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Dear ASMR Contributors,

Thank you so much for your full support for
Asian Sport Management Review (ASMR). As we
all know, it has been very difficult to keep ASMR
running for the past years. We are currently in the
8th Volume. Without your contribution to the
journal, it is not possible for this journal to go this
far.

The ASMR Edition Committee is reformed
after the 2012 AASM General Assembly by
following our AASM Constitution. The ASMR Edition Committee will insist
the academic independence spirit to implement the necessary works
which may benefit to our sport management professional community.
One important policy that ASMR Edition Committee will implement is to
reinforce the dialog between submitter and peer reviewer. We will use
this way to generate more communication and mutual understanding
between them. | believe the quality of ASMR will be improved and its
reputation will be raised through this process.

The improvement of the quality of ASMR needs your efforts and
continuous supports. | sincerely invite your innovative ideas and practical
perspectives on the topics of sport management. Let us all bring ASMR to
a more advanced stage!

Sincerely yours,
Cheng Nan Kang, Ph. D

C\ M. Hp\v\j

(A‘SMR Editor

Professor/ National Taiwan University
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PROFESSIONAL FOOTBALL THAI PREMIER LEAGUE
Abstract

The purpose of this study aimed to examine the relationship among factors
influencing and fans’ intention related to attendance at home games in Thai Premier
League for the 2012 season and predicts attendance using the selected factors. The data
were collected from Stratified Sampling of 470 fans in 10 teams and examined using
correlation and multiple linear regression procedures. The results indicate that factors were
predictor of fans’ intention. They will help increase frequency of fans’ attendance in the
future, word of mouth, recommend to friend, following games on television and other
media, purchasing team-related merchandise, and participant club’s activities.
Consequently, understanding the factors that influence sports event attendance is crucial to
the sustainability clubs. The results can be useful for professional football clubs in fans

retention and operating sustainable business.

Keywords: Fan, Game Attendance, Behavioral Intention, Professional Sports
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Introduction

Currently, professional sport competitions have become popular greatly as numerous
spectators around the world keep up with the games such as National Football League
(NFL), National Basketball League (NBA) in USA or Premier League in U.K. etc. The
increasing spectators that have become sport industry create revenue to the nations as well
as other industries (Shank, 2009). In Thailand, professional sport competitions have not
quite achieved as athletes lack qualifications under international standard and Thailand’s
sport industry is not too much popular to create huge revenue for interested private
operators.

In 2009, professional sport competitions were popular and were given well-response
from fans, reflected by a lot of spectators waving scarves with singing and wearing the
same football team apparels (Positioning Magazine, 2009) after Thai ~ Premier League
Professional Football has developed its standard in accordance with The Asian Football
Confederation (AFC) that aims at developing the same quality and standard professional
football league in Asia as top professional leagues such as English Premier League,
Germany’s Bundesliga, Italy’s Calcio Serie A, Spain’s Laliga etc (AFC Vision Asia Club
Licensing, 2010). However, investment in professional football clubs initially needs a large
amount of funds for establishment and development complying with standard of Asian
Football Confederation (AFC) and achieving goals and competitions. Therefore, many
clubs are getting into club management problem which could threaten long-lasting
survival.

A number of spectators is the most important factor for long-term survival of
professional football clubs as it is supposed to be blood vessels that feed clubs (Shank,
2009). Not only do spectators support Thai Premier League Football Club, cited by
revenue from ticket sale and souvenirs, but also have influence on sponsor’s decision or
patronage and contract renewal or seeking for new sponsors. Therefore, it is all clubs’
responsibility to expand new fan club base steadily. If any clubs’ fan clubs lose or
decrease, they should attempt to increase new ones. However, this will increase expenses.
Therefore, keeping fan club base or existing customers should be done together with
finding new ones as clubs could increase more revenue from existing fan clubs. Also, this
way has five times less cost than finding new ones (Kotler, 2003) According to a data
report of spectators of Thai Premier leagues Professional Football in 2010 and 2011
seasons, a number of spectators averaged 4,717 and 4,592 persons/season respectively
(Mathichon, 2011, Thai Premier League, 2012). With comparison of seating capacity and
number of spectators in the 2011 and 2012 seasons, utilization rate of the seating capacity
averaged at only 39% per match. It indicates marketing potentials in keeping fan clubs to
see all matches of competitions as it could help ensure revenue and run business in long
terms.
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Literature review

Sporting Events

Sport events are products or basic products of sport industry (Shank, 2009) that are
divided into two parts: core product and extension product. In sorting events, core products
consist of game form (rules/techniques), players, equipment apparel and venue. Extension
products include competition program, statistics, video, music, tickets, mascot and
technology (Mullin et al., 2007; Buhler and Nufer, 2010). In addition, if a host cannot
control the result of the game, this may cause spectators to be cheerful or sad after the
game finishes. Therefore, sports as a one of entertainments are difficult to predict (Shank
2009). However, the host can use extension product to enhance amusement of game
(Mullin et al., 2007; Buhler and Nufer 2010).

