 recommendations. The three pillars included Sports for Everyone, Sports

Excellence, and Sports Industry. The recommendations targeted six key areas:
1. Getting everyone started on a sturdy sports culture;

2. Creating a more conducive sports environment;

3. Developing more effective National Sports Associations (NSAs);
4. Developing and implementing a “Sports for All” master plan;
5. Pursuing Sporting Excellence; and
6. Developing a vibrant Sports Industry.
Sports for Everyone

In 1992, the percentage of Singaporeans aged 15 years and older who underwent a
sporting or physical fitness regime was only 24%. Five years later, it rose to 34%, but that

was still only one in three Singaporeans. Apart from the benefit of a healthy lifestyle, the
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nation’s small population base could ill-afford to have two-thirds of the population neglect
sports. If there was to be a change in the sporting landscape of Singapore, it had to start

from this basic pillar of people power.

Without this pillar, sports excellence and a sports industry would not take off. A
sturdy sports-for-all culture provides the critical mass from which the best Singaporean
athletes could be talent-spotted; a vibrant sports-for-everyone environment creates the
required complement for an energetic sports industry, generating demand for sports events,
goods and services (MCDS, 2001).

The aim is to see one in two Singaporeans participating in a sports-related activity
by 2005.

Sports Excellence

Sporting excellence is not a new idea although it is much younger than the
country’s sports-for-all policy. Sports excellence refers to performing well in the
international sporting arena and bringing glory to the nation. It was formalized in 1993
with the birth of the SPEX scheme, where elite athletes were identified and groomed to
win medals. It was a giant leap forward then as it set tangible benchmarks for largely
regional athletic achievement. A hierarchy of sports (core, merit and others) was created.

Funding for top athletes saw an eight-fold leap from $1 million annually to $8 million.

These amounts were no longer sufficient because the bar has been raised.
Singaporeans no longer live and compete in a regional goldfish bowl. The world has

become our oyster.

Singapore sports could, however, do well. The reason why sports excellence was
proposed was not simply because others were doing it per se, but because it was one of the
missing pieces in building a great nation that verbalizes, illustrates, and energizes a matter
of the heart--national pride and international respect. No longer could this be limited to
SEA Games-like achievements. Just as Singapore business and professional Singaporean
talent must strive to compete with the best in the world, the best and the most competitive
of Singapore sports must, as a force, be able to hold their own against the best (MCDS,
2001).

The aim for sports excellence is to develop Singapore into one of the top 10
sporting nations in Asia by 2010.

Sports Industry

Singapore’s sports industry hardly makes a dent in the economy. Australian taxes
from the sports industry exceed government generosity for sports, making sports a net
contributor to government revenue. Most of Singapore’s sports-related companies are
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minor. There are only four listed sports-related companies. The total number of sports club
membership is 300,000, fewer than 1 in 10 Singaporeans.

For a world-class city, there were no major sports events for Singaporeans, let
alone the region or the world to remember us by, and no Singapore icon that jogs the
global memory. There are inadequate facilities; the National stadium is more than 30 years
old, well past its use-by-date. The marketing tools that have made Singapore a business
hub are virtual strangers to the sports industry; lack of communication within and outside
the Singapore sports world has blocked out most of the sponsors. There is no career path
for athletes and sport enthusiasts; the sports culture is weak because of a lack of publicity

of local events and icons.

What will a vibrant sports industry do? It will benefit the economy and help spur
tourism, entertainment, media, and info-com sectors. Part of the money generated will
be channeled to sports associations and clubs — and let sports pay for themselves in the
long run (MCDS, 2001).

The aim of the sports industry pillar is to double the size of the sports industry by
2010.

CoSS Progress Report
Today, two-thirds of the way through the 10-year plan put in place by the CoSS, Singapore

has implemented 31 out of the 40 recommendations. The remaining nine

recommendations are work in progress (refer to Table 1 below).

For Sports Excellence, Singapore is on track to be among Asia’s top 10 sporting
nations. Our athletes have steadily improved their performances at the Major Games',
most recently at the 2007 Southeast Asian Games, the 2006 Commonwealth Games, and
2006 Asian Games. We are on track to establish a new gold medal tally benchmark at the
2010 Asian Games.

The launch of the Singapore Sports School has laid critical building blocks for a
sustainable sports excellence system. The Sports School provides a world-class
environment for students who want to excel in the sporting arena, without compromising
quality education. For elite athletes who have completed formal schooling, the Singapore
Sports Council (SSC) has introduced the Programme for Elite Athlete Career (PEAC),
which provides support to able-bodied and disabled athletes, allowing them to pursue both

professional and sporting aspirations.

' The term ‘Major Games’ refer to the following competitions: Southeast Asian (SEA) Games, Asian Games,

Commonwealth Games and Olympic Games.
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Table 1 CoSS Progress Report

Areas Completed / Implemented * Work in Progress **
Promoting Sports ® Increase awareness and interest in ® Twin NSAs with owners of
Culture / Building a Singapore sports facilities
Conducive ® Recognize outstanding athletes and
Environment stakeholders of sports

Nurturing Effective ® Develop strategic plans for NSA

Sports Bodies development

® Review NSA Constitutions

® Set up an NSA development fund

® Centralize or cluster secretariat
support

® Adopt a customized approach for
funding support

® Adopt a suitable NSA organization
structure

® Have feedback channels for

stakeholders
® Fund for multi-year program
Sports for Everyone ® Promote sports to youth ® Coordinated approach in
® Recognize constituency sports clubs planning & organizing
® Strengthen capabilities of sports competition for students athletes

service providers
® Support special sports group
Enhance sports and PE in schools

Maximize the use of facilities for

sports
Sports Industry ® Set up a Sports Marketing Team ® Provide tax incentives for
® Develop media management approved sports events &
capabilities organizations
® Co-invest in approved sports events ® Develop a multi-use sports hub
® Provide grants for approved sports ® Enhance sports publicity
events ® Develop fund-raising and

marketing capabilities
® Forming a sports industry

association
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Table 1 CoSS Progress Report (cont.)

Areas Completed / Implemented * Work in Progress **
Sports Excellence ® Set up Sports School ® Implement a Sports Talent
® Minimize the impact of NS on a Identification Program
National Athlete’s training program ® Set up more sports centres of
® Provide scholarships for sports-related excellence
studies

® Give more recognition to technical
officials

® Set up a coaching council

® Develop Sports Medicine and Sports
Science Expertise

® Develop courses for sports
administration

® Ensure local talent development while
welcoming foreign talent

® Provide career counselling & planning
for elite athletes post competitive
sports

® Adhere to transparent & consistent

selection processes

® Select games officials well in advance

*  Completed/Implemented: Put in place necessary infrastructure framework, systems,

processes and/or policies.

