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Developing Model of Factors Influencing Fan Club
Purchase Intention on Products and Services of Football

Clubs Sponsors in Thailand Premier League

Abstract

The purpose of this research is to develop a causal relationship model for the
purchase of products and services for the fan Club, the Thai Premier League (TPL) and to
validate the model with empirical data. The model consists of eleven variables: 1)
Involvement, 2) effectiveness, 3) commitment, 4) quality of service, 5) team attachment, 6)
sponsorship integrity, 7) charity motive, 8) sponsor image, 9) core brand attitude, 10) word
of mouth, 11) subjective norm, and purchase intentions. The sample used in this study is
the fans of the Thailand Football Premier League's 18 clubs, which have a total of 1,100
multi-stage sampling. Research instrument is questionnaire, and then descriptive statistics
are generated using SPSS. Causal Modeling involves the use of LISREL 8.80 student
version. Results indicated the causal model is consistent with the empirical data. Goodness
fit statistics are: Chi-square test = 18.12, df = 23, p = .75, GFI = .99, AGFI = .99, CFI =
1.00 Standardized RMR = .0080. GFI = 1.00, AGFI = .99, CFI = 1.00. The variable in the

Model accounted for 73 percent of the total variance of purchase intention on products and
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service with the fan club for the sponsored team in Thai Premier League football (TPL).

Keywords: Sports Business, Consumer Behavior, Purchase Intention, Sponsor Teams.
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Introduction

Nowadays sport plays an important role in international economy and become a
business format. (Andreff, 2000; Andreff, 2006; Andreef, 2007) Sport Industry account
for 3% of the total industry turnover around the world. The major income derives from
professional sport such as, league tournament, International Tournament, FIFA Football
World Cup, Formula One Grand Prix and Major League Baseball.

Various sports attribute and likely enhance the industry to globalization. (Soderman
and Dalles, 2008) The group's products and services provide the funding; including Coca
Cola, IBM, General Electric and McDonald's to support a conviction, and the opportunity
to add value to their business in the sports industry. It is still the official sponsorship for
the Olympic Games, World Cup (FIFA) Football League (National Football League: NFL)
and Professional Race Car (NASCAR) continuously. (Collins, 2003, Deane, Smith and
Adams, 2003. Haan and Shank, 2004, Cornwell, Pruitt and Clark, 2005, Koo, Quarterman
and Flynn, 2006, Santomier, 2008, Yang, Sparks and Li, 2008)

Reinforcement level is sustainably expanding (Rumford, 2010) all over the world due
to the diversity of advertisement, and a 7% spending for world advertising budget.
(Investment Experts Group: IEG) However, investments marketing specialists forecast
the world overall cost for broadcasting copyright fee amount to USD 42.7 million in 2007,
and USD 43.5 million in 2008, and is expecting a minimum of US 60.0 million during
2008 - 2012. Sport reinforcement takes the biggest proportion at 84%, followed by Art
and Culture at 6%. Broadcasting and reinforcement in another aspect is 5% respectively
(Fenton, 2009)

Sport reinforcement in Asia is mainly publicized via television. Based on the survey,
the Chinese are interested in football, basketball, table tennis and volleyball respectively
(73.49%, 40.3%, 34.8% and 31.0% respectively). Consequently, sponsors use that
particular survey as the basic information to choose the most popular sport for them to
support. (Roy, 2005)

Sports Management of Thailand is responsible for many organizations such as
Secretariat, Office of Permanent Secretary, Department of Physical Education, and Sports
Authority of Thailand. These organizations are using national economic and social
development scheme as a unite standard. The following schemes are national sport
development scheme issue 2 (1997-2001) and national sport development scheme issue 3
(2002-2006) respectively. The present scheme is national sport development issue 4
(2007-2011). It found out that strategic issue 6 in sport developing strategy is aimed to
enhance system performance and human resource management in sports business. Both
in public and private sectors. Besides, this also influences private investment in sports
business by reinforcing the right for sports business. (Ministry of Tourism and Sports,
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2009)

When investors and sponsors are involved in private sectors, it is a vigorous
progression for professional sport because, organizations, cooperation and increment
income from tournament management. (Sandy, Sloane and Rosentraub, 2004) This
induces the sense of ownership of sport team. (Blumenthal, 1996; Cohen, 1998; Thursby
and Thursby, 2007) The result of the tournament, overall income and team management
is comparable in the same system. The most popular system in recent sport management
system (Rosner and Shropshire, 2011). Lately, Thailand has positive potential for
professional sports as well as increment league tournament. The tournament time is
clearly set, inducing long-term support from team sponsors and sport association, and
also building more loyalty for sport fans. The tournament encourages investment in
activities in sports associations. (Sports Authority of Thailand, 2009).

Thailand Professional Football league is influenced by world expanding sport
businesses rules and regulations from the Federal International de Football Association:
FIFA. FIFA is the organization that involves in setting rules and regulations for
international football and directs the involved organization in other regions to obey the
same rules. (Kaempfer, Qian and Smyth, 2010) For example, Thailand is control by
Asian Football Conference. (AFC) Therefore they must follow the rules and regulations
of AFC to meet the criteria for participation in AFC Champion League to reach
professional level. (FIFA, 2009) FIFA also requires each football association in each
country to register for commercial cooperate to gain some profits. Countries that don’t
obey the rules and regulations, they will be disqualified from World cup and only be able
to join AFC cup. (AFC Charter, 2009) The rules, regulations and tournament management
standard are 1) organization 2) technical standard 3) attendance 4) governance and
soundness 5) marketing and promotion 6) business scale 7) Game Operation 8) Media 9)
stadium standard 10) management for club members and the members has to record the
agreement on club licensing agreement with current Thai Premier League (Hammam,
2008).

The business scale for football industry in Thailand is expanding since football
associations are able to gain some profits from their teams. (Chen, 2004) Live
Broadcasting increases popularities for football as well as provides more channels for
football fans. True Vision is a network that basically broadcasts every tournament. This is
to encourage more Thai people to watch sport channel and directly helps Thailand
football to be well known. Someone who never had chances to watch football, they might
like it after watching football from television and might once want to experience the real
football match. (Yamboonrueng, 2011). Based on the survey for Thailand Football
Patronage regarding Thailand premier league, it revealed that gate receipts were USD
42,000 in 2009 and USD 1,041,746 in 2010 which was about 2,480 times the growth. The
circulation from souvenir was USD 40,000 in 2009 and USD 536, 930 in 2010 which was
about 1, 342 times. The reinforcement of Thai premier league is more because of the
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expansion of television broadcasting during the season. (Football Association in Thailand,
2009)

Sponsor Team brings value in the form of cash or any activities that provide some
return in fast changing marketing communication. (Madrigal, 2001 cited Meenaghan,
1991; Bennett, Cunningham and Dees, 2006). Some sponsors in Thailand football
industry foresee the return on investment for their own product by creating a brand value
in order to make people feel proud of being part of a football team. This is done by
creating a feeling of “purchase intention”. There is example of SCG public company
limited (Siam Cement Group) that has invested over B100.000 million during 3 years
from 2011-2013 to professional SCG Samutsongkram FC association, Thailand football
premier league. SCG dares to invest big chunk of money to increase the sport. trend.
What SCG is attempting to do is to build brand image and fans attachment. (Siritham,
2010; Kru-Suansombat, 2010; Pho-Oung, 2010). The sincerity of the investment towards
football association is willing to walk together on the same road and is playing vital roles
as they are buying their own future. In other words, SCG encourages the other
organizations to invest in a particular football association for long term instead of short
term. This picture is quite clear for the growth of professional football in sport business
aspects. (Petchtae, 2010).

Regarding the above mentioned, the consequences of being a sponsor and the return
on investment are extremely important. (Meenaghan, 1998; Stotlar,1998) If sport
associations or any public or private sectors can help them to achieve the objectives and
keep supporting directly or indirectly to the sponsors, it will meet international sport
associations’ acceptance. (Steinberger, 1992; Gorman and Calhoun, 1994; Burton, 1996)
Refer to researches in the past; there were some problems, obstacles and dissatisfactions
for football sponsors. There was no research indicating relationship and factors that
affects purchase intentions for football fan clubs. It is still lack of important information
for sponsors in making decision regarding giving more support. If sponsors realize what
the customers and fan club needs, what factors affect their needs and how, these will help
them to set an adequate budget in marketing strategic planning, to spend on sport industry
that will eventually bring in appropriate return on investment.

Therefore, the research about the relationship for factors affecting purchase intention
of products and services for fan club of Thai premier league’s sponsors is raised to study
and develop as well as examine on consistency of direct and indirect influence and
overall, influence and analyze linear structure relationship model, LISREL. This model is
unique in the sense of reliable and overall statistic informative analysis. It is also the tool
to examine theory that one wants to study in relationship analysis, linear, and recursive or
non-recursive model. Besides, it also takes out variance and deviation as well as
examines the consistency between theoretical model and secondary data that will make
the analytical result more accurate. (Wiratchai, 1999). LISREL model is more flexible
than recession analysis or influential analysis which is likely to related more with
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statistics. (Chatcham and Kornpetchpan, 2003) that will help in making use of the
information in the highest efficiency.

Literature Review

The History of Thailand Professional Football

Football came into Thailand dating back to the reign of King Rama V (Sports
Authority of Thailand 1996; Department of Physical Education, 1996; Office of Sports
and Recreation Development, 1999), who sent the cousins in the palace for academic
study and training in England and that also trained them in the football proficiency skills.
It was brought back to Thailand with them (Department of Physical Education, 2009).
Since the beginning football activities followed the rules of Association of Football,
which later on became the base of The Football Association of Thailand under the Royal
Patronage of His Majesty the King (F.A.T). (The Football Association of Thailand, 2009)

The F.A.T is associated with the International Football Federation (IFF.). Entitled to
send a team to compete at the World Sports (Olympic Games), World Cup (FIFA World
Cup), and Continental Sport (AFC Cup) and also play a role in the management of a
football club in the country with a team in football management at all levels associated
with football and mature-amateur football. Of course this is associated with the agency
and other organizations involved in the management of the budget, such as Ministry of
Tourism and Sports, Department of physical Education, Sports Authority of Thailand and
Sport Association (Office of National Economic and Social Advisory Council, 2008)

Thai Football Premier League

Professional Football competition took place in that period under the title of the
Football Cup competition “Division A” since the year 1994 to 2005. In 2005 Thailand
Football Premier League has come up with the Football Association of Thailand under
Patronage of His Majesty the King (F.A.T.). (The Football Association of Thailand, 2009)
The F.A.T work with 18 teams to compete in the Cup with a total 12 Football Clubs.
Until 2007 Football Thai Premier League merges to Football Provincial League.
Chonburi FC was the first team from Asia to win the Pro League Championship in the
2006 season. (Siam Sport, 2009).

The biggest change occurred in Professional Football Thailand in 2008. Asian
Football Federation (A.F.C.) has announced the rules governing Football Club
participating in the professional football league need to set themselves up as business
enterprises. The Thailand Premier League Company limited is set up as the management
body of the football league in the whole country. This is to develop football to be
professional football. (Yamboonruang, 2008) As a result, many club teams from the
government and banks cannot accept and they need to close down. As a source of
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variation in the number and nature of Thailand's Premier League in 2009, this took effect
from changes in the industry to become more professional. The Golden Age of
Professional Football League, thus, started. As a result, the flow of funds from sponsor
from the private sector at maximum to the football clubs in the history of Thai football
legend. (The Football Association of Thailand, 2008).

Structure of Sport Industry

Industry is a market. It consists of the manufacturer and the buyer which need the
Skills of Management, Financial, Marketing, Administration and Business Administration
of Product and Service (Pitts, Field and Miller, 1991) by the sports industry as a source of
income of the business of sports. Which, when collected and analyzed from
homogeneously grouped and heterogeneously grouped by different occupations in
Meta-analysis? (Stotlar, 1989; Comte and Stogel, 1990; DeSensi Kelley, Blaton and
Beitel, 1990) summed up the structure of the sports industry as follows (Parks,
Quarterman and Thibault, 2007), there are four components of 1) Sports Delivery Service
2) Sport Requirement 3) Sport Product 4) Sport Support Service.

Sports Sponsorship

Sports sponsorship started in 1984 in the Olympic Games, Los Angeles (Hoek and
Gendall, 2002). The data of Chicago-Based IEG revealed that in 2003 the amount paid to
sponsor throughout the world worth approximately U.S. dollars 25 billion and increased
8.1 percent in the following year, amounting to U.S. dollars 28.1 billion. The growth is
mainly from sponsor of 20 years advertisement and public relations (Sandler and Shani,
1999; McDolnal, 2000; Meenaghan, 2001) and found that sponsorship in sport received
the prevalence particularly as an advocate for competition in the Olympic Winter Games
(Multi Sports) and is supported by professional sports league. The organizers have
received the support in form of the budget and in kind of product and services. And
investment Value in Kind (VIK) to exchange for benefits of the donor and the recipient
enhance and support the corporate communication, marketing and development activities
(Cornwell, 1995; Cornwell, Humphreys, Maguire, Weeks and Tellegen, 2006; Simmons
and Becker-Olsen, 2006).

Mullin, Hardy, and Sutton (2007) told that being sponsor receives the advantage right
or license to publicize their products and services. It creates good public relationship to
the consumer. The three main interlinked purposes of sponsorship are the asset, the
sponsor and the consumers. All the three purposes need to form good open transparent
commercial relationship.

Sports Consumer
There used to be researches on sports consumer behaviors and the decision of the
sport consumers. (Becker and Suis, 1983; Schofield, 1983; Marcum and Greenstein, 1985;
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Hansen and Gauthier, 1989; Baade and Tihen, 1990; Zhang, Pease, Hui and Michaud,
1995; Carmichael, Millingtonand Simmons, 1999; Zhang, Wall, and Smith. 2000;
Ferreira and Armstrong, 2004). The sports consumer behaviors in the interest of the
socialists and the behaviorists are really interesting because through the understanding we
can directly catch a glimpse of the motivation of the consumers deciding to buy the
product and services sponsoring sports. (Blackwell, Miniard and Engel, 2005) The sport
consumers’ behaviors (Hsie, 2003) are linked summarily to Social Psychology, Consumer
Behavior, and Sport Fans Behavior.

Model Consumer Behavior

It is the Study of the motivations that leads to decision to buy product initiates with
the stimulus or the need. The psychological factors influenced by the characteristics of
the buyer, which will lead to a response of buyer, or Buyer's Purchase Decision (Kolter
and Armstrong, (2010); Schiffman, et al. (2005); Hoyer and Maclnnis (2007), with the
following factors.1) Psychological factors such as Motivation, Perception, Learning,
Beliefs, Attitude, Personality) and Self concept. 2) Cultural and social factors such as
Culture, Subculture, Cross-culture, Family, Social class and Reference group. 3) Personal
factors and psychographic such as Age, Family Life Cycle, Occupation ,Income,
Economic Circumstance, Education and Value and Life style. 4) Stimulus decisions,
including marketing mix: (1) Product (2) Price (3) Distribution or Place (4) Promotion. 5)
Situation factors such as Physical surrounding, Time and Mood. 6) Technological factors,
including the use of website and Ability to Evaluate. , Evaluation Capabilities and
feedback after the purchase. The results are as follows: 1) the acceptance of the product,
if the product has great features. And satisfied to buy. Consumers who have purchased the
product is unique (Symbolic Consumer Behavior) 2) resistance of the purchased products
are not as expected. Customers do not buy and resistance that may have a negative and to
relatives, friends and people know.

Purchase Intention and Factor Related
Purchase Intention

Lavidge and Steiner (1961) noted that the purchase intention. As the level of
behavior (Conative Stage), which represents the tendency of both positive and negative,
which is consistent with the concept of the intended Purchase Behavior which refers to
the expectations or acquisition to use and dispose (Mowen and Minor, 2001). By focusing
on the demand for products and services in the future, many marketers are looking for.
And study the behavior documented (Schiffman and Kanuk, 2000) because of their
willingness to buy is the most important level of consumer behavior (Beerli and Santana,
1999) and was formed from several factors such as perception, quality and attitude.
(Belch and Belch, 2001).