Sports Consumer Behavior

According to Schwarz and Hunter (2008: 90), sports consumer behavior is a
process of consumers who seek select, order, purchase, use and estimate products and
services that can satisfy their needs and necessity.

Funk (2008: 6) explained sport and event consumer behavior that a process
involving individual or groups to select, purchase, use or manage after sport consumption
and events related to products and services to respond needs and outcomes. In addition,
sport consumers have to devote their times to attend the game at the stadium and at home
or listen to the radio or watch the game via the internet including spending a lot of money
on sport activities — purchase of ticket, membership, traveling and souvenir, registration,
sport equipment, media and so on.

There are internal and external factors involving consumer behavior. External
factors will be arisen from individual’s several reasons such as personality, being you and
psychological attitude responding to social environment, process of knowledge that lead to
sport consumption consisting of three types (Mullin et al., 2007: 68 — 69)

Type 1 Behavior involvement is participation such as activity is held for fans at the
stadium, watching television, listening to the radio.

Type 2 Cognitive involvement is acquisition and understanding of sport news and
knowledge supplied by magazine, newspaper, sport program, radio, television and the
internet that is a core media for participation.

Type 3 Affective involvement means attitude, feeling and emotion toward sport
activity.

Commitment is frequency of sport attendance, period of game and relations or
willingness that will spend time and use energy to join in sports.

According to Mullin et al. (2007: 42 - 43); Schwarz and Hunter (2008: 24 - 26),
group of spectators are divided by frequency escalator concept of sport attendance (see
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Level 1 Non-consumers: there are three groups consisting of indirect consumer,

unaware consumer, and light consumer

Level 2 Spectators who are indirect consumers will reach games through media or

related products such as television, newspaper, and magazine or buy T-shirt and hats of

teams.

Level 3 Spectators who have no aspects to watch games or no plans to attend
games. They may come for the first time. This level is known as light user who will attend
games for 1-2 times a year for free ticket or invited by their friends.

Level 4 Spectators attend games around 10-30% of total matches or is so-called
‘medium user’.

Level 5 Spectators holding season ticket or heavy users or the highest user. This
group is expected to be the most important group and gain the highest benefits
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Figure 2 The frequency escalator for sport attendance
Source: Mullin et al. (2007: 42 - 43)
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Sport Spectators

Customer or sport consumer is spectator. According to Shank (2009; 11), spectator
means a consumers who derive their benefits from the observation of the event. They
observe the sporting event in two broad ways: They attend the event, or they experience
the event via one of several sports broadcast media such as the Internet, newspaper,
magazine, television and radio etc. In addition, spectator consumers are also of two broad
types of consumer: individual consumers and corporate consumers.

Fan

A fan club is a group of people who admires or dedicates to a person, group or idea or
sometimes even an inanimate object some time (such as famous building). Most fan clubs
will spend much time and things to support. Sometimes, official fan clubs will be set up by
someone associated with group or related persons. This is mostly case for many musician,
actors, sport teams etc (Wikipedia, 2012).

Fans are the most important element of sporting events. Wann, Melnick, Russell and
Pease (2001; 2) explained definitions of sport spectator and fan club. A fan is a person who
is interested and follows up sports or teams or an athlete. A spectator (or consumer) is a
person who does activities or sporting events by attending the games at the stadium or
watching the games on television, listening to radio etc. According to Shank (2009), fan
means a person’s dedication and emotional relationships between fans and athletes or
clubs. Buhler and Nufer (2010; 64) explained a fan club or supporter is a person who
support leagues by attending games or relates to the clubs, particularly in emotion, thought
and behavior.

Wakefield (2002) explained characteristics of fan clubs in the following details:

1. ldentity and behavior manifesting in different ways that will devote to something
or attend leagues, sport team and/or a particular athlete in the stadium and outside stadium.