**  Work-in-Progress: Project/Initiatives started and at varying degrees of completion.

The sports industry is growing steadily, with GDP contribution at an estimated
$696 million in 2003, up from $581 million in 19982, The SSC has reached out to the
business community to increase marketing and networking opportunities. Now, we have
more local marquee sports events with naming rights sponsors, e.g., the Standard
Chartered Marathon, Aviva Badminton Open, Barclays Singapore Open, and Osim
Singapore Triathlon. We have also hosted major sporting events, such as the 117"
International Olympic Committee (IOC) Session that drew international recognition.

* Based on data from the Economic Development Board.
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For our National Sports Associations (NSAs), the SSC has conducted regular NSA
networking sessions to support the NSAs as strategic sporting partners. Over the recent
years, the success of NSAs such as Singapore Sailing has proven that they can become
true champions for their sports, attaining organisational excellence and achieving

world-class outcomes.

Across all age groups, Singaporeans have become more active. As seen in the chart
below, the participation rates in sports in almost all age groups have increased between
2001 and 2005. Through the combined efforts of the SSC, Ministry of Education (MOE),
Health Promotion Board (HPB), and other agencies and partners, Singapore achieved a
48% sports participation rate by 2005, a 10% jump from the 38% participation rate in
2001. Of notable mention is the Sports Partnership Promotion Programme (SPPP) that
supports organising regular sports programmes and events for everyone. The
infrastructural front has also broken new ground with the innovative Dual Use School
Fields Scheme (DUS). This landmark collaboration between the MOE and SSC sees
school fields being opened to the public. As public schools are progressively being
outfitted with indoor sports halls, they will be made available for community use to

facilitate and encourage regular sports participation.

The Sporting Singapore blueprint drawn up by the CoSS has focused on setting up
infrastructure, systems, and processes for our three strategic pillars of Sports for All,
Sporting Excellence, and developing the Sports Industry. While these ground-breaking
strategies have yielded great strides and monumental results, there is a need to think ahead

to sprint the next lap.

Singapore Sports Hub

One of the CoSS recommendations is to develop a multi-use sports hub. This particular
recommendation deserves a special mention here because it will be the only big-scale
sports infrastructure development for Singapore after our national stadium that was built
in 1973.

Procured using the Public-Private-Partnership (PPP) model, this S$1.87 billion
(NPV) project, scheduled to be completed by 2011, will be the world’s largest sports and
leisure PPP infrastructure development. It will come with a 55,000-seat national stadium
with retractable roof, a 6,000-seat indoor aquatic centre, a 3,000-seat multi-purpose indoor
arena, a water sports centre, the existing 12,000-seat indoor stadium, and 41,000m2 of

commercial space, all built within the 35 ha of land.

The vision of the sports hub is to have a fully integrated sports, entertainment, and

life-style hub for everyone in Singapore. It will position Singapore as: (a) Asia’s leading
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sports, entertainment and lifestyle hub; (b) the world’s first large-scale land and sea sports
facility with integrated programming; (c) a regional centre for elite training; (d) a sports
business hub and; (e) a regional sports knowledge hub. The sports hub will become the
main catalyst to build and cultivate sporting culture in Singapore.

Sporting Culture Committee (SCC) Report

The purpose of establishing the Sporting Culture Committee (SCC) is to take a hard look
at the sporting culture in Singapore to see how it could be further strengthened in order to

bring sports to everyone. It has set itself two key tasks:

1. Review the Sporting Singapore vision, desired outcomes and development

strategies to strengthen and transform Singapore’s sporting culture.

2. Propose recommendations to serve as a high-level blueprint to guide Singapore’s

sports development efforts.

Five different sub-committees were formed to see how Singapore sports could

move forward in the next 10 to 15 years. They are as follows:
a. Demand and Software- Developing a sporting lifestyle;
b. Glory for the nation- Producing sports heroes and champions;

c. Building the sector- Creating a sports ecosystem and developing the sporting

industry;

d. Supply and hardware- Catalyzing sporting opportunities in the community

and;
e. Increasing mindshare- Enhancing public education and awareness.

The SCC report was released in January 2008. The SCC Committee’s assessment
is that it is important to stay the course with our existing strategy to develop the key
thrusts of Sports for All, Sports Excellence, and Sports Industry. These three areas are
mutually reinforcing — Sports for All builds the base to funnel talent for Sports Excellence,
which in turn can inspire even more budding athletes to take up sports seriously. A vibrant
Sports Industry would provide the goods and services to support the virtuous cycle
between Sports for All and Sports Excellence, and in turn generate the economic

value-add and jobs to drive the entire sporting ecosystem.

The challenges ahead, however, are twofold: first, to bridge areas of synergy across
the three sporting pillars; and second, to adopt a “many helping hands” approach to sports
development. Areas of synergy could include greater community involvement from our

elite athletes to build up sports participation at the local levels. A “many helping hands”
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approach would encompass rallying key stakeholders in the government and
non-government sectors, such as NSAs, grassroots groups and sports clubs, to help drive

sports.

SCC Targets
The Committee put forth three specific targets as follows:
Sports for All

From 50% sports participation by 2005 (which has been achieved) to a more
encompassing set of sports culture measures that include (i) attaining 66% sports
participation3 by 2015, (ii) building up spectatorship at live sporting events from the
current 5% to 10% of the populati0n4 and (iii) attracting more volunteers into sports from
the current 6% of those who do volunteer work’, e.g., as event helpers, coaches for
community sports, executive committee members in clubs and National Sports
Associations (NSAs).

Sports Excellence

From Top 10 in Asia by 2010 to a broadened focus of (i) attaining medal glory in
the 2012 Olympics and sustaining the success in subsequent Olympics as our pinnacle
goal, (ii) maintaining our position among the top 10 sporting nations in Asia beyond 2010,
and (iii) nurturing a steady stream of Singaporean athletes winning world championships

and achieving global rankings across a broad spectrum of sports.
Sports Industry

From a target of S$1.4b Gross Domestic Product (GDP) contribution in 2010 to
S$2b° GDP contribution in 2015. To achieve this target, Singapore must develop a clear
and unique value proposition in the global market, so that our sports industry would be
fuelled by local demand for sustenance and international demand for growth. In particular,
we have to identify areas of high value-add, e.g., regional sporting academies and
institutions, world-class sports science and sports medicine centres (SMSS), event

management and event rights, and developing Singapore into a regional hub for

* This translates to 2 in 3 Singaporeans taking part in sporting activities at least once a week.
* According to the 2005 National Sports Participation Survey, 5% of the population aged 15 and above
would watch sports either at the event venues or both on TV and the event venues.
> According to the National Volunteer and Philanthropy Centre’s Individual Giving Survey in 2006, about
15.5% of Singaporeans aged 15 and above have done volunteer work in the past 12 months.
% The S$2b target for 2015 is an economic projection based on EDB and SSC’s joint plans to develop the
sports industry, e.g. boosting sports and leisure-related exportable services and products, particularly in the
sub-segments of retail/merchandising, manufacturing, media and broadcasting, professional services,
education, and sports medicine and sports science (SMSS).
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sports-related companies and organisations. The economic agencies must take the lead to
chart the growth strategies and lend their expertise, tools and networks for the industry to
take off.