The results of the study showed that the effect of the support, with the purchase
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intention a related as Crimminsand and Horn (1996) noted that 60 percent of respondents
in the study, where purchase intention with products and services in the Olympics. By the
way Hoek et al. (1997) show that sports sponsorship is involved to purchase product and
services. Kohland and Otker (1985) to study the contribution of the Phillips player in the
rock band to play concerts all over the world. The results are encouraging consumers to
recognize. The results of such a relationship is consistent with the slightly higher
purchase intention. In the past support mainly came from non-profit organizations
(Cornwell and Coote, 2005).

Involvement

Reviewing the past researches on Involvement in organizational administration in the
19th Century: showing that there is involvement relationship derives from personal or
interaction relationship between the leader and the followers which at the same time
develops leadership and creativity towards the objectives of the organization. Burn 1978
and Bass, 1985 (cited in Bass and Riggio, 2006) proposed that leader of changing
organization is diligent and industrious such that he has outstanding results. That plays
important part in involvement in the job and organization to unite in the common belief,
determination, mission and values. It matters the commitment to the benefit of the
organization and the permanence of being a member. It is the attachment factor, a forecast
factor of the turnover ratio and absent ratio. It is, therefore, an important factor assisting
the organization to achieve its goal.

The studies on involvement in 1970 of Mowdeayet et al., showed that there are 2
influential factors that connect individual to the organization namely; the rewards and the
experience. Involvement is an objective of an organization to equally unite the members.
Involvement is an attitude or feeling of the individuals to the organization to attach to the
identity and the mission of the organization. The involved individuals will be attached to
the mission and be more united to the other members which are in line with the opinion
of Sheldon in 1971 who studied the involvement as objective and value of the
organization towards organization targets which are 1) Identification 2) Involvement 3)
Loyalty. Buchanan in 1971 gave the opinion that the involvement in the organization is
the intention of the individuals to commit and dedicate all efforts for the benefits of the
organization in the best intensity and positivity. Brew and Lock in 1995 proposed 7
characteristics of involvement as following 1) Identify with Organization 2) Trust
Manager 3) Show a Willing to Invest Effort 4) Participate in Decision Making 5) Feel
Positive in Decision Making 6) Voice Concern 7) Feel Their Place of Work in an
Equitable One in getting compensation and reward.

Sport Activity Involvement is the feeling of positive attitude of the fan club to
participate in different activities of watching and cheering the games. The feeling unites
the individuals with the other members strongly and exerts attempts to dedicate and even
to sacrifice for the benefit of the club. The involvement is the core of unity and
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participation and regular support. (Menagham, 2001)

Sports and Leisure Involvement is the involvement in sport activities on individual
interest specifying into the sport in interest. It shows the initial motivation to the arousal
or projected interest which connects the individual to the associated products (Havitz and
Dimanche, 1997). Involvement theoretically is multi dimensional (Kyle, Graefe, Manning
and Bacon, 2004), which can be divided in to 2 main dimensions 1) Involvement from
attraction i.e. acknowledgement of satisfaction or pleasure and enjoyment from
participation in the activities with particular person on special interest or attachment. 2)
Involvement from centrality i.e. involvement in an activity form personal like such as
choosing of Life Style.

Affective Commitment

Allen and Meyer, 1990, proposed the involvement model with an organization to be
consisted of 3 characteristics 1) Affective Commitment i.e. emotional attachment of and
individual who need to unite himself to an organization and participate in certain
modality. The individual with such involvement intends to shoe off the need to be a
member of the organization. 2) Attachment from Continuance Commitment i.e.
involvement with the organization on account of the costing. Being in the organization
will cost the individual less than being away from or will be more benefited by being in
the organization. 3) Attachment from Normative Commitment i.e. involvement due to
duty, status accountability, responsibility, agreement or contract or vow or being indebted
in any form force the individual to be attached to the organization rather than the proper
logic whether to continue being with the organization or leave for good. The 3 concepts
mentioned explain the difference of the individual’s behavior in society that we
experience. Thus the organization needs to really understand human nature of the
members.

As such the 3 distinctive factors on involvement of each individual are very different:
namely, an individual may be attached to the organization because he wants to, or need to
or ought to. Therefore, we can better understand the relationship of an organization and
its members through the understanding of the intensity of the 3 reasons of involvement
and they also can answer the question of different work style of each individual.
(Nujaikong, 1997)

Service Quality

Parasuraman, Zeithaml, and Berry (1994) sited about quality evaluation of service as
received by consumers by attempting to define the service quality and service factors.
Service quality surveyed from the organization management and from the consumers of
the products and services shows that service quality takes quite major share from the
expectation of the consumers (Service Quality Model) which explains us the main factors
of quality service.
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Parasuraman et al. (1985) studied service quality and found that basic factors on
which the consumers decide to grade service quality are of 10 factors through 2 sided
study of the acknowledgement perception and the expectation as follow: 1) Reliability 2)
Responsiveness 3) Competency 4) Access 5) Courtesy 6) Communication 7) Credibility 8)
Security 9) Understanding 10) Tangibility. After the collapse of the variables related to
the following 5 variables are 1) Tangibles 2) Reliability 3) Responsiveness 4) Assurance
5) Empathy.

Until such tools are called “SERVQUAL”. It is a tool to evaluate quality of
service comprises of 22 questions, divided into 2 parts; viz. Part 1 is evaluation of service
quality verses consumers’ expectations, Part 2 is evaluate service quality as
acknowledged by consumers receiving the service which is called “RATER” (Reliability,
Assurance, Tangibles, Empathy and Responsiveness) (Buttle, 1996). The 5 factors of
SERVQUAL show that Factor 1 - 2 - 3 are concreteness of service needed to create trust
and confidence while answering to the basic needs of the consumers; while Factors 4 - 5
are more abstract to assure the acknowledgement of the consumers’ needs. Even though
SERVQUAL measures 5 factors but it covers all the 10 characteristics of service
mentioned by Parasuraman et al. (1985) and it is now being well accepted in the arena of
service qualification and certification measurement. (Wong Ooi Mei, 1999: 139, Lopez
and Serrano, 2004)

Team Attachment

Team Attachment Theory is basic to human being. All men want to be accepted by
the group or society that they are members (Lascu, 1995). This is in line with the basic
needs theory of Abraham Maslow (Maslow Hierarchy of Need) the Theory of Human
Motivation: consists of 1) Physiological Needs such as need for food and drinks 2) Safety
Needs such as need for shelter and sustainable jobs 3) Social Needs especially love,
friendship, connectedness, involvement, association, and participation in social functions
and activities with other members on one or more social groups 4) Esteem Needs i.e.
being proud of self, being appreciated for the achievement and success performed and
attained 5) Self-Actualization Needs such as fulfillment of competencies, achieving the
highest wishes and intentions, being independent in making decision and creativity,
receiving the highest positions in employment or profession. All the above needs can be
fulfilled through Involvement, Attachment, and Participation in the organization
employing good association and friendship to command acceptance from all the members
(Bowlby, 1988).

The important theory that can explain the characteristics and effect of effective
relationship is the Attachment Theory which was derived from several other human
relationships theories on attachment to family of the individuals as the bases of growth
and development (Bowlby and Ainsworth, 1992). The theory is the result of studies of
human attachment from childhood between baby and mother which explains the
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connection of relationship with emotion quotient, stress and lifelong development
(Harlow, 1958). The family relationship and attachment is found to be the bases of the
other relationships of the individuals with the other members of the society. Every child
is found to be participative since childhood. Studies on neurology and biology show that
human beings have special senses to understand and be aware of the inner feelings and
needs of the others (VVan der Horst, LeRoy, and van der Veer, 2008).

Holmes (1993) said that participation, stable involvement is important to intellectual,
social spiritual and adaptation development. Strong relationship with parents or care
takers affects the person’s understanding of feelings, emotions and basic needs both
physically and spiritually.

The theories summarize that the learning and acknowledgement of feelings and
emotions onward to respective responses have connection to the characteristics and
reactions of the parents. Children lacking care and involvement are rather confused in
building relationships with the others resulting in improper manners and behaviors or
unwanted actions and reactions. This attests the importance of giving good orientation
and training of good etiquette since very young age by the parents so that a child can
grow to be proper adult (Shore, 2001).

Attachment Theories as elaborated are bases of Team Attachment Theory, a
psychological theory studying linkage to sports activities of the consumers. This includes
value creation to teams and clubs through participation in activities which in turn gives
pride to the athletes of the teams and boost up their attempts and development (Wann et
al., 2001). Attachment and involvement are very important Consumer Behavior and
Behavior Intentions.

Integrity and Sponsor

Integrity or being ethical is a Social Psychology Theory which predicts consumers’
behaviors of the study group. What do consumers feel towards the teams, clubs or
individuals expressed through Internal Decision which may be difficult to be measured
directly and the responses (Dweck and Leggett 1988). Besides integrity is changeable.
Through observation of the behaviors the organizations and the management can learned
and managed the integrity of the members to fit integrity to at the proper level. This
research (Loebbecke, Eining, and Willingham, 1989) will study the integrity of the
football fans to their respective clubs in Thailand Premier League.

As discussed above integrity of the sponsor is the index or measurement of
relationship between the sponsor, the Sponsored Sporting Team and the supporters. The
level of integrity affects the feeling of the fan club and the sponsor, namely, the
confidence in the products and service, thus will onward to the readiness to buy and
support the products and service of the sponsors accordingly.

The highly confident fan club members of the high integrity clubs will participate in
more events, buy more souvenirs, buy more matches tickets and spend more on the
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commodities on sale in the venue of the clubs (Fink, Trail, and Anderson 2002; Madrigal
1995, Murrel and Dietz 1992; Wan and Anderson 2002.; Wann and Brancombe 1993).

Charity Motive

All the sponsors intend to take control of the hearts of the consumers who are the
fans of sports clubs through different strategies propagated through integrated marketing
communication (IMC) (Walliser 2003; Cornwell et al. 2005; Cornwell 2008). The
support from the fan clubs will then be turned into budget of the sports club 1) Assets
such as stadium, sport hardware, rights to organize events, games and matches, which
will later turn into profit and loss. 2) Compensation to all parties concerned which is
difficult to value in monetary term such as satisfaction, confidence, and trust (Cornwell
and Maignan, 1998). There are quite a number of researches on Consumer Response
(Gwinner and Eaton 1999; Johar and Pham 1999; Ruth and Simonin 2003, 2006;
Rifon et al. 2004; Poon and Prendergast 2006; Pope et al. 2009; Herrmann et al. 2011).

The charity motive to the supporters is an effective factor to attract the supporters
and turn them to be the consumers of products and service that support the clubs. This
strategy is widely used in sports club and found to be quite effective because the joint
effort will later turn into the benefit of the society with their participation (Ruth and
Simonin 2006).

Sponsor Image

The studies of consumers’ attitude to the brand of product and service that support
sport activities, organizations and clubs reveal that the consumers hold rather positive
attitude (Roy and Cornwell, 2003). But there are some miss understanding between
“Attitude toward the Brand” and “Brand Attitude” which hold similar meaning (Keller,
1993; Wilkie, 1986).

However “Core Brand Attitude” has slight different meaning to the aspect of the
consumers’ attitude toward product brand but it means to the main products or the major
product of the brand. This is due to the brand may include a product line. Thus the brand
extension is also a strategy employed (Aaker and Keller, 1990; Boush and Loken, 1991)
such as “Samsung” is a core brand because there are several products such as TV,
telephone, electrical appliances and computer under the same brand.

Studies also revealed that the attitude of the consumers toward the extended brand
products is also positive (Miller, Mazisand Wright, 1971; Aeker and Keller, 1990;
Faircloth, Capellaand Alford, 2001; Nan, 2006), which is in line with the finding of
Flahery and Paps (2000) and Ghen and Liu (2004) suggested further that the consumers
intend to purchase such products and service.

The consumers’ attitude is a factor of success to motivate purchases in the Affective
Stage (Liking) and mainly rises from the internal (Lavidge and Steiner, 1961) and Belch
and Belch (2001) added that the positive attitude of the consumers is the strength of the

15



A)
(. SMR Asian Sport Management Review Aug. 2014

brand and it is the measurement of ‘Like’ of the products (Zajonc and Markus 1982) and
the evaluation of the general image of the products (Wilkie 1986). The attitude of the
consumers is high towards the main brand products (Keller, 1993) especially when the
consumers have no knowledge about the brand extension products (Petty and Cacioppo
1986). However the consumers are more attached to the past experience of the products
(Keller, 1993) which originated the fame of the brand (Mitchell and Olson 1981). Brand
and product awareness are the main reason of the sponsors for involving in sports
activities to motivate purchase intention of the supporting consumers (McDaniel and
Kinney, 1998)

Word of Mouth

Word of Mouth is an Interpersonal Communication of Two Way Communication
interaction between the message sender and the receiver which can be between 2 or more
persons (Richin and Root-Shaffer (1988)

Richin and Root-Shaffer (1988) categorized the word of mouth communication into 1)
Communication of the products such as the looks, shape, sizes and quality 2) Communication
of the advice or comment or passing on opinion including persuasion to use the products 3)
Communication of personal experience using the products and the results thereby.

Subjective Norm

Following up the advice or the communication forming the advice into subjective norm
is the acknowledgement and the belief in the message received from friend or colleagues, the
superiors or the related such as spouses, children, relatives etc. (Fitzmaurice, 2005; Pavlou
and Fygenson, 2006; Ramayah et al., 2004; Thorbjornsen et al., 2007).

Theory of Planned Behavior: TPB proposed by Ajzen was developed since 1985 is a
theory of Social psychology from Theory of Reasoned Action of Ajzen and Fishbein (1975)

Theory of Planned Behavior: TPB explains that human behavior is subject to advice
received by 3 beliefs i.e. Behavioral Beliefs, Normative beliefs and Control beliefs which
separately effect behavior in different intensity (Ajzen, 1991).

1. Behavior (B): most of the human behaviors are under the control of Behavioral
Intention (1)

2. Behavioral Intention (1): is influenced by 3 factors: Attitude toward the Behavior: AB,
Subjective Norm: SN, and Perceived Behavioral Control: PBC.

2.1 Attitude toward the Behavior: AB is the positive or negative evaluation of a
behavior that whether it will result into positive outcome intended. If not, the subject will
hold negative attitude towards such behavior. If yes, the subject will hold positive attitude
towards such behavior then intend or pay attention to such behavior.

2.2 Subjective Norm; SN or Group norm is the acknowledgement of the
importance of the others to oneself to perform a behavior that is in line with the others in the
group or to please the others in the group.
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2.3 Perceived Behavioral Control; PBC is the acknowledgement of a person that he
can perform a behavior easily or on the other hand difficultly. He then intends to perform or
to avoid such behavior accordingly.

Model Lisrel and Structural Equation Modeling

Model Lisrel and Structural Equation Model is an innovation of research work under
development and becoming more popular to use in researches on social and behavioral
researches especially abroad. Model Lisrel and Structural Equation Model is a statistic
program which is well accepted by researchers and statisticians (Wiratchai, 1999). In
Thailand Model Lisrel and Structural Equation Model is still unknown and only used in
limited research work only ( JitRang, 2006).

Model Lisrel and Structural Equation Model show relationships of all factors in linear
format called “Linear Structure Relationship: LISREL model” and as such it is also called
Linear Structure Equation Modeling or Covariance Structure Model developed by K.G.
Joreskog and D. Sorbom during 1967 — 1979. The program is the first developed
employing 3 methods of analysis: Factor Analysis, Path Analysis, and deviation analysis
using 2 main models; Measurement Model and Structural Equation Model (Wiratchai,
1994). In this research the model will be used to analyze the results of the final factor the
intention to purchase products and service sponsoring a sport activity or club.