SCC Strategies and Recommendations

The SCC Committee recommends four key strategies to further develop sports in

Singapore. Accompanying these strategies are 22 recommendations.

Strategy 1 is about inspiring the nation. Three recommendations have been
proposed to raise public awareness and interest towards sports, particularly local sports.
These include (1) developing entertaining sports-centric media channels; (2) supporting

the creation of compelling sports content; and (3) promoting our sporting champions.

Strategy 2 is about generating sporting opportunities for all. In terms of making
more sporting facilities available, accessible, and enjoyable, three recommendations have
been proposed: (4) maximizing usage of publicly-funded sports facilities; (5) creating

more playing spaces and; (6) creating 360° sporting environment.

In terms of promoting sporting opportunities to youth, the focus is on: (7) teaching
every child at least four sports and (8) creating more play opportunities for every child.
With regards to bringing sports to the doorsteps of all Singaporeans, it is proposed to: (9)
initiate the Singapore Games, and (10) host one marquee sports event every month.

Strategy 3 focuses on building a flourishing sports ecosystem. It is important to
nurture more bottom-up and market-driven initiatives to support groups, programs, and
infrastructure. In terms of catalyzing community involvement in sports, there is a need to
(11) grow vibrant sports clubs. In order to develop our NSAs’ capabilities, it has been
proposed that: (12) an NSA Advisory Council be established, and (13) fortify NSAs’

sports management capabilities.

In order to expand the coaching services, it is recommended that: (14) more
“Learn-to-Play” instructors be trained, and (15) raise the standards of the coaching
industry. To establish sports as a robust economic engine, three recommendations have
been put forth: (16) create the market to grow sports enterprises; (17) make Singapore an
international sports medicine and sports science (SMSS) centre of excellence and; (18)
encourage the private sectors to manage sports facilities and programming. In order to
build a strong legal foundation, it is important to (19) enhance transparency and

understanding of legal issues.

Strategy 4 is about developing champions. Recognizing the fact that our national
athletes are an extremely powerful source of inspiration and rallying point for
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Singaporeans, there is a need to capitalize on our athletes’ performance on the
international sporting arena to generate interest in sports and build national pride. The
Committee therefore recommends that: (20) a multi-agency ‘Glory for the Nation’
committee be formed; (21) start a world-class Sports Institute at the Sports Hub and: (22)
ramp up youth talent development.

Together, these four strategies mutually reinforce one another to grow the sporting

culture from different angles.

Conclusion

Similar to many countries in the world, Singapore sports has gone through several stages
of development. From the 60’s and 70’s to early 90’s, the main focus was to provide
opportunities for participation by all, rich or poor, young or old, in some forms of sports
and physical recreation throughout life. “Sports-for-all” was the buzz term at that time.
Since the early 90’s, the focus had shifted to sports excellence whereby the athletes were
encouraged to do well in the international sporting arena to bring glory and pride to the

nation.

During the CoSS years, from 2001 to the present (and going into 2010), the
emphasis became more comprehensive and holistic. The three pillars in Sports for All,
Sports Excellence and Sports Industry received almost equal attention from the
government. The establishment of the Sporting Culture Committee (SCC) in 2007

signified a further move to build and nurture the overall sporting culture in Singapore.

With the advent of the F1 Grand Prix in 2008, the hosting of the inaugural Youth
Games in 2010, the completion of the sports hub in 2011, and many other significant
developments and happenings in Singapore, a vibrant sporting scene can be expected and

that augurs well in our quest for richer sporting culture.
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Management and system of physical culture and

sports in Mongolia

G. Sukhbat, B. Bolormaa, & B.Chinbat
Mongolian Association for Sport Management
Avarga College of Physical Education

Mongolian State Committee of Physical culture and Sports

Review of Mongolia

Mongolia is (The Mongol Empire) was founded Genghis Khan in 1206.

Mongolia, the Land of Blue Sky, is a remarkable country of spectacular light and

traditional culture.
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Mongolia is located between the Russia and China. Area: 1,565 million square
kilometers. Landscapes: Steppe, desert with sand dunes, taiga, mountains with glaciers,

lakes.Average Altitude: appr . 1.500 m above sea level.
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Constitution of Mongolia: Parliamentary democracy since 1990. State president is
elected by the people. Population: 2.71 million. Religions: Buddhism (predominant),
Shamanism, Islam. Economy: Services, agriculture, mining, tourism (growing demand,

improving infrastructure); export of minerals, cashmere products, textiles.

Mongolia is country of nomadic culture and an invigorating and exhilarating place

to visit.
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Management and System of Physical Culture and Sports in Mongolia

Structure of management and system of physical culture and sports in Mongolia consists
of government and non government organizations. Non government organizations

there are: National Olympic Committee and Association for Sport management (Picture

1).

The government management and system of Physical Culture and Sports divided
to two following levels: State and local levels. The state level includes a Great Khural,
Government and Central Government body. ( Picture.2). Management of local level of
physical culture and sports is belong to local administrative organizations such as Aimag,
capital city, district and soum governors.

Government

National Olympic Association for

Committee Sport

Picturel: Structure of Management and System of Physical Culture and Sports in
Mongolia

State Great Khural

Government Central Government body

Picture 2: State management structure of physical culture and sports
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1. The managing functions of State Great Khural are followings:
® Determine national policy on physical culture and sports.

® Adopt the law ( THE LAW OF MONGOLIA ON PHYSICAL CULTURE AND
SPORTS had been adopted by SGK (2003)

® Make decisions on ratification and denouncement of Mongolia to international

treaties with respect to physical culture and sports.

2. Government following powers for support and development of physical culture
and sports:

® Implement national policies on physical culture and sports.