Objective

1. To develop a causal model relationship for purchase and intention for products and
services for the fan club for the Sponsored Teams in Football Thai Premiere League.

2. To determine a causal model relationship for purchase intention of product and
services of the fan club for the Sponsored Teams in Football Thai Premiere League that is
consistent with the empirical data.

Research Question

1.How is the development of a causal model relationship for purchase intention of
products and service of the Fan Club to the Sponsored Team in Football Thai Premier
League?

2.Causal model relationship for purchase intention on products and service with the
Fan Club to the Sponsored Team in Football Thai Premier League are consistent with
empirical data or not?

Hypothesis
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The proposed hypotheses are as follows:
H1: Involvement (INV) is direct effect on Purchase Intention (PIN).
H2: Affective commitment (AFF) is direct effect on Purchase Intention (PIN).
H3: Service Quality (SEG) is direct effect on Purchase Intention (PIN).
H4: Team Attachment (TEA) is direct effect on Purchase Intention (PIN).
H5: Sponsor Integrity (SPO) is direct effect on Purchase Intention (PIN).
H6: Charity Motive (CHA) is direct effect on Purchase Intention (PIN).
H7: Sponsor Image (SPI) is direct effect on Purchase Intention (PIN).
H8: Core brand Attitude (COR) is indirect effect on Purchase Intention (PIN).
H9: Word of Mouth (WOR) is indirect effect on Purchase Intention (PIN).
H10: Subjective Norm (SUB) is indirect effect on Purchase Intention (PIN).

Research Framework

Research Framework and Hypotheses Development

Core brand

Attitude
H7

Involvement H1

Purchase

Intention

commitment | H2 f H6

\ Service H3 Team H4 Sponsor HS‘ Sponsor Word of
Affective Quality Attachment Integrity Image [\ Mouth
Subjective

Charity

Motive Norm

Research Methods

Population and Sampling

Population consists of the fan club who watched football games in Thailand
Premier League (TPL), Thailand, during the 2011 season Il (March to October). The
Total of population is 56,000 people (Siam Sports, 2011) which follow Criteria for
Participation in AFC.

(a) Determine how to Multistage Sampling with Stratified Random Sampling by
each Football club of 18 clubs, total number of sample are 1,100 people.

(b) The random sample is set in each Football Club by using simple random
sampling. It generated the size of the sample in each Football Club to get a representative in
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each Football Club. A total of 1,100 usable surveys were returned, giving a response
rate 100%. No case was found to have more than 5% of data missing.

Research Tool and Collection Data

This research tool is a questionnaire that modified and used existing survey scales.
The survey instrument comprised of 50 items. The measures are Likert Scale (Resins,
1932) on a 5-point scale (1= strongly disagree and 5 = strongly agree). Reliability it
included a series of questions relating to the following four areas: 1) Demographic
information 2) Factor affecting purchase intention 3) The open-ended questions (possibility
of developing purchase intention) 4) Comments and suggestions. Descriptions of each
sub-scale are presented in the.

Data Analysis

Analyze demographic information

Analyze the descriptive statistics for the variable by Mean, Standard Deviation as
gender, status, age, highest education, occupation; income per person (per month), the
number of viewing competes per week and member in the club. (Table 1)

Analyze Relationship Model

1) Researcher creates Hypothesis Model in the form of Structural Equation
Modeling — SEM to test and estimated the Causal relationship and examines the
consistency of the structural equation model under the hypothesis with empirical data.
Gender, status, age, highest education, occupation, income per person and member in the
club

2) Analyze Relationship Model. Researcher creates Hypothesis Model in the form of
Structural Equation Modeling — SEM to test and estimated the Causal relationship and
examines the consistency of the structural equation model under the hypothesis with
empirical data.

Result and Discussion
Research Result

Part | Result of analysis the personal information of the respondents.

As a table | shows 751 male (68.30%), Status single 727 persons (66.09%), Age less
than or equal to 25 years 494 persons (44.90%), Education level of the reply is 568
persons (51.70%) bachelor degree, 373 persons (33.90%) school and universities students.
Individual income level below THB 5,000/month 316 persons (28.70%), THB 5,001 —
10,000 315 persons (28.70%), football fan clubs such as Burirum PEA 158 persons
(14.40%).
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Table 1 Descriptive statistics for the variable (N=1,100)

Variable Categories N Percentage
1. Gender Male 751 68.30
Female 349 31.70
2. Status Single 727 66.09
Married 360 32.72
Widowed / Divorced / Separated 13 1.19
3. Age Less than / Equal to 25 years 494 44.90
26-35 Years 285 25.90
36-45 Years 203 18.50
46-55 Years 100 9.10
More than 56 year 18 1.60
4. Highest Education ~ High School or Under 131 12.00
Senior High School 320 29.10
Bachelor’s degree 568 51.70
Master’s Degree 67 6.10
Doctoral Degree 12 1.10
5. Occupation Businessman 88 8.00
Work in the government office 193 17.50
Employees 269 24.50
Student 373 33.90
Retire 4 0.40
Unemployed 30 2.70
Other (please specify) 143 13.00
6. Income per person  Less than / Equal to 5,000 bath 316 28.70
5,001-10,000 bath 239 21.70
10,001-20,000 bath 316 28.70
20,001-30,000 bath 106 9.70
30,001-40,000 bath 63 5.70
More than / Equal to 40,001 bath 61 5.50
7.You are a fan of Mueng-Tong United 138 13.00
any football club. Chonburi FC. 156 14.20
(Only one status). Buriram PEA 158 14.40
Thai Port FC. 154 14.00
Bangkokglass FC. 101 9.20
Pattaya United 29 2.60
Osotspa M-150 Saraburi 59 5.40
Bectero-Sasana 29 2.60
TTM Phichit 39 3.50
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Variable Categories N Percentage
Samutsongkhram FC. 49 4.50
TOT FC. 20 1.80
Insee Police United 39 3.50
Siamnavy FC. 20 1.80
Army United 20 1.80
Sisaket Muangthai FC 20 1.80
Chiang Rai United 20 1.80
Sriracha FC. 20 1.80
Khon Kaen FC 19 1.70

Part Il Correlation analysis score Test variables in the relationship linear structure.

The analysis of the correlation of the variables studied. Variables were correlated
with factors affecting the Purchase Intention product and services from the fans sponsor
the team in Thailand Football Premier League. The researcher used the correlation
coefficient of Pearson's product moment correlation coefficient to calculate an average.
When the correlation 11 factors where the correlation coefficient is statistically
significant at the .05 level, with values in the range of 0.417 to 0.809 relations as the
result with table 1 respectively.

Table I Correlation analysis score Test variables in the relationship linear structure.

SEG TEA SPO SPI COR WOR SUB PIN INV AFF CHA

SEG 1

*k

TEA .558 1

*% *%x

SPO .498 .633 1

*% *x *%

SPI 506 .608 .738 1

*k *% *k *k

COR .460" 560~ .708™ .767 1

WOR 454" 582" 669~ .716 .770° 1

SUB .400~ 517" 628" .665 .645 .636 1

PIN 4167 576 .707" 703" 724 743" .745 1

INV 7127 566~ 543" 534" 5107 491" 417 .453 1
AFF 5737 6137 543" 563" 5297 567 461" 516  .604 1

CHA 438 600 .774 809 .715 .666 .644 711 502 .524 1
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** n<.01

Part 111 the analyzes the results of Confirm Factor Analysis

The researchers analyzed the relationship between the structural modeling of factors
influencing fan club purchase intention on products and service of football clubs sponsors
in Thailand Premier League. Using LISREL, which developed a value consistent with the
empirical data. Finally, there are the statistics. Chi - square = 18.2 for the degrees of
freedom = 23, probability = .75 RMSA = 0.0 Value, CN = 2535.58, SRMA = 0.008, GFI
= 1.00, AGFI = .99, CFI = 1.00. The variables used in the model can explain the
R-Square of its intention to purchase product and services was 73 percent, as Figure 2
and Figure 3.
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Figure 2 the analysis of structural relationship model (Model analysis)
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Figure 3 Linear structural relationship model of factor (Hypothesis Analysis).
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Discussion

The research on developing the causal model of factors influencing fan club
purchase intention on products and service of football clubs sponsors in Thailand Premier
League. And to validate the model with empirical data can be summarized as following:

1. The variables used in the model can explain the developing the causal model of
purchase intention product and service finds the variance or predict of its intention to
purchase product and services was 73 percent which is a structural relationship. That is
significantly acceptable with the assumptions.

2. Factors influencing purchase decision to purchase products and service are found
to be in ordinal number of variable as follow:

2.1 Sponsor’s Integrity and Sponsor’s Image in of the highest value factor of the 11
factors studied. The samplings give importance this relation of factors .96. This means
that the Sponsor’s Integrity has highest influence to the Thailand Premier League
Football fan clubs to be loyal to the clubs and to purchase intention products and service
sponsoring sport activities of the clubs with priority knowing that part of the income will
be use to develop the clubs’ hardware, software and people ware to maximize the
satisfaction and happiness of all the club members. It is also found that the longer the
clubs are established the higher the loyalty and attachment can be found such as the
Chonburi F.C., the Muangthong United, the Burirum PEA. This is in line with the finding
of Laverie and Arnett (2000); Wann, Royalty, and Roberts, (2000); Wann et al., (2006)
who stated that Sponsor’s Integrity Image is the highest valued factors to sports clubs’
members than any other motives. Sponsor’s Image has highest influence to the Thailand
Premier League Football fan clubs related Thjomoe, Hans M., Olson, Erik L. and Bronn,
Peggy S. (2002) stated the same finding that the sport clubs’ fans are more motivated to
purchase products and service sponsoring sport activities and to repurchase over and over
on account of the Sponsor’s Image. Moreover found out that the loyalty and attachment
gradually increased season by season because the fans realize that their support result in
the clear and steady development of the football clubs.

2.2 Charity Motive showed that value of .59 with the statistic importance value .001.
This shows that has lower influence than Sponsor’s Integrity and Sponsor’s Image. This
may due to be from the social stress on CSR (Corporate Social Responsibility) of the
enterprises to be responsible for the social up-keeping and well being in general. And for
that several more enterprises turn to sponsor more sport clubs and sports events especially
the professional football activities. Because the fan clubs and the organizations have
already been well established. Thus not even the enterprises can increase the sales
turnover, expend the market, diversify products and service; they can also show
responsibility towards society (Elfenbein and McManus 2010; Haruvy and Popkowski
Leszczyc 2009; Popkowski Leszczyc and Rothkopf 2010; Popkowski Leszczyc and
Wong 2010). The fan clubs and the consumers are also found to be responsive to support
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the products and service. Furthermore the fan clubs are participating in sport activities
more often. This is in the same line with the finding of Lichtenstein, Drumwright, and
Braig (2004); Pracejus and Olsen (2004) whose studies showed that the enterprises that
set up 25% regular budget to support social activities continuously increase the intention
to purchase their products and service on Charity Motive. The purchases are considered
or valued as performing charity works by the consumers themselves.

2.3 Core Brand Attitude in this research is found to have to motivation value to the
consumers at .43 with the statistic importance value .001 which shows that Core Brand
Attitude is influential lesser than Sponsor’s Integrity, Sponsor’s Image and Charity
Motive accordingly. This means that after showing that the enterprises sponsoring sport
clubs and sport activities are of high integrity level, and that they are sincerely kind
towards the well being of the society, they should perform activities to inculcate core
brand value to the consumers to have positive attitude of the brand diversify into the
whole line of the different products. Thus the consumers in their respective time of needs
will remember and purchase the products and service of the brand, such as the consumers
are more likely to consume the commodities supporting the favorite sport events because
they remember the brand and know about the particular commodity. For the individual
products supporting sport clubs they are considered in the same light but eventually they
may loss against the long tail brand. In any case the study shows that the support to sport
clubs, sport activities and sport events increases brand awareness. Consumers are found
to be more satisfied with the sport supporting brand with continuous support. The brand
communication can be done in several ways such as in front of the stadium, public
relation activities in the sport events, distribution of samples etc. as agreed and
acknowledged with the sport clubs verbally or written. Difference of result may be due to
the budget limit which dictates the range of activities performable in line with the finding
of Gladden and Funk, (2002); Keller, (1993); Quelch and Nueno, (2004) who stated that
the sponsors are more attracted to support sport competitions or major sport games then
major cultural events because of the big quantity of participants and high publicity
directly and indirectly, continuously and positively. Such publicity stress higher impact to
consumers to remember the brand and the products.

Future Research

1. The research further, should be consider other variables. That may affect the
purchase and intention for products and services for the fan club for the Sponsored Teams,
such as Attractions, Mass Media, Trust and Technology Acceptance.

2. The research further should be used to create an alternative form of research for at
least three different models to test the best fit. Then select the model that explains the
variance in the study.

3. The research further should have be Action Research using the variables in the
model, this research is intended to develop a product and service of fans of the football
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team in the Thailand Premier League. Or test model in football club.

4. This research is cross section study in some period of study. So if another
researcher interest to do continues research. It made a difference or consistency of model
have developed.

5. This research is concern among the fan clubs of the Thailand Premier League
Football. It can be extended to the participants in the other fields such as the
administrators, the sponsor and the mass media.

6. The further research should study Model Measurement with the literature review
to find any hidden variables so that the result will be useful to find out more variables that
can be applied in daily life.
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Curriculum Development and Training Management System

for Competency Enhancement of Leaders

in Regional Sports Organization

Abstract

The objectives of this research were to study, analyze and develop the curriculum and
training management system for enhancing the competency of the leaders in regional
sports organization.

This research consisted of 5 groups of sample with the total of 70 persons. The
instruments were 2 sets of constructed-questionnaire interviews with. Reliability was
conducted by test-retest method and data analysis by Pearson Product Moment Correlation
Coefficient (r) including validity was conducted by Index of Item Objective Congruence:
I0C.

The results revealed that there were three areas of core competencies affecting the
sports administration and management of the leaders in regional sports organization:
knowledge, skills and attributes. For the curriculum development for enhancing the

competency of the leaders in regional sports organization, there were 6 courses including

31



A)
(. SMR Asian Sport Management Review Aug. 2014

Sport Strategic Plan, Strategic Management of Sports Organization, Marketing, Finance
and Privilege, Major Sports Events Management, Communication and Public Relations in
Sports, and Human Resources Development in Sports. The findings of the study of
training management system were that the operations have been done for changes and
personnel improvement or development in the organizations, and it provided them with
learning, understanding, capabilities or skills with desirable attitudes for the organizations.
For the training management system enhancing the competency of the leaders in regional
sports organization, the process consists of 5 steps: preparation of the management
training, the operation during the training process, the operation after the training
(completion of training), the operation after the completion of the full training and the
supervision, monitoring and the evaluation of knowledge implementation into practice
(after training). The new body of knowledge derived from this research will be used for
national sporting personnel development, especially for Leaders in Regional Sports

Organization further.

Keywords: Curriculum Development, Curriculum, Management System, Training,

Competency, Leaders in Regional Sports Organization, Regional Sports Organization
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Introduction

The trend and direction of world sport development are grown from the community
base. There are more platforms which opened for the community to take part. Sports in
Thailand according to the 11" National Economic and Social Development Plan
(2555-2559 B.E.), were emphasized on development of human quality. Moreover, the 5
National Sports Development Plan (2555 — 2559 B.E.) also specified the development
path of athletes and coaches. Then, the implementation of sports development strategy
of Sports Authority of Thailand (2553 — 2557 B.E.), Strategy 3, was aimed to enhance
competency of athletes and sports personnel systematically and completely. To raise
the capabilities or competency of elite sport personnel, administrators training plans
and projects were set regularly. So, the administrators can apply the knowledge and
skill to practice and do their jobs effectively. The curriculums of sports administrators
were comprised as followings.

1) International Certification in Sports Management Program (ICSM): It was the
pararell courses with the United States Sports Academy (USSA). The curriculum was
composed of 6 courses; Olympic Culture and Education, Sports Administration, Sports
Facilities and Event Management, Introduction to Sports Security Management, Sports
Marketing, and Sports Public Relation.

2) Thailand Sports Leaders Program: This program was collaborated with World
Academy of Sport Executive Centre (WASEC). The curriculum was composed of 3 courses;
Major Sports Events, National Federation, and Facility Management.

3) National Sports Administrators Development Programs: It was the progrm
which the participants come from regional sports organization. The curriculum was
comprised of 10-11 courses; Strategic Management, Governance of Sports
Administrators, Olympic Culture and Education, Risk Management, Sports Resources
Management and Sports Events, Proactive Sports Development Plan, Sports Laws,
Provincial Integrated Sports Development, Role of Domestic and International Sports
Organization, Business and Priviledge, and International Sports Administration.

Samabhito et al. (2010) studied the direction for development and promotion of the
sport personnel of the regional sport organization. The research team from Sport Science
Department, Kasetsart University proposed that the provincial sport center were
responsible for provincial sport affairs under the Director of the regional offices of SAT.
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The provincial administrators were responsible for the implementation of the policy of the
Sports Authority of Thailand. The management was to promote local sport within the province
as well as supervising, and monitoring the Sports Authority of Thailand’s projects
implemented in the province. Moreover, the directors act as a coordinator for collaboration
with others local sports organizations in order to run sport activities smoothly. The results of
this research were found that the first group; the director of SAT regional office, should be
prioritized, and developed the all-rounded knowledge in sport management. Furthermore,
the leaders of regional sports organizations were a lack of sport management knowledge,
and skill, which had been requested to enhance competency through the process of
training, on the job training, and study tour.

The leaders of regional sports organizations were composed of governors, presidents of the
provincial sports associations, and directors of the SAT regional offices. They always had the
important mission in driving the sports development in a region. Therefore, in the literature
reviewed, the researchers found that SAT was the key organization which was responsible for
developing the national sports personnel. Hence, planning and programming for training the
National Sports Administrators, Administrators of Provincial Sports Associations, Directors of
SAT regional offices, and others sports organization leaders, were implemented consecutively.

However, the National Sports Administrators Development Program which held
regularly had the differences in the subject titles, number and contents of the topic, cases
exercises. Moreover, the training management systems were also different in the
preparation before the training, the operation during the training, and the operation after
the training. So, it is of interest to develop curriculum and training management system in
order to enhance the competency of the leaders in regional sports organization. Sports
Authority of Thailand incluing involved orgainzations adopted these curriculums and
training management system that can develop leaders of regional sports organization.
Thus, the leaders can gain knowledge, understanding, skill and experience, and further

apply to the jobs in the province.

Definitions

1. Curriculum Development means the process of developing curriculum,
initialized by the analysis of the basic data from literature and research, need analysis, and
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then synthesis. Defining the detail of each components of curriculum structure, refine
the course structure, improve and try out, are the main processes. Thus, the curriculum can
be utilized. The course evaluation is needed to further develop the quality of curriculum.

2. Curriculum is an organized program of learning and experience which is utilized in
the training program. The curriculum contains philosophy, rational, objectives, and
organized structure. Curriculum content will have the detail in each subjects or courses,
training activities, assessment and evaluation.

3. Management system is the operation process in order to fulfill the objectives of
training. It contains the preparation before the training, the operation during the training,
and the operation after the training.

4. Training is the process to promote and enhance the skill, competency of the leaders
in the regional sports organization to be able to work effectively and efficiently.

5. Competency is the characteristic of the leaders in regional sports organization. It is
composed of knowledge, skill, and sports management.

6. Leaders in Regional Sports Organization are the provincial executive
administrators who are under the supervision of Sports Authority of Thailand. They are the
chairman of province sports committee, the presidents of provincial sports association, and
directors of Sports Authority of Thailand regional office.

7. Regional Sports Organization means the sports organization that SAT supervise
and support their sports operations. They are those of the provincial sports committee,
provincial sports association, and SAT regional office.

Objectives

1. To study and analyse the competency of leaders in regional sports organization
and the training management system.

2.  To develop curriculum and training management system enhancing the
competency of leaders in regional sports organization.
Research Methodology

The development of program and training management system enhancing the
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competency of leaders in regional sports organization, the researcher will identify as
followings.

1. Protocol:

1.1 Study and analysis of the competency of leaders in the regional sports
organization and the training management system, were implemented by study the
literatures, concepts, theories, and related researches, and integrated with the opinions of
the experts in the sport management areas and human resources trainings of the public and
private sectors.

1.2 The instruments were developed and set up. Two sets of the questionnaires of
constructed interview were used in the present study. Reliability was conducted by
test-retest method, and data analysis by Pearson Product Moment Correlation Coefficient
(r) including validity was also conducted by Index of Item Objective Congruence: 10C.
Then, drafting of curriculum and training management system enhancing the competency
of leaders in regional sports organization were outlined.

1.3 The validity test of the drafting of curriculum and training management system
enhancing the competency of the leaders in regional sports organization were done by the
opinion survey of the experts who were in the sport management area, and from the public
hearing meeting.

1.4 Try out the drafting of curriculum and training management system enhancing
the competency of leaders in regional sports organization with the sample group. The
workshops were conducted for 15 leaders in regional sports organization, from 5 regions,
3 leaders each region.

1.5 The evaluation of the drafting of curriculum and training management system
enhancing the competency of the leaders in regional sports organization were done after
each subject had immediately been finished. The researcher made on-site orientation,
supervision, and evaluation the effectiveness in applying the knowledge to develop the
sports activities in the region within 3 months after training.

2. Population and sample group:

2.1 The sample group of opinion survey was 26 experts and involved persons.

2.2 The sample group of reliability test was 12 experts and involved persons.

2.3 The sample group of validity test was 5 experts and involved persons.

2.4 The sample group of reliability test of drafting curriculum and training
management system enhancing the competency of leaders in regional sports organization
was 12 sports management experts who joined public hearing.
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2.5 The sample group of test and trial of drafting of curriculum and training
management system enhancing the competency of leaders in regional sports organization
was randomly selected by purposive sampling from leaders in regional sports organization.
15 leaders were selected from 5 regions, 3 leaders each region.

3. Data analysis, and Statistical analysis

3.1 The reliability of the 1% set of questionnaire was tested by test — retest method
using the Pearson Product Moment Correlation Coefficient (r). The statistical significance
was set at the level of 0.05, and correlation coefficient was 0.972.

3.2 The validity of the 1% and 2" set of questionnaires was tested by construct
validity test. The consistency of questionnaires was identified by using the index of item
objective congruence: IOC. Moreover, the suitability of questionnaires was evaluated by
using 4 levels of rating scale as followings

Average value between  3.51 —4.00 means the most suitable

Average value between  2.51 —3.50 means more suitable

Average value between  1.51 -2.50 means suitable

Average value between  1.00 — 1.50 means least suitable
Then, mean and standard deviation (S.D.) were calculated for each item.

3.3 The knowledge and understanding of each subject of the leaders in regional
sports organization who participated in the training were tested for the differences between
the average of pre- and post-test by using nonparametric statistic at the significant level
of .05.

3.4. The applications of knowledge after training implemented in the development
of sport activities in the region were analyzed from the evaluation forms. The researcher
summarized the tests results and illustrated in the descriptive style.

Results
The findings were as followed:
1. The development of curriculum enhancing compentency of leaders in regional

sports organization: It was found that essential competencies would affect the

administration of leaders in regional sports organization. Those competencies were
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A. Knowledge: The course enhanced competency of leaders in regional
sports organization contained 2 subjects;
1. Sports Strategic Plan: There were 7 topics with 30 hours seminar.
2. Strategic Management of Sports Organization: There were 6 topics
with 30 hours seminar.

B. Skill: The course enhanced competency of leaders in regional sports
organization contained 3 subjects;

1. Marketing, Finance, and Privilege: There were 8 topics with 30 hours
seminar.

2. Major Sports Events Management: There were 7 topics with 30 hours
seminar.

3. Communication and Sports Public Relation: There were 6 topics with
30 hours seminar.

C. Attributes: The course enhanced competency of leaders in regional sports
organization contained only 1 subject that was Human Resources Development in Sports.
There were 3 topics with 30 hours seminar.

2. The development of training management system enhancing competency of
leaders in regional sports organization: It was found that training was the management of
changes, personnels improvement or development. The personnels; then, gained
knowledge, understanding, capability or skill and attitude for the organization. The
effective training management system was comprised of several processes as followed.

2.1 Analyzed the problems and the necessity of the training, identified the target
group and person.

2.2 Developed curriculum, training procedure in accordance with the needs, and
requirements.

2.3 Designed training by using techniques and methodology that suited the
objectives.

2.4 Organized the training program.

2.5 Administered and managed the training program according to the scheduled
plan.

2.6 Evaluated the training management.

38



A)
(. SMR Asian Sport Management Review Aug. 2014

For the system and the process of training management system enhancing

competency of leaders in regional sports organization was comprised of 5 steps as

followings.

1% step
2" step
3" step
4" step
5" step

Preparation of the training

Operation during the training

Operation after the training (completion of training)

Operation after the completion of the full training

Supervision, monitoring and evaluation of knowledge
implementation to practice (after training)

4. The average of knowledge and understanding score in all subjects between before

and after training of all participants were illustrated in Table 1.

Table 1 Illlustrate mean of score in all subjects before and after training of the participants.

Pre-test Post-test
Subject
Before training After training
Sport Strategic Plan 3.71 4.65
Strategic Management of Sport Organization 2.12 3.65
Human Resources Development in Sports 2.59 4.00
Marketing, Finance and Privilege 2.76 3.71
Major Sports Events Management 3.00 4.24
Communication and Public Relations in Sports 3.24 3.65

Table 1 illustrated mean of score in all subjects of 15 participants. It was found

that mean of score after training were higher than score before training (at the statistically

significant different level .05). It implied that the participants who were leaders in regional

sports organization gained knowledge successfully.
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Discussion

The development of curriculum and training management system enhancing
competency of leaders in regional sports organization was systematically studied as required
by abundant of researches. The proposed processes were 5 steps; literature survey,
curriculum drafting, conduct public hearing, trial of curriculum, and evaluation and
correction of curriculum. Moreover, the researcher had applied the Tyler’s End - Means
Model by setting required end targets of the curriculum to enhance the competency of the
leaders in regional sports organization in knowledge, skill, and attribute. So, they would
apply the sport management to the grass root level which was the direct responsibility of
the regional sports organization effectively.

The researcher had applied the curriculum and the training management system
developed by organizing the workshop for 15 samples who were the leaders in regional
sports organization from 5 regions, 3 participants each region. Knowledge and
understanding were tested before, during and after the training immediately after finished
each subject. The results indicated that the leaders had higher competency in knowledge
and understand in all subjects (table 1). Regarding testing the skill and attributes, the
researcher introduced on-site orientation, supervision and evaluation according to the
projects which proposed in provinces. The leaders had designed the projects by using the
framework for implementation sporting activities in sport development. Each of projects
composed of activities, method of operation, time frame, targets, estimated budgets,
sources of budgets, and expected results from the projects clearly.  The researcher found
that the participants had successfully applied their knowledge and understanding to their
sport development in the region.

Most of the projects contained the strategic implications from situation analysis,
trends, SWOT, and impacts before planning and implementing systematically. The
applications for these budgets were submitted to public and private organizations
efficiently.  Every project was promoted thoroughly by PR and media communication
with the community. From the meeting with the participants and involved persons, the
researched were found that the participants had applied the knowledge gained into practice
in their provincial sport activities which reflected the competency enhancement of the
leaders in regional sports organization after training.

Thereafter, the researcher further proposed the developed curriculum and
the training management system enhancing competency of the leaders in regional
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sports organizations to Sports Authority of Thailand; SAT. As SAT is the
National Sporting Bodies in charge of promoting the grass root sport program
throughout Thailand. The implications were then dedicated to National sports
personnel development, especially leaders in regional sports organization of
whom SAT supervised and promoted their mission. Finally, the leaders in
regional sports organization applied all dimensions of their knowledge and
experiences gained to administer their management sustainability and
effectively.

Suggestions

As the curriculum development and training management system enhancing
competency of leaders in regional sports organization, the researcher found the valuable
disclosure which could be applied further.

1. Curriculum: There were 6 subjects, each of the subjects was spent 30 hours. If
the trainings were consecutive conducted, it would take 30 days to finish
program. Then, the researcher would like to propose the guideline for the
training operation by organizing 1 subject each session, a break between
session, and before starting next subject till the end of program. However,
they can consider to select the specific subjects in case of necessary and in
real situation, to be instructed firstly.

2. Lecturers: The contents of the curriculum were integrated with theories,
principles and experiences from real situations. To enhance the competency
of leaders in regional sports organization required the lecturers who were
capable to transfer knowledge, understanding, and had direct experiences in the
content of subjects and sports context especially in the regional areas. In
addition, the lecturers who were capable to transfer their knowledge,
demonstrate, supervise and evaluate the leaders in regional sports
organization consecutively, will make the curriculum worthiness. Thus, the
selection of lecturers should be emphasized before implementing.

3. Leaders in regional sports organization: The chairman of province sports
committee and the president of province sports association were unable to
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attend the courses continuously, since they had the missions. The researcher
would like to suggest 3 possibilities as followings.

a. The training operation should be conducted in each region, where it is
the center of nearby provinces, and the leaders in regional areas can
get there easily.

b. The training operation should be conducted separately, only for
leaders in province sports association, director of SAT regional office,
president of provincial sports association, and chairman of provincial
sports committee.

c. The training operation should be conducted in segment of province,
by including all personnel in the province; i.e., provincial
administrative organization, provincial tourism and sports center,
sports club etc.

4. In order to introduce curriculum enhancing competency of leaders in regional
sports organization efficiently, curriculum application manual of each subject should be
done.

5. The development of curriculum and training management system enhancing
competency of leaders in regional sports organization: The researcher had developed on
the basis of knowledge of program development. Moreover, the training management
system was considered to be applied to enhance competency of leaders in regional sports
organization concretely. Lastly, the researcher would like to propose high executive
administrators of Sports Authority of Thailand support and push the activities of training
workshop in the program continually.

42



A)
(. SMR Asian Sport Management Review Aug. 2014

References

Armstrong, David G.  2003. Curriculum Today. New Jersey: Merrill Prentice Hall.

Arthurs, Anthony Sean. 2003. Ensuring Stakeholder Feedback during the
Development of Apprenticeship Training Programs in British Columbia.
Dissertation Abstracts International: 754. Retrieved (Online)
http://wwwlib.umi.com/dissertations/fullcit/3094022. December 16, 2004,

Beard, Michael E., and Other. 1994. Advances in Environmental Measurement
Methods for Asbestos. Pennsylvania: West Conshohocken.

Browder, Diane M. 2001.Curriculum and Assessment. London: The Guilford Press.

Burton, Neli; & Middelwood, David. 2001. Managing the Curriculum. London:
Paul Chapman Publishing.

Daft, Richard A. 2003. Understanding Management. (Online) Retrieved
www.hbcollege.com/ management/daft3yn/toc.html/August 8, 2004

Decker; & Decker. 1997. Planning and Administering Early Childhood
Programs. New Jersey: Prentice-Hall.

Dessler, G.  1997. Human Resource Management. 7" ed. Englewood Cliffs, New
Jersey: Prentice-Hall.

For, Donald J. 1999. Bottom-Line Training. Gulf Publishing Company, Houston,
Taxas.

Gagne; Robert M. and Medsker, Karen L.  1996. The Conditions of Learning:
Training Applications. Florida: Harcourt Brace.