® Approve and implement national program on development of physical culture and
sports. (Mongolian government has set up several national program for example: the
National program for development sports and physical culture during the 2003 —

2008 years; Program for development of national sports 2007-2012 years)

® Establish and operate the senior national teams; (national senior teams had been
established and these include over 100 sportsmen and 29 sportsmen had a right to
participate in Olympic games Beijing -2008)

® Award sportsmen, who have successfully participated in Olympic games, World and
continental event, establish amounts of such awards and rules there of ; (Mongolian
sportsmen successfully participated in the summer Olympic Games 11 times since
1964 years and in the winter Olympic Games 10 times since 1966 years. There are 20
Olympic medalists in Mongolia (Champion of Olympic games -3: silver medalists —

7 and Olympic bronze medalists — 10).

® Make decisions on organization of international, World, continental and national

sports events to be held on the territory of Mongolia;

For example: national sports events such as Sport’s Festival of children, Sport’s
Festival of students , National sport’s festival, Festival of all population for every 4 years

and Naadam Festival at 11-13 June for every year.

3. The Central Government body — State committee of physical culture and sports is

managing a following functions
® Elaborate national policies on physical culture and sports.

® Elaborate and ensure implementation of national program on physical culture and

sports.
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® Elaborate a policy for training of qualified personnel of physical culture and sports
professions and develop medical sciences with emphasis on physical culture and

sports.

® Organize works directed towards making physical culture as a tool for preventing
illness and streamlining it as a healthy style of living.

® Other powers specified in the laws.

Management of physical culture and sports at the local administrative organizations

Aimag, capital city, district and soum are administrative unites of Mongolia. Aimag and
soum are province administrative unites of Mongolia. Mongolia consists of 21 aimag.
(pucture .3)

Every aimag divided to 18 soum. Aimag, capital city, district and soum governors
shall have following rights in the managing of physical culture and sports:

® Aimag, capital city and district governors shall establish physical culture and sports
committees at their respective levels and nominate or dismiss the manager of the
committee in consultation with the state administrative body responsible for physical
culture and sports.

® Soum governor shall nominate or terminate not on permanent physical culture and
sports methodologist on a contract basis.

Pucture 3: Administrative unites of Mongolia (Aimag, capital city, district and soum)
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Non government organizations in the of physical culture and sports in Mongolia:

National Olympic Committee and Association for Sport management.

Mongolian National Olympic Committee (MNOC)

The main functional structure of MNOC consists of Sports federations -59; Olympic

education centers-28 and Olympic awareness cabinets-700 in all country.
® To disseminate Olympic ideals
® To educate young people
® To increase Olympic medals
® To create modern sports

® To become host for international sports events

Mongolian Association for Sport management( MASM)

The purpose of MASM shall be to promote, stimulate and encourage managerial activities

in the field of physical culture and sports.

MASM shall endeavor to carry out the following functions:
® Assist in the dissemination of information and knowledge in sport management.
® Organize or assist various conference and workshops in the field of management.
® Encourage and promote research work of sport management.

® Facilitate and develop relationship among academic institutions in Mongolia and Asia

through participation in AASM program of activities.

Educational organizations of all levels will take following measures and management
for purposes of developing physical culture and sports in our country.

® Organize physical culture and sports trainings.
® Organize various competitions, games and events among.

® Approve and implement special programs for development of physical culture and

sports.
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Colleges of physical education is main institutes in realization of management in
the field of physical education and sports such as they carry out special course for sport

management.

Pucture 4: Avarga college of physical education is famous by Judo wrestling in Mongolia

It is mother college of first champion of Olympic games

There are 6 colleges of physical education and sports in Mongolia. One of colleges of

physical education and sports in Mongolia is Avarga college of physical education.

Conclusion

® The managing structure of physical culture and sports in Mongolia consists of
management of the state administrative and Management of the local administrative
organizations and management of nongovernmental organization — National Olympic

Committee and Association for Sport management.

® The management of physical culture and sports in Mongolia at the state
administrative levels have been directed by State Great Khural , Government and

Central Government body - State committee of physical culture and sports.

® The management of physical culture and sports at the local administrative

organizations have been done by Aimag, capital city, district and soum governors.
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® Educational organizations of all levels in particular Colleges of physical education
and sports play main role in realization of management of physical culture and sports
in our country by including physical culture and sports into their teaching contents

and curriculum plans and establishing as per education standards.
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Why Do Sports Stars Become Popular? For Sports
Performance, Looks or Media Exposure? : Take Taiwan
SBL 2003~04 Sports Stars as Example

Kai-Li Wang

Department of Leisure Management, Yu-Da College of Business

Abstract

The researcher took the candidate players of All-Star Game of SBL Season 1 in
2003-2004 as research objects to discuss how such factors as sports performance, good
looks or exposure have effect on their popularity. The researcher entrusted the SBL staff to
provide information about the number of votes for each player included in the All-Star
Game Season 1 in 2003-2004 and then acquired the data concerning their respective teams,
sports performance, pictures, and exposure via Internet. Graders then evaluated their looks
via the web-based questionnaire where the photos of players had been attached. The
researcher took the number of votes as response variable and others as explanatory
variables to conduct multiple regression analysis by using SPSS 14.0. Results show that
the difference in teams and exposure have significant effect on the number of votes for
SBL players. And more exposure wins more votes. With the interaction between exposure
and looks taken into consideration, points of looks still gives significant explanatory
power to the number of votes for players. A high-points look wins more votes. With the
interaction between exposure and sports performance taken into consideration, the sports
performance does not give significant explanatory power to the number of votes for
players. The research suggests that, in terms of creating a sports star, the reasons for the
popularity of SBL 2003-2004 players lie mainly in mass media exposure, their looks, and

the team to which they belong rather than their performance.

Keywords: Sports star, sports performance, looks, exposure, Super Basketball League
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Introduction

Since 1990s when the sports industry had developed rapidly, it has became an important
economic activity whose value comes not only from conventional manufacturing
departments but also from sports entertainment that contributes considerably to the overall
sports industry (Meek, 1997). SportBusiness Report further indicates that the trade value
of sports industry exceeds the global trade values by over 3%, even more than the 1% of
Gross National Product (GNP) in European Union market, mostly thanks to the sports
entertainment sector, especially licensing of sports rights (Kolah, 2002). According to the
survey by Deloitte & Touche Sport, match day income (e.g. ticket sales, hospitality, etc)
accounts for 33.3% of the income to sports rights holders, broadcast income accounts for
33.3%, while commercial income accounts for the remaining 33.3%. The commercial
income mainly includes licensing and merchandising, advertising, and sponsorship
(Deloitte & Touche Sport Analysis, 2001). The results above show the conversion from
public attention and love to sports to the concrete economic benefits due to mass media
and PR operation, which results in the rapid growth in sports industry. It is of no doubt
that sportsman plays an important role that creates additional vales during the process
because sportsman, as compared with other public figures, is more easily created as a hero
to attract public attention and win their recognition as compared with other public figures.
Though still disputable (Whannel, 2002), such heroism becomes more and more inevitable
so that sports stars' attractiveness and stickiness to fans will be fully utilized for

commercial use (Smart, 2005).

The paper will start a probe into the exact reason for sports stars' popularity and
support by fans. If explained intuitively, the fact may result from their remarkable
performance that certainly makes them stand out in the court fields and catch public
attention. Michael Jordan, Tiger Woods and David Beckham distinguished themselves for
their excellence in basketball, golf and soccer, respectively. But is this the only reason? Is
there any other factor that affects how sportsmen become popular? There are a
considerable number of remarkable soccer players, but why is only Beckham so
charismatic that he can even get a foothold in the fashion industry? Most people attribute

this to his stunning looks.

There have been numerous studies on the influence of looks on productivity. Firstly,
Hamermesh and Biddle's research on looks and salary payment shows that good-looking
people are better paid than average-looking ones by 5%, and the influence on male is
greater than that on female. As the research did not target a certain trade, the author argues
that salary gap exists as a result of employer discrimination, which leads to unfair salary
payment (Hamermesh & Biddle, 1994). To confirm if there is any other factor that exerts

influence on the difference between looks and salary payment, many scholars conducted
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studies targeting a certain trade. Pfanna et al. had once took the supervisors in a
Holland-based advertising company as subjects and found that better-looking supervisors
were paid more for higher revenues they could produce (Pfanna, Biddleb, Hamermeshc, &
Bosmand, 2000). Similar results are also observed in studies on attorneys (Biddle &
Hamermesh, 1998). Even though better-looking people's sales performance are higher as
compared to average-looking people, according to those experts' studies, they remain
unable to attribute that fact to consumer discrimination or if the looks really do good to
productivity. Sports stars' commercial value added is to win public attention and
recognition—this is why good-looking players have apparently more backers. Neither fan
discrimination nor higher productivity, in fact, should be attributable because the number
of fans is undoubtedly a sign used to assess the productivity of a sportsman (i.e. the

benefit of advertisement and publicity rather than the sportsman's sports.

Last but not least is the mass media that may also exert influence on the number of
fans. Despite a considerable number of players with good performance and looking, not all
of them are able to win public attention. Some scholars, therefore, insist that sports stars
are all heroes as media creations in terms of either celebrity or image (Melnick, Russell, &
Pease, 2001). In modern society, mass media's preference almost determines the
popularity of a sports star. Some scholars regard the association between mass media and
sports as symbiotic relationship (Jeanrenaud & Késenne, 2006). TV stations prefer to
televise games played by sports stars for higher ratings, for instance, games played by NY
Yankee player Chien-Ming Wang. Due to less public attention paid to other sports events
where there are also players with acclaimed performance, the symbiotic relationship is
mostly observed in such professional games as basketball, baseball and soccer. Their
popularity can be attributable to substantial mass media exposure in this regard.

Most of previous papers on sports stars and fans focus on psychology and sociology,
targeting the influence of the stars on fans' behaviors, derivative societal problems, etc
(Melnick et al., 2001). Comparatively, few studies focus on the issues in view of
economics. And most of economics of sports-focused papers center around the talent,
performance and economic value of sportsmen; while some of the papers relate marketing
research to fans' behavioral patterns (mostly their purchase behavior). Few scholars
utilized empirical economics to investigate why and how sports stars become popular.
They may intuitively consider the logic inevitably correct "good performance—> more fans
—> higher economic benefit." Such logic might be right in the past yet requires further
review in today's globalized society on whether it is the only correct logic. In Asia where
European and American professional sports dominate the sports industry and Asian
athletes still fall behind European and American players in terms of skills, it is crucial to

find out a distinct thought.
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One reason for unsuccessful development of Taiwanese local professional basketball
sports lies in the overwhelming media coverage for NBA, whose players indisputably
excel the basketball players in other countries. Once the skill becomes the only factor
accountable for fans' preference, the basketball sports industry in Taiwan will certainly
succumb to NBA. Therefore, it becomes rather important to think over and over how to
manage the basketball sports industry in Taiwan. In an attempt to win permanent support
from young fans and watchers, the SBL (Super Basketball League) was organized in late
2003 in Taiwan. Recruitment of good-looking players and mass media PR marketing
strategy served as the means for market segregation from NBA watchers. We can take
advantage of such scenario to explore into why sports stars become popular and what
predominates the popularity—is it sports performance, looks or media exposure? Under
such background, this paper will initiate an empirical probe into the aforesaid questions

with SBL Season 1 sports stars taken as objects.

Research Method
Research Object

To address the aforesaid questions, the researcher took the candidate players of All
Star Game of Taiwan SBL Season 1 as objects. As regulated by the selection criteria for
that season of All Star Game, each team could have 6 candidate players, five of whom are
starting players for regular games, with the other being The Sixth Man. There were 7
teams competing for the game, totally 42 candidate players to be selected for the All Star

Game.

The candidate players were divided into two star teams—Red Team, and White
Team, each of which contained 3 groups—forward, center, and guard according to the
positions they played. The groups included in the Red Team were the teams ranked 1, 4,
and 5 according to the performance as of December 14, 2003; while the White Team had
those ranked 2, 3, 6, and 7.

Fans were supposed vote online, on the game spot, or by calling-in. The vote lasted
from December 22, 2003 to 23:59 on January 15, 2004. The online voting required voters

to register for the member of the website http://sbl.yam.com, where one member account

could only vote once per day. Voters were supposed to select 2 forwards, 1 center, and 2

guards from each of the two teams—Red Team, and White Team.
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Statistical Method

For this research, the statistical method of multiple regression was utilized to go
further into what affect the basketball stars’ popularity. The factors to be discussed in this
research focus on their sports performance, looks, and mass media exposure. The index for
their popularity, therefore, will be taken as response variable, with the index used to assess
their sports performance, looks and mass media exposure taken as explanatory variables,
all of which will be analyzed by using SPSS14.0 statistical software package.