Henson, K.T. 2001. Curriculum Planning: Integrating, Multiculturalism,
Constructivism and Education Reform. New York: McGraw — Hill.

Jorbeck, Agnbeta; & Levn, Soreen. 1998. The Qualities-Project-How to Assess the
Local School. Retrieved August 8, 2004.

Lauridsen, Dawn A. 2003. What are teachers’ perceptions of the curriculum
development process? Dissertation Abstracts International: 398. Retrieved
(Online) http://wwwlib.umi.com/dissertations/fullcit/3124108. December 16,
2004.

Moorhead, G.; & Griffin, R.  1995. Organization Behavior: Managing People and
Organization. 5" ed. Boston: Houghton Miffin Company.

Oliva. P.E. 1992. Developing the Curriculum. Boston: Little Brown and

43


http://wwwlib.umi.com/dissertations/fullcit/3094022

A)
(. SMR Asian Sport Management Review Aug. 2014

Company.
Packard, Thomas. 1995. TQM and Organizational Development.
Retrieved (Online) http://www.improve.org/tgm.html. December 8, 2004.

Posner, George J.  1995. Analyzing the Curriculum. 2™ ed., London: McGraw-
Hill.

Rose, David Stewart Volpe. 2003. Teaching Italian at Checkpoint C: A practical
model of curriculum development based upon the New York State
Department of Education’s Learning Standards for Languages Other Than

English. Dissertation Abstracts International: 97. Retrieved
http://wwwlib.umi.com/dissertations/fullcit/3118469. December 16, 2004.

Supitr, Samahito etal. 2011. Guideline of personnel development and promotion
of regional sports organization. Bangkok: Office of Extension and Training,
Kasetsart University.

Thomas, David Llewellyn. 2002. Curriculum development for the master
craftsman in the printing, newspaper and packaging industries. Dissertation
Abstracts International: 871.

Retrieved (Online) http://wwwlib. umi.com/dissertations/fullcit/fl926697. September 23,
2004.

44


http://www.improve.org/tqm.html
http://wwwlib/

A)
(. SMR Asian Sport Management Review Aug. 2014

Fan Club Management of Professional Football Club for

Fundraising
Trakarn Punthumlerdrujee”
Pongsak Swatdikiat
Eakachai Poungklin

Faculty of Sports Science

Kasetsart University

*Corresponding author: Trakarn Punthumlerdrujee
Kasetsart University

E-mail : trakarn911@yahoo.com

45


mailto:trakarn911@yahoo.com

A)
(. SMR Asian Sport Management Review Aug. 2014

Fan Club Management of Professional Football Club for

Fundraising

Abstract

Football is a mass sport that is receiving increasing popularity worldwide. So the goal
of running a professional football team today is not only a matter of social spirit
orientation as in the past, but also involves a form of business competition. Today every
professional football club is required to organize with a more qualified business
administration scheme. One qualification of a proficient executive is his ability to combine
financial skills with careful management planning.

Moreover, in the middle of the various current changes around the world, regarding
technologies and, economics, tactics and competitiveness, all staff, organizations and
countries need to adjust to catch up with such global changes, otherwise they will not
survive under this fierce competition.

The Asian Football Confederation (AFC) requires all football clubs to register
themselves as a legally authorized entity for commercial purpose within the year 2012.
Moreover, all clubs that wish to join any programme of AFC must comply with other

regulations and requirements, including those of marketing management, popularity
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promotion, public relation devices and profit management.
This research on the topic of professional football fan club management for
fundraising is a study within two major framework issues.

1. Exploring possible ways of managing fan clubs for professional football clubs
in the Thailand Premier League as a base to raising the club’s funds high
enough in order for them to be listed on the Stock Exchange of Thailand.

2. Exploring the relating factors that support the decision of sponsors of
professional football clubs in the Thailand Premier League to purchase shares,
as a channel for raising the club’s funds to enable them to be listed on the
Stock Exchange of Thailand

Based on the ground of applied research and the mixed method technique, the
researcher employed a quantitiave approach to this project. The selected sample was a
group of 385 members from Muangthong United FC team. A set of questionaires was the
device used for data collection. The scoring method employed the Likert rating scale. The
content of the qualitative approach is based on the data collected from the in-depth
interview of three cases specifically selected.

Later, the technique of second order confirmatory factor analysis was applied, with
the employment of Linear Structural Relationship Model or LISREL Model. There was a
test on the various designed qualifications to check whether the data collected was

appropriate to the selected analysis method of LISREL Maodel or not. The test was based
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on Pearson’s Coefficient Correlation among a group of latent variables. The search for the
relation matrix among each pair of latent variables was in order to avoid the issue of high
corelations among the variables that could result in the issue of Multicollinearity.
According to the research results, with the approach of first-order confirmatory factor
analysis, the factors that influence the decision regarding the purpose of purchasing a
share of a football club are 1) the assurance or the confidence in the executive team (A5y =
0.79), 2) the perceived efficacy or the prospect of the team’s success (A3y = 0.75) and 3)
the expectation to be a part of supporting the team’s success (A4y = 0.73). Meanwhile, the
factors that influence one to suggest that other interested persons should purchase a share
of a football club are 1) the assurance or the confidence in the executive team (A5y = 0.74),
2) the perceived efficacy or the prospect of the team’s success (A3y = 0.74) and 3) the
length of association or the long-term ties with the team (A8y = 0.67). The two shared
factors are the assurance or the confidence in the executive team (A5y) and the perceived
efficacy or the prospect of the team’s success (A3y). This result indicates that both factors
are the two major influential concerns for anyone who wants to make decisions himself or

to suggest to others that they purchase a share of a football club..

Keywords: Fanclub, Fundraising
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Introduction

The more progressive the world of sport becomes and the more commercially
oriented areas it engages in, the greater the necessity for expert financial management
skills is required (Gil Fried, Steven J.Shapiro and Timothy DeSchriver, 2008). All current
global changes, of both technology, economics and competitveness, affects the staff
organizations and countries and they must adjust to catch up with those changes, if they
wish to survive amidst such fierce competition (Kittima Chandsom, 2000).

Asian Football Confederation (AFC), which organises professional football matches
in Asia. As a result, in order to achieve the international standard of being a professional
club, they have to set minimum qualifications in terms of spectator management as
follows.

1. An average rate of admission tickets to each match is required. No free
admission is allowed.

2. The minimum number of spectators for each match is 5,000 (Matichon Weekly;,
2008)

Many mention fan clubs as the most significant component of sports match
operations Evidence of which is provided from Kimio Kade et al. (2007), who cites
Quelch J. and Nueno J.L. (2004), that considers the success of Real Madrid football club
coming from the factors following:

1. The number of spectators

2. The recognition of the logo of Real Madrid football club

3. The economics and social features of the spectators and fans
4. The increasing ties with the spectators or local fans

According to Wann, Melnich, Russell and Pease (2001), the definition of a fan club
member is a person who is interested in and follows the activities of a sports team or a
sportsman, and a spectator is a person who is involved with activities within a sports event
through the activity of viewing a match inside an arena or through the broadcasting media.
Moreover, Shank (2009) has described the characteristics of fan clubs as a form of
personal devotion and an emotional connection between a sports fan and his favourite
sportsman or a sports team.

Wakefeild (2002) has decribed the qualification of fan club members as follows: 1)
having expression and projective behavior in following the activities of a sports team or a
sportsman of any team during both the in-competition and off-competition period, 2)
purchasing any sourvenir item, 3) purchasing a set of annual season tickets, 4) taking
regular trips to view the matches of a favourite team, at both home and away games ,
and 5) being able to exchange information about the team with others either those who
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have the same or a different favourite team.

Buhler and Nufer (2010) have interestingly mentioned the features of a fan or a
sponsor as follows: 1) a person with an admiration or a feeling towards his favourite team
even going to the extent of spending more than their budget, 2) a person showing a high
degree of faithfulness that never changes, towards his top favourite team, and 3) a person
with illogical behavior about buying souvenir items of his favourite team regardless of the
price or the quality. In fact, there are only a few cases when a fan will withdraw his
admiration because of the increasing price of admission tickets.

According to Buhler and Nufer again (2010), the definition of fan club members or
sponsors is a group of persons who identify themselves with any sports team whilst
exhibiting a certain level of emotional, thought and specific behavior.

From the descriptions mentioned above, the researcher is interested in the study and
its influence on the significance of efficient fan club management with the application of
the concept of “5 Levels of Customer Loyalty Ladder” (Christopher, M. , Payne, A. and
Ballantyne, D. 2002) and the modulation of The European Customer Satisfaction Index
Model (ECSI) (Kristensen, K., Martensen, A. and Gronholdt, L. 2000: 8), with its
connection to the adjustment of proposing fan club share purchases created by Ko de
Ruyter and Martin Wetzels (Journal of Economic Psychology 21, 2000). This aims at
finding a format in managing fan club members in order to raise enough funds to be
listed on the Stock Exchange of Thailand.

Definitions

Fan club management means a form of fan club management using the principles of
correct business administration, including planning, organizing, staffing, directing,
coordinating, reporting and budgeting. All for taking advantage of fan club members.

Professional football club means a professional football club in Thailand Premiere
League, the top national league. It is also a legal entity with its own authority to do
business as well as to manage its organization to achieve the objective as registered as a
member of the Football Association of Thailand Under the Royal Patronage of HM the
King.

Fan club means a group of football match spectators who clearly exhibit their
fascination and admiration towards any football team in public, as well as being ready to
join the activities of that teams’ club. The evidence includes joining the matches of their
favourite team more than three times, getting the uniform of the team, purchasing team
souvenirs and singing the team’s cheering songs.

Fundraising means proposing the sale of shares to the public, in order to allow the
company to be listed in the Stock Exchange of Thailand. As a part of the company’s
capital, this kind of fund is not obligated to the matter of generating interest and principal
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return.

Research Objectives

To create a form of fan club management which will enable any football club to raise
enough funds in order to be listed on the Stock Exchange of Thailand

Research Methodology and Data Analysis

This research on the topic of Fan Club Management of a Professional Football Club
for Fundraising is an applied research using mixed methods. For the component of
quantitative research, the method of non-probability selection sampling was based on
judgments from the fan club of a football team of which an approximate number of
spectators at each match was over 5,000. And, to be qualified as a sample member, each
spectator was observed to have had all three qualities of this behavior: observing the
matches of his favorite team more than three times, wearing his favourite teams’ uniform
during the match , and having purchased souvenirs of his favourite team. There were 385
persons qualified. According to their questionnaire responses, only 211 ones were
definitely interested in purchasing a share in their favourite team, and only 362 were
willing to make a suggestion to others that they purchase a share.

For the component of qualitative research, the non-probability selection sampling
employed the method of purposive selection, relying on the data from in-depth interviews
of three people.

The Scope of Research

The researcher aimed to study the possible ways and factors involved in the
management of a football fan club, which would affect the decision to purchase shares of a
football club in order to raise enough funds so that the club can be listed on the Stock
Exchange of Thailand.

The research content covers two major frames of topic discussions: 1) exploring
possible ways of managing the fan club of a professional football club at the level of the
Thai Premier League, with the purpose of raising the club’s funds enough for it to be listed
on the Stock Exchange of Thailand, and 2). exploring the related factors that encourage
the sponsors of a football club at the level of a Premier League to decide to purchase
shares of the club with a fundraising project in order to be listed on the Stock Exchange of
Thailand.
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The scope of the surveyed population was confined to a group of members of a
football fan club with over 5,000 spectators at each match. In this study, the fan club of
Muangthong United was selected for the section of quantitive research. The next process
was the section of qualitative research using the in-depth interview method. Three people,
based on the method of purposive selection, were selected. They were representatives
from the Football Association of Thailand, the Marketing Manager of Muangthong
United football club and an expert in the field of sourcing a domestic company to be listed
on the Stock Exchange of Thailand.

The data collection of both quantitative and qualitative components was done
between November 2011 to April 2012,

Research Conceptual Framework

FAN CLUB MANAGEMENT OF PROFESSIONAL FOOTBALL CLUB FOR FUNDRAISING

Factors influencing the management of football fan Decision to
club in Thai Premier Lee}g.ue for the purpose of purchase share of
fundraising a football club
1. Reciprocity 5. Assurance
2. Individual attachment 6. Marketing
3. Perceived efficacy 7. Financial Suggest interested
4. Expectation 8. Length of persons share of a
association football club

Research Result

Before the analysis, the researcher examined the quality of each factor in order to
check if they were appropriate or not for the technique employed in the analysis of the
Linear Structural Relationship Model (LISREL Model).The examination was done by
analyzing the Pearson’s Coefficient Correlation of each group of latent variables. The
search for the correlation matrix among each pair of variables is necessary to avoid the
issue of high corelations among the variables that can result in the issue of
Multicollinearity. The analysis is described in the following chart.
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Chart 1 : Correlation Analysis
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Reciprocity 1.00

Individual 0.30 1.00

Perceived 0.22 0.10 1.00

Expectation 0.49 0.29 0.40 1.00

Assurance 0.34 0.07 0.63 0.42 1.00

Marketing 0.36 -0.07 0.33 0.36 0.56 1.00

Financial 0.10 0.17 0.54 0.42 0.50 0.32 1.00

Length of

Association 0.37 0.08 0.43 0.48 0.39 0.44 0.46

Then, from the analysis of the Goodness of Fit, after the model was adjusted, it was
found that all values passed the index test, including that of the Chi-square ratio and
degree of freedom ( y?/df), that of the Root Mean Square Error of Approximation
(RMSEA), and the Relative Fix Index (of both the Normed Fit Index, the Comparative Fit
Index and the Adjusted Goodness of Fit Index). Moreover, the index of the Root Mean
Square Residual (RMR) shows that the model correlates with the empirical data, as shown
in imagel and in chart 2.

According to the research results, the confirmed factors that influence the decision
making to purchase a football club’s share depends on the assurance in the ability of the
executive team (A5y = 0.79), the prospect of success of a specific club (A3y = 0.75) and
the expectation of having a part in supporting the team’s success (A4y = 0.73).
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Image 1 : The result obtained from the analysis of second order confirmatory factors
on the topic of fan club management for fundraising of a professional
football club, showing the strength of the factors which influence a person
to decide to purchase a football club’s share, after the figures have been
adjusted to correlate to the empirical data.
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Chart 2 : The analysis of second order confirmatory factors on the topic of fan club
management for fundraising of a professional football club, showing the
strength of the factors influencing any one to decide to purchase a football
club’s share (n = 211)

Latent variables R Ay
1. Reciprocity (The mutual relationship between club and its fans) 0.26 0.36
2. Individual attachment (Personal tie to a specific club) 0.04 0.16
3. Perceived efficacy (Prospect of success of a specific club) 0.54 0.75

4. Expectation (Expectation to be a part in the support of a club’s success)  0.59 0.73

5. Assurance (Confidence in the executive team) 0.60 0.79
6. Marketing (Trust in the marketing strategies) 0.48 0.68
7. Financial (Good financial outcome from investment) 0.45 0.67
8. Length of association (Long-term tie to a specific club) 0.48 0.67

According to the research results, the confirmatory factors that influence any one to
suggest to  other interested parties that they purchase a football club’s share are assurance
in the executive team (A5y = 0.74), the propect of success of the specified a club (A3y =
0.74), and long-term ties with the specified club (A8y = 0.67), as presented in the
following image 2 and chart 3.
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Image 2 : The results obtained from the analysis of the second order confirmatory factor
on the topic of fan club management for the purpose of funraising for a
professional football club, showing the strength of the factors do the purchase
of a football club’s share, after the figures had been adjusted to correlate with

the empirical data.
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Chart 3 : The analysis of the second order confirmatory factors on the topic of fan club
management for fundraising, showing the strength of the factors that influence
any one to suggest to other interested parties to do the purchase of a football
club’s share (n = 362)

Latent variables R Ay
1. Reciprocity (The mutual relationship between club and its fans) 0.26 0.44
2. Individual attachment (Personal tie to a specific club) 0.00 0.15
3. Perceived efficacy (Prospect of success of a specific club) 0.56 0.74

4. Expectation (Expectation to be a part in the support of a club’s success) 0.50 0.62

5. Assurance (Confidence in the executive team) 0.65 0.74
6. Marketing (Trust in the marketing strategies) 0.47 0.64
7. Financial (Good financial outcome from the investment) 0.47 0.64
8. Length of association (Long-term tie with specified club) 0.48 0.67

Research Result

According to the data analysis, most of the questionnaire respondents were male
(72.2%), with ages ranging between 21-30 years. The majority of the respondents’
educational level compared to the total number of respondents was that of an
undegraduate (64.4%). Most of them were private sector employees (49.4%), and students
were the next largest group (27.4%)

Concerning the behavior found from the analysis content of the questionnaire, 56.9%
of the respondents went to watch 2-3 football matches in a month, 68.8% had never been a
member of any football club. 65.5 % admitted that their admiration of a particular player
was the major reason for applying to be a club member. Regarding the topic of an interest
to purchase a football club’s share, 44.4% of the respondents were interested in making a
purchase, and the highest degree or 53.5% of them were in the group of those having an
idea to suggest to others that they purchase a football club’s share for fundraising.