Data Collection
The data collection for this research was conducted in the following ways:
1. Popularity:

The number of fans and their loyalty often serve as the effective means to assess
a player’s popularity, and so does the number of votes of each candidate player
for All-Star Game. More votes indicate more fans and even better loyalty
because fans were allowed to vote repeatedly each day. Therefore, the researcher
entrusted the SBL staff to provide information about the number of votes for
each player included in the All-Star Game Season 1, which serves as the response

variable for the research.
2. Sports performance:

The indices to assess basketball sports performance consists of shooting
(including 2-points shooting, 3-points shooting, and free throw shooting;
sometimes shooting %), assist, rebound (divided into offense rebound and
defense rebound), blocked shot, steal, turnover, and foul. The last two are
negative indices, the other being positive indices. But which one of these indices
really work and how do they work? No conclusion has been drawn in academic
publications. Yi-Te Chiang conducted multiple regression analysis on the
basketball game scores of World University Games in 2003, finding that, for
male teams, defense rebound has the highest prediction power on the scoring
differences between winning teams and losing teams; for female teams, the fast
break has the highest prediction power (Chiang, 2005). By performing stepwise
regression to analyze SBL Season 1, Fang-Wen Chang suggests that assist,
defense rebound, 2-points shooting, free throw shooting, 3-points shooting, steal
and turnover have prediction power on the scoring differences between winning
teams and losing teams (F. W. Chang, 2005). The regression analysis, conducted

by Chih Jen Cheng on the teams playing in Division I of High School Women’s
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Basketball League for years 2002~2004, shows that the shooting % of 2-points
shooting plays the most decisive role in winning the games in years 2002 and
2003 (also assessed with the scoring differences); while 2-points shooting plays
the most decisive role in year 2004 (Cheng, 2006). Chien Chang and Shu-Yu
Chang’s study on the discriminate analysis with the score record of SBL Season
1 as response variables indicates that the defense rebound, 2-points shooting, and
free throw shooting played the decisive role in winning the game(C. Chang &
Chang, 2005). Hui-Ting Lin took the points ratio between the two teams in SBL
Season 4 as response variable by taking logarithms, and then took the other
basketball index ratio as explanatory variable by taking logarithms for the
regression analysis in an attempt to measure the production efficiency of each
index. Results show that the shooting % of 2-points shooting and 3-points
shooting contributed considerably to the points ratio of each team (Lin, 2007).
Some scholars even attempted to find out explanatory composite index.
Ching-Nan Wang, for instance, used factor analysis to extract the 13
offense-defense indices into 6 factor constructs whereby he tested the sports
performances of the winning team and the losing team in a game, where the
maximum variance explained is the “behavior of long distance-short distance
shot” factor composed by 2-points trial shooting, 3-points trial shooting, and
hitting ratio (Wang, 2005). The prediction power of those factor constructs,
however, lacks further exploration.

To find out an index having prediction power on winning would be of
significance for this research on the premise that fans support a player for his
ability to win. Results of aforementioned studies show that shooting, rebound,
and assist are indices having higher prediction power. As each of these indices
features different positions played, the researcher acquired a composite index by
adding the three indices’. The data calculated came from the average shooting,
average rebound, and average assist of the candidate players taking part in the
SBL All-Star Game from SBL Season 1 to January 15, 2004.

7 Few samples studied for this research and numerous explanatory variables allow a composite
index to be utilized to stand for the sports performance variable in order to avoid insufficient
freedom that may affect the statistical explanatory power. Since defining a composite index is rather
difficult, a simple yet logistic value will be used for this research. The 1-Way ANOVA was utilized to
verify the influence of different positions played (forward, center, and guard) on average shooting,
average rebound, and average assist. The influence of different positions played was found
insignificant on average shooting yet significant on average rebound, and average assist. The
average rebound of center is superior to that of the others, while the assist of guard is also superior
to that of the others. Such result suggests that the summation of average shooting, average
rebound, and average assist will serve as an appropriate index to assess what players have
contributed to the winning (i.e. their sports performance is evaluated by winning).
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3. Looks:

Despite the subjectivity of evaluation on looks, socio-psychologists have, to
some extent, reached consensus on how beauty/ugliness should be (Etcoff, 2000).
According to Cunningham’s study based on quasi-experiments, both male and
female university students had consensus on attractive looks of opposite sex
(Cunningham, 1986, 1990). Labor economics scholars once conducted a
questionnaire survey in an attempt to study the influence of looks on salary
payment. Examples are the survey on attorneys and advertising company
supervisors as mention previously (Biddle & Hamermesh, 1998; Pfanna et al.,
2000). This research follows the same model. Pictures of candidate players for
SBL All-Star Game were collected from the Internet. Graders then evaluated
their looks on the questionnaire survey service website my3q.com where the
photos of players had been attached. (1~5 points: 1 = least good-looking; 5 =
most good-looking).

After the collection of totally 134 questionnaire surveys (77 collected from male,
57 from female), the average points of the looks of each player were obtained,

and will be one of the index for looks analysis.
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Figure 1 photos of players in the questionnaire

4. Exposure:

With regard to the undoubted symbiotic relation between mass media and sports,
there have been some academic studies focusing on the relation between mass
media and SBL (Yang, 2005). Few of them, however, follow an empirical model
to probe into the influence of mass media on sports. Liao et al. had once explored
the relation between SBL players’ sports performance and the exposure of their
pictures, but they did not utter a word to explain more about the relevant

cause-effect relation and subsequent efficacy (Liao, Chen, & Chang, 2007). In
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addition to overwhelming, mass media exposure, mass media also create heroes
with communication signs whereby they shape the sports stars’ image (Liao &
Chiu, 2005). The latter falls under semiotics, a specialized subject featuring
complex cause-effect relationship, and will not be discussed hereinafter. Earlier
on, some publications supported the discourse on mass media exposure’s
influence on sports stars’ popularity. Zajonc experimented on the frequency of
exposure of words, symbols, photographs...etc. to study their influence on
human. Results show that people’s attitude towards these stimuli turned positive
owing to repeated exposure. Put simply, higher exposure familiarize them with
the stimulus, causing them to develop a liking called “mere exposure effect”
(Zajonc, 1968). This conclusion supports the study on the influence of exposure

of sports stars on their popularity, which proved to be significant.

The database in the udndata website (http://udndata.com/library/) was utilized for
this research. While United Daily, United Evening News and Min Sheng Daily

were set as sources, the names of candidate players for SBL All-Star Game were
used as keywords for search, with the searched date set as
10/21/2003-01/15/2004, namely, from one month prior to the opening of regular
games of SBL Season 1 to the deadline of vote casting. The result of search
demonstrates the pieces of news/reports on the players available in the
newspapers during that period. The data so obtained for this research serve as the

indices for their exposure.