The ranking of the factors influencing any one to decide to purchase a football club’s
share for fundraising, ranged from the most significant to the least, as follows: 1)
Assurance (confidence in the executive team) (A5y = 0.79), 2) Perceived efficacy
(prospect of success of specified club) (A3y = 0.75), 3) Expectation (expectation of being
a part of supporting the club’s sucess) (Ady = 0.73), 4) Marketing (trust in the marketing
strategies) (A6y = 0.68), 5) Length of association (long-term tie with a particular club)
(A8y = 0.67), 6) Financial (good financial outcome from the investment) (A7y = 0.67),
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and 7) Reciprocity (a strong relationship between club and its fans) (A1y =0.36). The least
significant factor was Individual attachment (personal tie to a specified club) (A2y =0.16).

The ranking of the factors influencing any one to suggest to other interested parties to
do the purchase of a football club’s share for fundraising has been arranged from the most
significant to the least, as follows : 1) Assurance (confidence in the executive team) (A5y
= 0.74), 2) Perceived efficacy (prospect of success of a specific club) (A3y = 0.74), 3)
Length of association (long-term tie with a specific club) (A8y = 0.67), 4) Financial
(good financial outcome from the investment) (A7y = 0.64), 5) Marketing (trust in the
marketing strategies) (A6y = 0.64), 6) Expectation (expectation of being a part of the
supported club’s succuss) (Ady = 0.62) and 7) Reciprocity (the mutual relationship
between the club and its fans) (Aly =0.44). And the least significant factor was the
Individual attachment (personal tie to a particular club) (A2y =0.15).

From the research results, in both of the groups of variables (the one with the factors
influencing any one to purchase a football club’s share for fundraising and the one with
factors influencing any one to suggest to other interested parties to do the purchase for
fundraising), there are two factors with similar ratings: Assurance (confidence in the
executive team) (A5y) and Perceived efficacy (the prospect of success of the particular
club) (A3y). Also from both groups of variables, the least significant factor goes to
Individual attachment (personal tie to specific club) (A2y).

Recommendation for Further Research

The research results indicated that individual attachment of personal ties to specific
clubs has the least affect in making the decision to purchase a football club’s share. There
may be other several factors involved in this matter, such as the background of each club
and the increasing growth of popularity towards local football matches. Therefore, in any
further research, populations with more vareit y should be sampled, and that analysis
variables with  multiple perspectives should be employed in order to improve the ways a
fan club manages its fundraising activities.
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Modeling Perceived Constraints to Attend Super Basketball

League in Taiwan

Abstract

This study investigated the perceived constraints to attend Super Basketball League
in Taiwan. This research involves three separate studies. Study | generates items; Study 11
reveals the tentative factor structure using exploratory factor analysis (EFA); Study Il
cross validates the factor structure derived from Study Il using confirmatory factor
analysis (CFA). The perceived constraints include lack of competitiveness, the bad
perceived image of the players, lack of interest, financial concern, lack of accessibility,
lack of sufficient marketing, lack of team identification, and time constraint. Among the 8
constraints, lack of competitiveness, the bad perceived image of the players, and lack of

sufficient marketing are unique to the Taiwanese spectator sporting events.

Key Words: spectator sport, attendance, constraints, professional sport, Super Basketball

League
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Introduction

Individuals' decisions to perform or not to perform some type of behavior have
received researchers' attention and efforts in the field of behavioral sciences. More
specifically, these decisions involve motivation or constraints to perform the behavior.
Motivation, in general, refers to an internal state that activates goal-oriented behavior
(Solomon, 2009), while constraints means a factor or factors which may limit an
individual from performing some type of behavior (Kim & Trail, 2010). Among the
related literature in the sport contexts, most of them investigate individuals' motivation to
participate in sport (Alexandris, Tsorbatzoudis, & Grouios, 2002; Carroll & Alexandris,
1997) and to attend spectator sporting events (Kim &Trail, 2010;). However, individuals
evaluate both positive and negative attributes when making decisions, especially people
tend to weigh negative aspects more highly than positive aspects (Howard & Sheth, 1969;
Kanouse, 1984). Therefore, it warrants researchers' efforts to examine individuals'
constraints to participate in sport and to attend spectator sport events.

When delving into previous literature regarding constraints in the sport contexts, the
author of this study we found that most of them focus on the constraints to participate in
recreational sports and physical education (Alexandris et al., 2002; Carroll & Alexandris,
1997). Nevertheless, only a few studies investigated the constraints specifically for
spectator sport events (Kim &Trail, 2010; Pritchard, Funk, & Alexandris, 2009; Trail,
Robinson, & Kim, 2008). Kim &Trail (2010) suggested that the perceived constraints to
attend spectator sport events include internal constraints (lack of knowledge, lack of
success, lack of some to attend with, and no interest from others) and external constraints
(lack of commitments, cost, leisure alternatives, location, parking, participant sports, and
sport entertainment) to attend spectator sport events, list the constraints, and spectator
sport events. Moreover, Pritchard et al. (2009) indicated that low priority and physical
concerns are classifies into internal constrains while external constraints include financial
concern, schedule conflict, limited access, travel, and diminished appeal. Trail et al. (2008)
categorized structural constraints into venue constraints (professionalism of staff,
concessions, restrooms, seating, cleanliness of venue, and parking) and non-venue
constraints (other sport entertainment, game on radio/TV, leisure activities, financial costs,
weather, social commitments, work/school commitments, stadium location, and lack of
team success). One thing needs to be noted is that, however, most of the studies are
conducted in the North American or European contexts rather than in the Asian context.
The Asian nations have their own unique characteristics in terms of sport culture. The
applicability of the perceived constraints derived from the North American or European
contexts becomes questionable in the Asian context. Additionally, the Asian sport market
has played an increasing role in the global sport market. As a result, this current study
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aims to explore the perceived constraints in the Asian context, Taiwan specifically.

Method

This research involved three studies. The descriptions for the three studies were as
follows. Study | aimed at eliciting participants’ perceived constraints to attend Super
Basketball League (SBL) games, the semi-professional sport league in Taiwan using
open-ended questionnaires. Since people who do not attend the SBL games were the target
population, the mall intercept technique suggested by Li, Pitts, & Quarterman (2008) was
utilized to collect 200 usable questionnaires with a response rate of 95.23% (210
distributed) at three malls. The sample consisted of 108 men and 92 women (M=28.7 yr.,
SD=7.1). Dwyer & Kim (2011) recommended to retain the most common factors for
further analysis; therefore, this study retained the items mentioned more than three times
in the questionnaires. Three professors in the field of sport management were invited to
further ensure content validity of the generated items.

Study Il was to reveal the tentative factor structure of the perceived constraints to
attend SBL games utilizing the items derived from Study | and the exploratory factor
analysis (EFA). Two hundred usable questionnaires were collected with a response rate of
91% (220 distributed) at three malls. The sample consisted of 105 men and 95 women
(M=29.9 yr., SD=5.2). Likert-type 7-point scale is used with 7 referring to "strongly
agree," 1 standing for "strongly disagree.” The sampling technique was identical to Study I.
Bartlett’s test of sphericity indicated the appropriateness of EFA (p<.05). Furthermore, the
EFA with principle component method and Promax rotation technique was performed, and
the factors with eigenvalues greater than 1 were retained (see Table 1).

Study Il was to cross validate the factor structure derived from Study Il using
confirmatory factor analysis (CFA).Two hundred and eighty five usable questionnaires
were collected with a response rate of 95% (300 distributed) at three malls. The sample
comprised of 202 men and 83 women (M=28.5 yr., SD=7.2). The procedure was identical
to Study Il. The assessment criteria of model fit suggested by Kline (1998) were adopted.

Results

Table 1 demonstrated the analyses from Study I, 11, and Ill. Study | generated 39
items, and all the items were retained after item analysis. Study Il reveals the tentative
8-factor structure with a total variance explained of 71.69%. The perceived constraints to
attend the SBL games included eight factors. They were lack of competitiveness, the bad
perceived image of the players, lack of interest, financial concern, lack of accessibility,
lack of sufficient marketing, lack of team identification, and time constraint. Cronbach
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alpha ranged from .75 to .95 for the factors, referring to satisfactory internal consistency
(Nunnally, 1978). Study 11l satisfactorily cross validates the factor structure derived from
Study Il (S-B y2/df=3.40, SRMR=.09, RMSEA=.09, CFI=.94, NNFI=.93). Additionally,
the criteria of convergent validity and discriminant validity were met (Hair et al., 2006,
see Table 2).

Table 1 Results for Item Analysis, EFA and CFA

Factor/ltem M SD SK KU CR R FL A t

Lack of competitiveness
[EV=(11.21), VE=(.29), 0=.94(.91), AVE=.71]

Games are not competitive (5.09) (1.53) (-41) (-41) (3.75%) (49%) (94) 91 --
Games are not as competitive as NBA (5.13) (1.68) (-.62) (-.36) (4.95%) (47%) (93) .82 20.14*
Games are not attractive (5.02) (1.56) (-.33) (-66) (4.58*) (.48*) (92) .94 28.46*
Players not playing hard (4.67) (161) (-18) (-64) (4.40*%) (48* (.78) .82 20.23*
Games are of low quality (4.95) (1.50) (-.16) (-69) (3.78*) (.32*) (.76) .84 21.34
Players are not skilled (4.64) (1.48) (-.01) (-47) (4.26*%) (54*) (44) 69 14.77*

Bad perceived image of the players
[EV=(6.05), VE=(.15), 0=.90(.85), AVE=.64]

Players mishehave off court (4.39) (1.53) (.25 (-41) (4.30*) (.55*) (86) .84 --

Players holds bad attitudes (4.53) (1.56) (.15) (-59) (4.31%) (50*) (.83) .87 18.76*
Players fights on the court (4.75) (1.52) (04) (-61) (3.46*) (42*) (80) .80 16.44*
Players are associated with negative news (4.74) (145) (04) (-47) (5.97*%) (53* (77) .82 17.18*
Player are not loyal to their teams (4.26) (1.38) (.23) (14) (4.71*) (47%) (66) .65 12.25*

Lack of interest
[EV=(3.11), VE=(.08), 0=.91(.89), AVE=.63]

I have no interest in basketball (3.70) (2.00) (.20) (-19) (4.57%) (36%) (92) .89 --

I have no enthusiasm toward basketball (3.74) (2.03) (.22) (-.18) (4.33*) (.b8*) (91) .89 22.79*
I do not regularly watch basketball games (4.43) (1.99) (-.18) (-.92) (5.40*) (.57*) (84) .83 19.56*
I do not know the rules of the game (3.18) (1.89) (.53) (-.70) (5.39*) (.b7*) (78 .78 17.57*
I do not care SBL (5.01) (1.80) (-51) (-.69) (5.93*) (.59*) (.67) .69 14.44*
I have no interest in SBL (4.80) (1.76) (-.27) (-91) (4.89*) (44*) (64) .64 12.95*

Financial concern
[EV=(2.12), VE=(.05), 0=.89(.90), AVE=.71]

Tickets are expensive (4.91) (1.55) (-23) (-41) (3.51*) (b2*) (89 .89 --

I do not have budgets for SBL games (4.94) (155) (-21) (-50) (5.17*) (.45*) (.83) .84 19.49*
I do not want to spend on SBL games (5.03) (1.57) (-.37) (-44) (3.52*) (.34*) (82) .84 19.63*
Buying tickets is not convenient (4.68) (1.59) (-.08) (-47) (4.22*) (.50*) (.81) .80 17.67*

Lack of accessibility
[EV=(1.82), VE=(.05), a= .83(.83), AVE=.57]
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The venues are too far away (5.52) (1.31) (-.40) (-.88) (4.89*) (.51*) (91) .85 --

Most games are played in Northern Taiwan  (5.63) (1.33) (-.64) (-.28) (5.88*) (.46*) (.83) .80 16.39*
I do not know where the games are played (5.13) (1.50) (-43) (-40) (4.13*) (.41*%) (.75 .79  15.85*
It costs me too much time to get the venue (4.97) (149) (-37) (-.18) (3.85*) (.51*) (.56) .61  11.36*
It costs me much time on traveling (5.32) (1.32) (-.27) (-46) (5.21*) (.38*) .49 71 13.87*

Lack of sufficient marketing
[EV=(1.32), VE=(.03), a= .83(.75), AVE=.52]

I feel SBL has insufficient promotions (4.65) (1.45) (.01) (-.06) (4.84*) (.55*) .73 70 -

| feel SBL does not promote its games (4.49) (1.37) (27) (.22) (4.55%) (.44%) .65 .84  13.65*
I feel SBL has insufficient marketing (4.60) (1.56) (-.12) (-.50) (6.37*) (.41*) .61 48  7.98*
SBL does not have promotion campaigns (5.09) (1.40) (-.13) (-58) (5.21*) (.38*) .60 J7 0 12.64*
SBL has limited spectators (4.86) (1.39) (.01) (-56) (3.66*) (.38*) .59 .66  10.79*
I do not have SBL game information (4.64) (141) (19) (-23) (3.47*) (.53*) .56 .82 13.38*
I do not sufficient players information (4.53) (1.56) (.05) (-.26) (5.36*) (.49*) .43 .70 11.45*

Lack of team identification

[EV=(1.28), VE=(.03), o= .72(.77), AVE=.46]
I do not have a favorite player to support (5.02) (1.74) (-44) (-77) (4.80*) (.46*%) .78 67 -
I do not have a favorite team to support (4.86) (1.60) (-.32) (-49) (4.75%) (B9*) .77 .67  9.31*
I do not have any star players to follow (4.88) (1.44) (-14) (-41) (6.96*) (.54*%) 50 .70 9.51*

Time constraint

[EV=(1.05), VE=(.03), a=.73(.77), AVE=.56]
I cannot attend SBL games during weekday  (4.81) (1.69) (-.45) (-.41) (5.98*) (.56*) .81 53 -
| have to work while the games are played (5.22) (1.66) (-.86) (.19) (6.19*) (.b1*) .77 .84  9.10*
I do not have time for SBL games (5.46) (1.81) (-.40) (-58) (5.36*) (.62*) .62 .83  9.06*

Model fit index : S-B 42/df=2204.92/674=3.40; SRMR=.09; RMSEA=.09; CFI=.94; NNFI=.93

Note: The numbers in parentheses come from Study Il. M refers to mean; SD stands for standard deviation;
SK indicates skewness; KU symbolizes kurtosis; CR means critical ratios; R represents Pearson correlation.
-- refers to setting metric. FL refers to factor loading from EFA; A and t stand for standardized factor loading
and its associated t value from CFA. o represents Cronbach’s Alpha coefficient. EV refers to eigenvalues.