Research Analysis
Descriptive Analysis

Please refer to Table 1, a descriptive analysis table for the previously-mentioned data,
where there are 41 cases. Four players among them withdrew from the sports industry
temporarily or permanently when the study was being conducted. Failure to obtain their

pictures on the Internet for this research left their looks un-graded, i.e. missing values.
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Table 1 Descriptive Statistics

mean Std. CV. N
Votes' 24987.34 17829.613 0.7135  41°
Team’
1 9225.20 2398.609  0.2600 5
2 18571.33 18303.236  0.9856 6
3 21278.33 14552.097  0.6839 6
4 25865.83 19209.018  0.7426 6
5 26447.67 15877.115  0.6003 6
6 31620.33 14521.098  0.4592 6
7 39275.67 23328.843  0.5940 6
Performance 17.3209 6.24711 0.3607 41
Look 2.7829 0.31162 0.1120 37
Exposure 31.51 25.602 0.8125 41

! Totally 104417 persons cast their votes. Among them 102250 persons voted
via the Internet, 2098 on site, and 69 via telephone.

2 Totally 7 teams were numbered in order of the average number of votes that
each team had got, from least to most.

® Each team was allowed to delegate 6 players to cast their votes, so initially
there should have been 42 candidate players. But one player of Team 1 withdrew
from the selection for some reason. There turned out to be 41 candidate players.
* While this research was being conducted, four players among them withdrew
from the sports industry temporarily or permanently. Failure to obtain their
pictures on the Internet for this research left their looks un-graded.

The votes are used for to assessment of players' popularity. Each player got 24987.34
on average, but the standard deviation is substantial—17829.613. Because the researcher
doubted that each player's number of votes had been affected by their respective teams to
some extent, the votes were calculated according to the teams to which they belonged.
Difference was considered significant in the number of votes between the top Team 7,
whose number of votes was 4 times that of the least-scored Team 1. Figure 2 shows the
Frequency Distribution of Votes. The number of votes of the case with the most frequency
is between 10000 and 20000. A majority of the cases have less than 30000 votes. Please
refer to Figure 3 for Bar Charts of Votes(by Teams), where the most voted Team 7 was in
fact an acclaimed team that had a number of faithful fans, belonging to CBA (Chinese
Basketball Association). Because the team attended Chinese National Basketball League
in China mainland after the disbandment, its comparatively more votes from fans are

deemed reasonable.
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Figure 2 Frequency Distribution of Votes  Figure 3 Bar Charts of Votes (by Teams)

Please refer to Figure 4 for Frequency Distribution of Performance, which shows
that approximately 3/4 cases are under 20 and only 2 cases are over 30. The result proves
the rareness of outstanding athletes. Despite the significant difference in sports
performance, the difference in each player's looks rating is insignificant. Most of them
were given 2-3 points, slightly lower than the standard level; while 10 of them were given
more than 3 points, going beyond the standard level. The difference in looks rating is
subtle, but anyhow, it appears as a normal condition. Figure 5 demonstrates the frequency
distribution.
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The final index is exposure. Please refer to Figure 6 for its frequency distribution,
which shows considerably significant difference. The exposure of a majority of the players
1s under 30, and that of over 1/6 exceeds 70. Table 1 also shows the coefficient of variation

reaching 0.8125, which has the highest variance among all the variables.
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/
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Figure 6 Frequency Distribution of Exposure
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Correlate Analysis

To understand more about the correlations among each variable, the correlate
analysis was conducted for this research. Table 2 shows the result of comparison between
each pair of variables. It can be inferred that the correlations of Votes, Performance, Look,
and Exposure have all reached significant level and show positive relation, which
corresponds the literature review as mentioned before. Also, the correlations of Exposure,
Performance, and Look have all reached significant level and show positive relation,
which matches common sense. The association between Exposure and Performance
further supports the study conducted by Liao et al. in 2007.

It is interesting to note that Table 2 Performance and Look also positive relation. Was
this result caused by Exposure? The reason will be discussed later. Since Votes is
significantly associated with Performance, Look and Exposure, and Exposure is
significantly associated with Performance and Look, next to be clarified should be that

how Votes is affected by Performance, Look and Exposure and their interactions.

Table 2 Bivariate Correlations

Votes Performance Look Exposure
Votes Pearson Correlation 1
Sig. (two-tailed)
N 41
Performance Pearson Correlation T07(F%) 1
Sig. (two-tailed) .000
N 41 41
Look' Pearson Correlation .355(%) 377(%) 1
Sig. (two-tailed) .031 .021
N 37 37 37
Exposure Pearson Correlation 8T75(%%) .803(**) A83(**) 1
Sig. (two-tailed) .000 .000 .002
N 41 41 37 41
(*)P<.05
(**)P<.01

"' The study excluded the cases with missing value by pair wise comparison.
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Regression analysis

To understand more about the effect of each variable on Votes, different variables
were included in this research for analysis of their associations. Table 3 shows the result.
Column (1) indicates the effect of sports performance on the number of votes. Players

with better performance have significantly more votes.

To address the curiosity about if different teams affect the number of votes, the team
as dummy variable were added to Column (2). Team 7, the most voted team, was set as
reference group for dummy variable. Column (2) shows that R? increased substantially
from 0.499 to 0.722, which means that the degree of explainable variance of the model
rose up by a large margin. The explanatory variables demonstrate the significant
difference in the number of votes of some teams, and also insignificant difference in that
of the other teams. But anyhow, the increase in t-value of sports performance denotes the

significant effect on the model.

Does the players’ looks exert influence on their popularity? The variable of points of
looks was added to Column (3). It can be inferred that their looks exerts significant
positive influence on their popularity with the sports performance shown significant under
95% C.I.. Compared with Column (2), the team difference in number of votes as

represented by TS5 goes significant.

Are sports stars created by mass media? The variable of exposure was added to
Column (4). A result shows that the exposure exerts highly significant positive influence
on the number of votes; while other variables (other than T1) become insignificant under
95% C.I..

The result of Column (4), in fact, is expectable. After all, Table 2 shows the exposure
and each variable have high correlation coefficient; especially the correlation coefficient
of exposure and number of votes is higher than that of sports performance and looks. Was
this caused by the mass media that may have intentionally done something? To verify this
possibility, two multiplication terms—Exposure*Look and Exposure*Performance—were
added to distract two possible factors, which are “exposed by the mass media for stunning
looks” and “exposed by the mass media for stunning performance.” Results shown that the
exposure remains significant with the two factors controlled, and the effect of looks on the
number of votes also becomes significant. However, the effect of sports performance on
the number of votes still lacks significance, and requires 90% C.I. to be declared
significant. Additionally, the insignificance of Exposure*Performance shows that, with the
effect of other variables taken into consideration, the factor “exposed by the mass media

for stunning performance” exerted no influence on the number of votes.
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Table 3 Affect of Each Variable on Votes

)] @3 3) “ ()
Performance 2016.493 1993.269 1724.619 484.416 789.884
(6.235)** (7.540)** (6.031)** (1.196) (1.824) *
Team
T1 -28157.916 -31124.582 -18792.375 -35470.605
(-4.486)** (-4.900)** (-3.042)** (-5.940)**
T2 -17206.094 -17962.759 -10711.260 -3360.477
(-2.869)** (-3.015)** (-2.030)" (-0.774)
T3 -16758.132 -20749.551 -9989.196 -27962.749
(-2.801)** (-3.363)** (-1.712) * (-4.502)**
T4 -8099.196 -8579.293 -2693.471 -14249.235
(-1.345) (-1.436) (-0.521) (-3.003)**
TS5 -9911.922 -14088.236 -10226.812 -30751.436
(-1.645) (-2.271)* (-1.961) * (-4.918)**
T6 -5613.683 -6221.291 -3190.064 -16822.751
(-0.938) (-1.047) (-0.642) (-3.486)**
Look 14489.742 3765.613 61410.516
(2.355)* (0.647) (4.419)**
Exposure 442.417 4938.776
(3.766)** (4.891)**
Exposure*Look -1453.612
(-4.276)**
Exposure*Performance -4.881
(-0.661)
(Constant) -9940.079 2323.736 -31519.427 -145.299 -155296.599
(-1.672) (0.359) (-2.002) (-0.009) (-4.290)**
R’ 0.499 0.722 0.768 0.848 0.918
Cases 41 41 37 37 37

1 The first figure in the field is coefficient. The figure in the bracket is t-value. (*) means P<0.05; (**)means P<0.01;
(') means P<0.1.
2 T1~T6 are dummy variables set with the most-voted Team 7 as reference group, used to show the difference in votes

between Team 1~6 and Team 7.
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It is interesting to note that Exposure*Look is significant, but its coefficient is
negative. This indicates that the factor “exposed by the mass media for stunning looks” led
to a significant decrease in the number of votes. Seemingly it contracts the common sense
and will be discussed later. Lastly, several variables of difference in the votes of teams are
significant, except for T2. The result indicates that teams exerted influence on the number
of player’s votes after the effects of other variables and multiplication terms were

controlled.

Discussion, Conclusion & Suggestions
Discussion

The following will discuss some questions left unanswered above before the

conclusion is drawn:
1. Significant positive correlation between Performance and Look:

What brought together the two variables that were supposed to be un-correlated?
Past publications suggest two possibilities: (i) Halo effect, which refers to a
cognitive bias the perception of a particular trait is influenced by the perception
of the former traits in a sequence of interpretations. People seem to see each
person as roughly good or roughly bad across all categories of measurement
(Thorndike, 1920). It is logically reasonable that people’s admiration for an
athlete’s sports performance sparks their love for his/her looks. (ii) Stunning
faces contribute a lot to good interpersonal relationship. Thus, the tendency to
develop more confidence will encourage them to deliver outstanding sports
performance. Such statement was made according to the study conducted by
Persico et al. on height and salary payment, which suggests that such intervening
factors as interpersonal relationship and confidence do affect those who were
taller in young age on their future development in productivity (Persico,
Postlewaite, & Silverman, 2004). So far only theoretical statement can be made

due to lack of experimental research.
2. Exposure*Look is significant, but its coefficient is negative:

Appearing against common sense, this may result from several reasons: (i)
Insufficient cases in this research tend to spotlight some sporadic scandals
happening to those good-looking players during that season. They may
accordingly be unfavorably impressed by their fans. Further analysis, however, is
required. (ii) Failure to take other moderated variables into consideration for

looks rating (e.g. halo effect) will cause the coefficient of Exposure*Look to be
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interfered by other factors and appear negative because the “pure” level of looks

is not distracted.
Conclusion

With respect to why SBL sports stars are popular, the following shows the

conclusions drawn based on all aforesaid analysis and discussions:
1. Different teams have effect on the popularity of the sports stars:

Column (5) in Table 3 reveals that the number of votes for players of those teams
other than T2 (Team 2) are significantly less than that of the reference group.
This suggests that different teams have significant influence on the popularity of
the sports stars. As for why and how could this happen, answers remain uncertain.
Nevertheless, the reference group selected for this research was a professional
basketball team that had caught before the establishment of SBL and kept
attending games in Mainland China. The fact that team has more fans may be an

important factor.
2. The exposure exerts influence on the popularity of sports stars:

Exposure is the variable most correlated to Votes for players in Table 2. Exposure,
Performance and Look are also significantly correlated. Therefore, after other
factors taken into consideration for the regression model (incl.
Exposure*Performance and Exposure*Look), Exposure appears positive
concerning the influence of exposure on the Votes. This result not only supports
mere exposure effect and shows the influence of mass media on the creation of

sports stars popularity.
3. Looks rating also has effect on the popularity of the sports stars:

With other factors taken into consideration (incl. the interaction of Exposure with
Look), looks rating also has effect on the number of votes for the players, which
means that better-looking players have more fans. But was points of looks
influenced by halo effect or other factors related to Performance? Exact answers

could not be given so far in this research.

4. The interaction of exposure with looks (Exposure*Look) has significantly

negative effect on the popularity of the sports stars:

It can be inferred from the statistical data that the exposure to the public by mass
media for their stunning looks has significantly negative effect on the support for
the players. As the judgment does not match common sense, it requires more
studies for verification (incl. without the halo effect or negative impact on

player’s image taken into consideration). It is not advised to directly make an
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assertion.

5. The Performance and the interaction of Exposure with Performance
(Exposure*Performance) do not have significant effect on the popularity of sport

stars:

Though significantly correlated with Votes, the significance of Performance on
Votes decreased by a large margin after other factors had been distracted; the
t-value is merely 1.824. Only by cutting down the C.I. to 90% could it be
declared having effect on Votes. The interaction of Exposure with Performance
does not have significant effect on the popularity of sport stars. Based on
previous analysis, the reasons for the popularity of SBL Season 1 players lie
mainly in mass media exposure, their looks/talent, and the team to which they

belong. Their sports performance, however, does not play a significant role.
Suggestions

In terms of creating a sports star to win support from fans, SBL managers can select
a player with stunning looks and take advantage of overwhelming mass media exposure to
create a star regardless of his sports performance. Such strategy can serve as a feasible
countermeasure for market segregation against NBA players' breath-taking skills that
attract many fans in Taiwan. The strategy proves quite effective according to the data from
SBL Season 1! But how long will it work? Will it lead to poorer performance and even

"customer churn?" These issues are worth further investigation.
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