VE stands for proportion of variance explained. AVE represents average variance extracted. *p<.05.

Table 2 Correlation Matrix for The Perceived Constraints to Attend The SBL Games

Constraints 1 2 3 4 5 6 7 8

1 Lack of competitiveness 1.00 (.42) (.01)* (.05) (.07) (.34) (.32) (.01)*
2 Bad perceived image of the players .65 1.00 (.01) (.03) (.09) (.42) (.36) (.01)*
3 Lack of interest 02 10 100 (.23) (.05) (.07) (.17) (.28)
4 Financial concern 22 17 48 1.00 (.36) (.27) (.13) (.36)
5 Lack of accessibility 26 .30 .22 .60 1.00 (.35 (.22) (.18)
6 Lack of sufficient marketing b9 65 .27 52 59  1.00 (.34) (.09
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7 Lack of team identification 57 .60 A1 .37 A7 .58 1.00
8 Time constraint .04 .03 .53 .59 43 .30 .16

(.26)
1.00

Note: The numbers in parentheses refer to the square of the correlation between factors. *
stands for <.01.

Discussion

The perceived constraints to attend SBL games included lack of competitiveness, the
bad perceived image of the players, lack of interest, financial concern, lack of accessibility,
lack of sufficient marketing, lack of team identification, and time constraint. Consistent
with previous literature, lack of interest, financial concern, lack of accessibility, lack of
team identification , and time constraint are similar perceived constraints to attend
spectator sport events (Kim &Trail, 2010; Pritchard et al., 2009; Trail et al., 2008). The
unique aspects of perceived constraints in this research included lack of competitiveness,
the bad perceived image of the players, and lack of sufficient marketing. It implies that
these three concerns keep sport consumers from attendance. Interestingly, these three
constraints were unique to the Asian spectator sporting events, especially in Taiwan, which
is the primary contribution of the current research. The findings of the present research
add to the discussion in the field of perceived constraints to attend spectator sporting
events.
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The Use of Economics of Law to Develop a General Theory on
the Justification of Protection of Sports Image Rights:

from the Perspective of Strategic Form Game

Abstract

Three perspectives prevail in the legal community’s discourse on the justification of

29 ¢¢

image right: “natural right of property,” “utilitarian argument” and “economic efficiency.”
Much research, however, lacks a generalized theoretical model integrating these
perspectives. This has led to the absence of a solid foundation whereby such rights can be
put into practice in the form of concrete laws and regulations. The sports scenario gives us
an access to a complete theoretical model of image rights. A sportsman’s performance,
devotion and personal styling would shape his/her sports image. This is why sports image
falls under the category of personality-related rights. However, to translate sports image
into commercial benefits, the sportsman needs not only more practice than others but his
agent’s careful management. Only with enough market incentives can the sportsman or his
agent be fully engaged. Moreover, it is important to learn how to avoid undermining the
economic efficiency by appropriately allotting benefits to various contributors since these

benefits come from more than one person. This study firstly explores into the economics

of law by simplifying the abovementioned sports scenario into a strategic form game. It
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describes the strategic choices and interaction between the sportsman and the agent
(collectively referred to sponsor, advertiser, marketer, and agent in this study, who make
sports performance profitable commercially). Making strategic choices depends on the
payoff structure faced by the sportsman and the agent, which varies with how applicable
laws are made. This study compares the effect of image right-related lawmaking on the
economic efficiency: (1) the image benefits deemed public resources, (2) the property
rules used to protect image benefits, (3) the liability rules used to deal with the
non-pecuniary loss of image benefits, and (4) the liability rules used to deal with the
pecuniary loss of image benefits. Results of this study can serve as reference for scholars

in the fields of sports and law to formulate public policies.

Keywords: sports image right, game theory, strategic form game, property rules, liability

rules
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Introduction

Celebrities are believed to be quite influential if they can take advantage of the media
communication, which plays a pivotal role today when the mass media overwhelm. Being
influential is arguably one of resources. If leveraged appropriately, these resources can
generate tremendous commercial values. Some previous studies called these resources
“image benefits,” and “image right” deals with issues on legal rights or qualifications
pertaining to these image benefits (Blackshaw & Siekmann, 2005).

The way these image benefits are protected varies from country to country. The UK
and Australia, by and large, protect image benefits by means of applicable regulations on
“passing off” or defamation. Such protective measures are closer to behavior approach
rather than clearly defined regulations governing the image right. In contrast with the
UK’s legal system, France and Germany entrenched the image benefits in law, and
protected image benefits by extending the protection over the personality-related right
(Beverley-Smith, Ohly, & Lucas-Schloetter, 2005). The U.S. has the most diversified
protection over image benefits. Court rulings on image benefits protection include the use
of right of privacy, moral right and right of publicity (Halpern, 1995). Among them, the
right of publicity is the most special one as it not only pertains to personality right but falls
under the category of property right.

The abovementioned regulations have their respective pros and cons. One scholar
once summarized how the image right is protected by using comparative methods and
divided it into three: “natural right of property,” *
efficiency”(Beverley-Smith, 2002), which are summarized as follows:

utilitarian argument,” and “economic

1. Natural right of property

This right derives from Locke's labor theory of property rights, and the personality
theory of property associated with G.W.F. Hegel. Locke maintained that everyone is
entitled to the property rights over his/her own things, including those produced by
making physical efforts (Locke, 1988). If explained from this perspective, image right
belongs to those making efforts to create their image benefits. On the other hand, Hegel
believed that property derives from how a man performs his will, meaning that people
express their will by declaring their property rights (Schroeder, 2006). From this
viewpoint, image right embodies a man’s inner mental achievement and thus is of the
nature of intellectual property right. The most doubted in both theories is, however, the
benefits protected by the image right. It seems more about personal efforts, achievement
or the embodied personalities; on the contrary, too many social resources are involved (e.g.
assistance from the coach and teammates, mass media communication, fans’ support). It
therefore seems a rash conclusion that image rights belong to sportsmen, with only their
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personal achievement taken into consideration.

2. Utilitarian argument

Utilitarian argument reflects Benthamite thoughts: no natural rights precede the law,
and all social ethics or legal truths have to be associated with utility in order to bear a
meaning; in other words, he believed the laws is to urge people to pursue happiness or
avoid sufferings (Bentham, 2000). If applied to the field of image right, the argument
would be: the formulation of laws governing the property rights based on image right can
urge people to create values. Its most controversial issue is whether fame-generated image
benefits are thanks to the law working as the lure. In fact, some of the fame is not an
intended result; alternatively, the act that leads to the fame bears another purpose. For
instance, some sportsmen engage themselves in the sport because they want to enjoy it
instead of becoming famous. Many young sportsmen pursue the sheer pleasure of the
sport rather than the fame. This notion renders the Benthamite thoughts less applicable.

3. Economic efficiency

The concept stems from the economics of law, holding that the property rights system
serves as the necessary tool that allows for the most efficient allocation and application of
social resources. The viewpoint took its root from Coase theorem (Coase, 1960). Posner,
the U.S. chief justice, also cited the following viewpoint in the case Douglass v. Hustler
Magazines Inc.:

The plaintiff or her agent must be able to control the distribution of these nude
photos. To maximize the values of these photos... one of the important viewpoints on the
right of publicity is to control where, when and how many times a person generates his/her
publicity...

This viewpoint held that a person’s image benefits, when not well controlled, would
be overused and become valueless. However, this argument drew lots of criticism. Most
critics said that: image benefits differ from general property benefits. The resources for
general property benefits are so limited (e.g. land) that specific property rights are required
for maximized efficiency. In the real world, so many people want fame that the resources
for image benefits are unlimited, meaning that social resources would not be consumed. It
goes without saying that it depends on how we see the issue: those who concern social
issues would seem less required to define the property rights for image benefits; while for
those who concern personal issues, the Coase theorem still holds true. Put simply, the
economics of law is being studied at a rather personal level, so the “economic efficiency”
concept is of importance no matter from the perspective of analytical tool or that from
individualism in the political philosophy.

Although these arguments dealt partially with the reasons for the protection of image
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rights, there has been no integrated theoretical structure that organizes these perspectives.
For judicial officers working on the coexistence of rights and managers in charge of
managing the image benefits, they are accordingly left without a standard to comply with.
This particularly holds true in the field of sport management as there is a practical sense in
the sport image right, which is more than a theory issue. Failure to link legal concepts with
managerial demands will certainly prevent its theatrical development from being put into
practice, making it a mere theory that is of little use.

This study starts with the economics of law to develop a theory that links the
management practice with the law. The purpose is to create an economic model that
integrates many theories as mentioned above. In fact, sports scenario indeed inspires us to
develop a general model for image rights. Because the sports image benefits come from
sports performance, which depends heavily on sportsmen’s hard work. As one of
personality-related right, it is thus personalized. Despite this, sports image benefits are just
one kind of resources. It requires the agent’s careful management (classified as “natural
right of property”) to be commercially profitable. Therefore, neither the sportsman nor the
agent will be engaged in the absence of sufficient market incentives (classified as
“utilitarian argument”). Put more accurately, it is important to learn how to avoid
undermining the economic efficiency by appropriately allotting benefits to various
contributors since the commercial values are a jointly created product (classified as
“economic efficiency”).

The game theory, among many tools in the field of economics of law, deals best with
issues on behavioral decision making under the situation in which one closely interacts
with each other. The term “close interaction™ applies where both parties’ decisions are
influenced by each other’s. The said sportsman-agent interaction is a case in point: a
sportsman practices hard to be famous in his/her sport, while the agent works hard to
manage his/her fame; and image benefits produced by well managed fame would urge the
sportsman to practice harder. There are some other external factors that affect how a
sportsman and an agent make decision. One of them is the legal system, which affects how
image benefits are allotted. This includes allotment between the sportsman and the agent,
and even among those beyond them. For this reason, this study will employ the game
theory to analyze how sportsmen interact with their agents under various legal systems,
and to explore what effects and pros/cons these systems have on the protection of sports
image right.

Establishment of Strategic Form Game for Sports Image Benefits

Strategic form game, also known as simultaneous-move complete information game,
has three important sets of elements: player, strategy and payoff (Osborne & Rubinstein,
1994). Put simply, it is to analyze what strategies are chosen by players and what results
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there will be. The tool can reflect how their decisions depend and affect each other in
choosing different strategies.

In this study, the player includes “sportsman” and “agent;” the latter generally refers
to professionals such as sponsor, advertiser, marketer, agent, etc., who translate sports
performance into enormous commercial benefits. This study also defines I={Ps, Pa},
where | is the set of players: Ps is the sportsman, and P, is the agent.

Strategies in the game are those behavioral models available to players to choose
from. To highlight how hard they work, this study divides the sportsman’s strategies into
“basic practice” strategy and “advanced practice” strategy. The so-called basic practice
refers to practice made simply out of passion for the sport, while the advanced practice is
made far more painstakingly to create commercial values. To simplify the model, this
study assumes that the advanced practice can create only relevant costs accumulated due
to additional hard work instead of a sense of satisfaction or achievement out of passion for
the sport. To highlight how important it is for the agent to manage image benefits, this
study divides the agent’s strategy into “no-agency activity,” “short-term agency activity”
and “long-term agency activity.” “No-agency activity” refers to no resource management
for image benefits. “Short-term agency activity” signifies that image benefits are utilized,
e.g. using the sportsman’s fresh, clean image for advertising. By “Long-term agency
activity,” it means the use of the sportsman’s image as an asset, which is developed,
managed and maintained in a planned manner, e.g. the long-term management of a famous
sportsman’s image. This study defines Ss={sp, Sa}, and Sa={sn, Ss, Si}. Ss and S are the
strategy sets of Ps and Pa, respectively. spand s, are the elements of the Ssset; sp, Ssand s
are the elements of the Saset. Non-subscript S (i.e. S not dropped below the baseline) is
the set of strategy profiles: S={( sp, Sn), (Sb, Ss), (S, St), (Sa, Sn), (Sa, Ss), (Sa, S1)}. The
subscript s is one of the strategy profiles. For example, s=( sy, spn) refers to the situation
where the sportsman chooses “basic practice” and the agent chooses “no-agency activity.”

Payoff is the corresponding results of all strategy profiles. This study defines it as
u(s). To differentiate players’ payoffs, this study further uses us(s) and ua(s) to represent
the payoff to the sportsman and that to the agent, respectively. That is, if the
sportsman-agent strategy profile is ( sy, Sn), Us (Sp) represents the payoff payable to the
sportsman for basic practice, while ua(s,) represents the payoff to the agent for no-agency
activity. There are 6 strategy profiles in this study (6=2*3; 2 sportsman’s strategies * 3
agent’s strategies). The term “payoff structure” will be used hereafter to represent the total
6 sets of payoff. What is the payoff structure in this study? It depends on the game rules
set by the place where the player is. Those rules work to determine how the payoffs are
allotted. In this study, they refer to the legal systems that affect how the image benefits
co-produced by the sportsman and the agent should be allotted. For example, if image
benefits belong to public resources under the legal systems, then neither the sportsman nor
the agent would be able to control how to utilize the image benefits they produced. This
case may end up with a third party other than the sportsman and the agent taking the full
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advantage of it. On the contrary, in a legal system where a sportsman is allowed to fully
control his/her image benefits, then he/she will have the right to request that his/her agent
remove all efforts made on his/her image if the agent fails to reach an agreement with
him/her on the use of image. Put simply, different legal systems would lead sportsman and
the agent to face different payoff structures, therefore choosing different strategy profiles.
This study will further perform the following analysis.

Analysis of Game Theory under Different Legal Systems

Payoff structures in the game vary with legal systems. To gain an insight into the
effect of legal systems on players’ strategy selection and equilibrium of payoff, this study
will elaborate on the following four legal systems: (1) image benefits deemed public
resources, (2) property rules used to protect image benefits, (3) liability rules used to
protect non-pecuniary loss of image benefits, and (4) liability rules used to protect
pecuniary loss of image benefits.

1. Image benefits deemed public resources
If deemed public resources, image benefits can then be accessed by everyone at no

cost. Table 1 shows this game’s payoff structure.

Table 1. The game where image benefits are deemed public resources

No-agency activity ~ Short-term agency Long-term agency
(Sn) activity (ss) activity (s))
Basic practice (sp)  (Rp-Cp ’ 0) (Ro-Cp-L » R-Cs)  (Rp-Cp-L °
Rs-CtvR|-C))
Advanced practice  (Rp-Cp-C4 > 0) (Rp-Cp- Co-L > (Rp-Cp- C4-L »
(Sa) Ra*Rs-Cs) Ra+Rs-CHv(R 5+R))-C))

Rpand C, are the revenues and cost accruing from the sportsman’s basic practice;
Rp-Cp, means net gains. These net gains can be regarded as satisfaction and sense of
achievement created from sports. Rs and Cs, similarly, are the revenues and cost accruing
from the agent’s short-term agency activities for image benefits. And Rs-Cs is the net gains
from his short-term agency activities.

It is worth mentioning that, in performing long-term agency activities (which are of
the nature of asset management) for image benefits, the agent will also get the net gains of
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yR-C; in addition to the short-term Rs-Cs'. yR, is additional revenues from long-term
agency activities, while C; is the additional cost from long-term agency activities.

L represents non-pecuniary loss resulting from psychological unpleasantness (legally
called spiritual pain) caused by privacy disclosure, reputation infringement, loss of
freedom of will, etc., after the sportsman’s image benefits are utilized against him?. The
sportsman pays additional cost C, by making advanced practice, which might, on the other
hand, create additional commercial revenues R, and R 2; but such revenues are subject to
the agent’s strategic management.

The game is analyzed with the important purpose of seeking solution, namely,
seeking the possible equilibrium in economics. Equilibrium is a concept of stability, where
every actor on the equilibrium end shows no sign of making changes. The purpose of
seeking equilibrium is to find a generally believed order that allows us to predict what the
world will be like. One of the important solutions to the game is seeking the Nash
equilibrium — namely the best responsive strategy chosen by every player when other
players’ strategies are given. Take this study for example. It is intended to seek one
strategy profile to fulfill: (1) the sportsman chooses his best strategy after the agent’s
strategy is given, and (2) the agent chooses his best strategy after the sportsman’s strategy
is given. Take Table 1 for example. It is better for the sportsman to choose s strategy when
the agent’s s, strategy is given because Us(Sp, Sn)= Rp-Cp> Rp-Cp-Ca=Us(Sa, Sn). T solve the
equation more easily, we can underline the Ry-Cp, which means it meets the
abovementioned first condition. After the agent’s s; and s, strategies are given, the
sportsman chooses sp, namely Us (Sp, Ss)> Us (Sa, Ss) and Us (Sp, SI)> Us (Sa, S1). We can then
underline the corresponding payoff as well.

On the other hand, when the sportsman’s s, strategy is given, the agent’s strategy will
depend on the level of y. Table 1 reveals that if y>C\/R,, the agent will choose s,. If y<C/R;,
the agent will choose s;. If y=Cy/R,, there will be no difference between s, and s,. Stated
simply, the agent will perform long-term agency activities when the y level is great enough
(namely, the agent obtains higher level of R, exclusivity) under the premise that the
sportsman is only making basic practice. We can underline the corresponding payoff value
(Rs-CstyR-C)) in boldface in Table 1. When the y level is not great enough, the R,
exclusivity will be weak; it means the agent will only perform short-term agency activities.
We can underline the payoff (Rs-C;) in Table 1. Likewise, the agent may acquire his best

! The level of 7 Ris largely associated with how the agent utilizes marketing/legal strategies to rule out or
eliminate the loss caused by such benefits. Therefore, this study uses the coefficient y to represent this
concept. 7 is the exogenous variable between [0, 1], representing the extent to which the agent can rule
out the losses of R, or (R’ +R)).

% To simplify the analysis, this study assumes that the level of L would vary with neither short-term nor
long-term agency activities.

® R,corresponds to additional revenues generated from the agent’s short-term agency activities, while R, is
additionally generated from the agent’s long-term agency activities. To simplify the analysis, this study
further assumes that C, is fixed and remains unchanged, irrespective of short-term or long-term agency
activities.
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responsive strategy by following the same logic when the sportsman’s s, strategy is given.

If two players’ payoff values in the fields of Table 1 are both underlined, it means the
two fields are corresponding to a strategy profile that constitutes a Nash equilibrium. The
reason is that the strategy profile meets the abovementioned two conditions. In Table 1,
when the y level is great enough, (sp, ;) would constitute a Nash equilibrium. When the y
level is not great enough, it is (sp, Ss) that constitutes a Nash equilibrium. We can
understand what these solutions imply in a very intuitive way: under a legal system where
the sports image is defined as public resources, it would constitute an equilibrium with the
sportsman making basic practice and the agent performing long-term agency activities, if
the agent is able to provide enough exclusivity by marketing or other legal means for the
commercial values of image benefits. The sportsman will create his own satisfaction and
sense of achievement minus his spiritual pain; the agent will get short/long-term gains.
Without enough exclusivity, the result will end up with the sportsman making basic
practice and the agent performing short-term agency activities — which constitutes an
equilibrium. The sportsman’s payoff remains unchanged but the agent will get short-term
gains only.

2. Property rules used to protect image benefits

With more and more people valuing human rights, the law started to safeguard
personality benefits in the following two manners: (1) property rules, and (2) liability rules
(Calabresi & Melamed, 1972). The former means the situation where the licensor has the
right to prohibit others from breaching his/her rights unless the licensor grants
authorization in advance. The latter refers to the situation where the counterpart may
infringe on the licensor’s rights even if unauthorized, but is required to make legal
compensation. The amount of compensation is often determined by an impartial third
party (e.g. courts or administrative authorities) rather than by the parties who would give
subjective interpretation or agreement (Wang, 2000).

This study first deals with only the effect on image benefits protected by property
rules. That is to say, the sports image benefits, when infringed on, may be contained upon
request made to the court. When at risk of infringement, prevention may also be requested.
This game’s payoff structure is shown in Table 2.

Table 2. Game of image benefits under the protection by property rules

No-agency activity ~ Short-term agency  Long-term agency

(sn) activity (ss) activity (s))
Basic practice (sp))  (Rp-Cp ’ 0) (Rp-Cyp, * 0) (Ry-Cp > 0)
Advanced practice  (Rp-Cp-C4 > 0) (Rp-Cp-C4 > 0) (Rp-Cp-C; 0 0)

(Sa)
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As the infringement can be contained or prevented upon request, a rational agent
would not use unauthorized sports image®. Therefore, in the corresponding payoffs in all
strategy profiles, all ua(s) are 0. Meantime, us(s) reflects only the payoff of individual
strategy, without spiritual pain caused by the utilization of the image. According to how
the problems above are solved, Table 2 gives a reasonable equilibrium solution, i.e. (Sp, Sn),
in which the sportsman only creates a sense of satisfaction and achievement without any
commercial value being generated.

3. Liability rules used to protect non-pecuniary loss of image benefits

Table 2 shows that the property rules, which safeguard the sportsman’s personality
benefits, failed to create any commercial values. This makes us hit on the idea of applying
liability rules. Table 3 shows one of its payoff structure.

Table 3. The image benefits game under the protection by liability rules
(only the non-pecuniary loss is compensated)

No agency activity ~ Short-term agency  Long-term agency

(Sn) activity (ss) activity (s))
Basic practice (sp)  (Rp-Cp * 0) (Ro-Cp-(1-a )L » (Ro-Cp-(1-a)L >
R-Cs-a L) R-Cst+ v Ri-C|-
L)
Advanced practice  (Rp-Cy-C, (Rp-Cp- Co-(1- (Rp-Cp- C4-(1-
(sa) > 0) a)l > Ra#ReCoa  a)L-
L) RytRs-Cst 7

(R.+R)-C -a L)

The agent’s use of sports image might cause the sportsman to suffer from spiritual
pain, resulting in non-pecuniary loss. Therefore, compensation must be made and its
amount is determined by the court. However, the court is unable to find out to what extent
the sportsman suffers. It can determine the compensation amount in consideration of only
both parties’ identity, property, severity of suffering, and other matters®. Also,
time-consuming litigations may water down the value of actual compensation. Therefore,
this study uses a to represent the ratio of actual loss that the court-determined
compensation amount accounts for. Generally, 0 =a =1, but conceptually the result might
> 1. Given this a ratio, the payoff in Table 1 can be adjusted as us(Sp, Ss)= (Rp-Cp-(1-a)L),

* Although logically the agent may enjoy substantial benefits by using unauthorized sports image, he/she is
also likely to lose more money because he/she has to pay for use of the image benefits and the sportsman
can make immediate request for containment. For this reason, the present study assumes that the rational
agent performs no-agency activities since the very beginning.

® According to the Taiwan supreme court’s ruling (51) Tai-Shiang-Tzi No. 223.
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and ua(sp, Ss)= (Rs-Cs-al). Meantime, us(Sp, SI)= (Rp-Cp-(1-a)L), and ua(Sp, Si)=
(Rs-Cst+yR-Ci-aL). Similar adjustments are made to u(s,, Ss) and u(ss, si), which will not be
explored in this study.

As to the agent’s strategy in Table 3, it is affected not only by the y level but also by
the aL level in the game. If the oL level is not great (aL.< Rs-Cs), the solution will be the
same as shown in Table 1. But if the oL level is too great, then (sp, S,) will constitute an
equilibrium solution, leaving the payoff value of the equilibrium strategy profile to
become (Ry-Cy, 0). Interpreted intuitively, this result shows that the compensation is made
to pecuniary loss only; it cannot urge the sportsman to make advanced practice. As the
compensation is not associated with marginal benefits of sportsman’s hard work, it cannot
be incentive. Court rulings can only affect property distribution at most. On the contrary, if
the court rules that too much compensation must be made, the agent would probably be
forced to give up his agency, which resembles the effect of liability rules.

4. Liability rules used to protect pecuniary loss of image benefits

It is the compensation for pecuniary loss that can affect the incentive effect. Improper
amount of compensation may affect economic efficiency. Sources include: (1) sportsman’s
reluctance to make practice and (2) agent’s reluctance to perform agency activities. If the
sportsman is deprived of all his achievements, he will not need to make more efforts.
Likewise, an agent who cannot keep his achievements with him will have no reason to
work hard for his agency.

The variables that affect the motivation consist of both the y concept and the ratio of
pecuniary loss compensation. This study uses B to represent the ratio of actual pecuniary
loss that the court-determined compensation amount accounts for. Generally, 0=p<1.
Table 4 shows the game structure with 3 taken into consideration. Given this B ratio, the
payoff in Table 3 can be adjusted as us(sp * Ss)= (Rp-Cp-(1-a)L+B(Rs-Cs)), and Ua(Sp * Ss)=
((1-B)(Rs-Cs)-aL). Meantime, us(Sp > S1)= (Rp-Co-(1-0)L+HB(Rs-CstyRI-C1)), UA(So > S1)=
((1-B)(Rs-CstyR-Cp)-aL). Similar adjustments are made to u(Sa,, Ss) and u(S,, Si), which will
not be explored in this study.

Table 4. Game of image benefits under compensation rules
(compensation for pecuniary loss)

No-agency activity ~ Short-term agency Long-term agency

(sn) activity (ss) activity (sy)
Basic practice (sp) (Rp-Cp > 0) (Rp-Cp-(1-a)L+ (Rp-Cp-(2-0)L+B(Rs-
B(Rs'cs) ’ CSWRI'CI) ’
(1-B)(Rs-Cs)-aL) (1-B)(Rs-Cst
YR-C))-aL)
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Advanced practice (Rp-Cp-Cy » (Rp-Cp-Ca-(1-a)L+B(  (Rp-Cp-
(Sa) 0) Ra*+Rs-Cs) Ca-(1-a)L+B(Ra+Rs-
(1-B)R:#+Rs-Cy)-  Coty(R#R))-C) -
aL) (1-B)(Ra+Rs-Csty(R
atRi)-Cy)-aL)

To simplify the analysis, this study can exclude the s, strategy according to some
hypotheses and focus the analyses on other strategies®. Under the premise that the agent’s
Ss strategy is given, the sportsman’s strategy depends on the result of B(Ry)-Ca. If it is >0
(i.e. B>C4/ Ry), then the sportsman’s strategy will be s,. If <0 (i.e.p<Ca/ R,), he will choose
s,’. Similarly, under the premise that the agent’s s, strategy is given, the sportsman’s
strategy depends on the result of B(R+yR 3)-Ca. If it is >0 (i.e.p>Ca/ (Ra+yR ), then the
sportsman will choose s,. If it is <0 (i.e.p< Ca/ (Ra+yR ), then the sportsman will choose
Sp.

From another point of view, under the premise that the sportsman chooses s, the
agent’s strategy will depend on the result of (1-B)(yR,-C)). If the result is >0 (i.e. y>C/ R)),
the agent will choose s; if it is <0 (i.e.y<C/ R)), the agent will choose s;. Likewise, under
the premise that the sportsman chooses s,, the agent’s strategy will depend on the result of
(1-B)(Y(R #+R))-Cy). If the result is >0 (i.e. y>Ci/(R 2*+R))), the agent will choose s;; if it is
<0 (i.e. y<C/(R 4*+R))), the agent will choose ss.

The analyses above demonstrate that the equilibrium solutions in Table 4 are largely
associated with exogenous [ and y levels. Generally, the sportsman and the agent alike
will make efforts to create greater commercial values if both levels are great. And if both
levels are too small, they will be reluctant to create commercial values by making more
efforts. What if either of the two levels (B and y) is not great enough? What will the
equilibrium solution be like then? This question cannot be resolved using the strategic
form game in this study, thus worth further investigation.

® Assume that 0= 8 <1, R-C;>0 and the o L level is not great, then ua (S, Sn) and Ua (S. Sn) will
necessarily be inferior to ua (Sp, Ss) and ua (Sa Ss), respectively. This excludes the possibility of (S, S,) and (s,
s,) being an equilibrium solution.

" B (Ra)-C, came from [Ry-Cp-Co-(1- @ )L+ 8 (Ri+Rs-Co)]-[ Ry-Cp-(1- @ )L+ 3 (Ry-Cy)]. The result of being >0
means that the payoff of s, is superior to that of s,; vice versa. The calculation can be intuitively interpreted
as “The benefits created from the sportsman’s advanced practice are translated by the agent into commercial
values, multiplied by A ratio and returned to the sportsman. From the calculation result, the advanced
practice cost is then subtracted.” To simplify the analysis, the following criteria are established after
transposition: 3>C,/ R,> the sportsman chooses s,, 8<C.,/ R,~> the sportsman chooses sy, and 5=C,/
R,~> it makes no difference whether the sportsman chooses s,or s,.
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Conclusion and Suggestion

From the abovementioned game analyses, we can conclude as follows:

(1) With the image benefits deemed public resources, sportsman will be reluctant to keep
practicing diligently and his agent will not perform long-term agency activities without
enough exclusivity.

(2) When property rules are utilized to protect image benefits, the agent will not be willing
to perform agency activities. Lack of extra benefits will accordingly leave the sportsman
reluctant to make more practice.

(3) If the agent uses the sportsman’s image benefits and this incurs excessively high
non-pecuniary loss indemnity to the sportsman, the agent might become unwilling to
perform agency activities. It is interesting to note that such allotment resembles the
compensation for personality benefits and would not change the sportsman’s willingness
to keep practicing diligently.

(4) If the image benefits are protected using the liability rules, they will be affected jointly
by the levels of liability ration and the exclusivity. The greater the two levels, the more
willing the sportsman and the agent will be; otherwise the both sides will become reluctant
if the levels are too small.

The game theory models above fully support the justification of protection of image
right by “economic efficiency.” They also indicate what are lacking in the notions of
“natural right of property” and “utilitarian argument.” The former concerns too much the
property rules, resulting in overprotection of sportsmen and their lack of efforts. The latter
is consistent with the model in terms of the basic assumption “incentive-led behavior,” but
it does not take into consideration some cases where sportsmen and agents conflict with
each other over the incentives.

From the perspective of economic efficiency, to maximize economic values (namely,
advanced practice by sportsmen and long-term agency by agents as discussed in this
study), a legal system where the liability rules are used to protect image benefits seems to
be the best choice. This is because such system works best to harmonize the conflict over
incentives between the sportsman and the agent. What kind of cases requires
compensation? How much is it involved in y (level of exclusivity)? How to make
compensation? How high the levels of a (non-pecuniary loss compensation ratio), P
(pecuniary loss compensation ratio) and y (level of exclusivity) in the models should be?
All these issues require further analysis. Courts are still advised to refer to the results of
this study for ruling in the future, regardless of the legal base being “passing

9% ¢ 99 ¢

off,” ”defamation,
Last but not least, if classified by the methodology, the strategic form game used by
this study as the analytic tool is a non-cooperative game. That is, the assumption is that the

privacy right,” “moral right” or “right of publicity .”
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sportsman and the agent only consider how to maximize their own benefits without
reaching an agreement. It goes without saying such assumption would conflict what is
happening in the real world. After all, in most cases in the sports industry, both the
sportsman and the agent are bound by their agreements. The results of this study, however,
would not affect the prediction of how the sportsman and the agent act. In particular, these
results may bear more explanatory power if the agreements in the real world become
non-binding. The solution to a non-cooperative game, from the perspective of
methodology, actually can trigger the analysis of cooperative games, also known as
bargaining power or bargaining strength (Cooter & Ulen, 2004). Therefore, the author of
this study suggests that cooperative games be analyzed based on its conclusions, and other
non- focus-on-efficiency viewpoints be included as well in order to transform more
well-established research results into feasible public policies.
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