2. Purchase souvenirs.

3. Purchase a season ticket.

4. Always attend sporting events.

5. Talk to other fans in the same clubs or others.

Methodology

Population

For population-based research, spectators are 15 year olds and over and are fans of
Home team that attended Thai Premier League Professional Football in 2012 season
during March 17 — October 28, 2012 for at least three matches.
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Sample

A sample group is spectators who are aged 15 and over and are fans of the home team
attending Thai Premier League Professional Football in 2012 season between SCG
Muangthai United Football Club, Bangkok Glass FC. Club, BEC Tero Sasana Football
Club, Insee Police United Football Club, Thai Port Club, Army United Club, Esan United
Club, TTM Phichit- Chainat and FC Chonburi Club. Thai Premier League was held during
March 17-October 28, 2012. Fans must attend the professional football league at least
three matches.

Sampling

The first step, a researcher will bring 18 Thai Premier League Professional Football
clubs in 2012 season to make sampling. All 18 clubs will be divided into two groups 1)
clubs in Bangkok & vicinity and 2) clubs in upcountry.

The first group includes 7 football clubs located in Bangkok and vicinity: SCG
Muangthong United, BBCU F.C., Bangkok Glass F.C., BEC Tero Sasana, Thai Port
Football Club, Army United and TOT F.C

The second group includes 11 football clubs in upcountry: Burrirum United, Osptspa
M-150 Saraburi, Esan United, Chiangrai United, TTM Phichit, Chainat F.C, Fight Bulls
united, Chonburi F.C., Insee Police United, Pattya United and Samutsongkarm United F.C.

The second step, a researcher takes lists of football clubs in the first step to make a
random sampling.

The first group: 4 out of 7 clubs in Bangkok and vicinity include SCG Muangthong
United, BEC Tero Sasana, Thai Port Football Club, Army United.

The second group includes 6 out of 11 football clubs in upcountry: Esan United, TTM
Phichit, Chainat F.C, Chonburi F.C., Bangkok Glass F.C., Insee Police United.

The third step a researcher take capacity of all listed stadiums in the second step to be
plus and divide to find size of sample group based on capacity of each team’s stadiums
(Wikipedia, Thai Premier League in 2012 season).

The fourth step: a researcher collects data by 1) a random from spectators who visit
Thai Premier League Professional Football in 2012 season by chance and from 10 home
football stadiums; and 2) a random sampling by the survey from 1 of 100 spectators until it
will complete a calculated sample group in the third step.

10
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Size of sample

The researcher cannot estimate an ascertained number of spectators watching Thai
Premier League Professional Football as there is no data management system. Therefore,
the researcher needs to use non-probability sampling by infinite population method based
on an error of 5% with 95% confidence. Therefore, a number of questionnaires total 470.

Measures
A tool used for collecting data is questionnaire that is divided into 7 parts

Part 1: Questionnaire is related to fans watching Thai Professional Premier League’
personal data at the home team’s stadium. The survey questions include gender, age, status,
education, team’s fans, type of ticket, number of years as fans. In addition, it is formed as
checking items and filling in the in blank totaling 6 questions.

Part 2-7: Questionnaire is related to fans’ view. All items were measured using
five-point response scales anchored by strongly disagree (1) and strongly agree (5).

Analysis

Table 1 show number and percentage of background of fan clubs who attend the

game. (n =470)
Item Background Number Percentage
Gender male 329 70.00
female 141 30.00
Age 15 — 24 years 174 37.00
25 — 34 years 166 35.30
more than 34 years 130 27.70
Status single 298 63.40
married 172 36.60
Education no more than Bachelor 403 85.70
more than Bachelor 67 14.30
Card season ticket card 56 11.90
member card 117 24.90
general fan (without card) 297 63.20
Fan 1 year 109 23.20
2 years 112 23.80
3 years 110 23.40
4 years 87 18.50
5 years 52 11.10

Table 1 show number and percentage of background of fan who attend the games. Gender:
most of them are male accounting for 70%, age:15-24 years old accounting for 37%, single
status accounting for 63.40%, education: most of them are bachelor’s degree accounting
for 85.70%, general fan clubs accounting for 63.2%, period: 2 years accounting for 23.80.

11
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Table 2 Correlation coefficient of the variables that influence the intention to attendance Thailand Premier League the professional football overview.

Factors X SD. GAl GA2 GA3 PE1 PE2 SM1 SM2 SM3 1Q1 1Q2 1Q3 EA1 AE2 AE3 AE4 |IA

Away team characteristics (GA1) 3.50 0.875 1

Players’ performance (GA2) 3.82 0.667 0.450** 1

Games atmosphere (GA3) 3.82 0.785 0.380**0.710** 1

Stadium and Facilities (PE1) 3.72 0.759 0.449**0.609**0.599** 1
Customer service staff (PE2) 3.66 0.782 0.485**0.556**0.479**0.635** 1

Entertainment (SM1) 3.95 0.782 0.275** 0.558**0.572**0.530**0.518** 1

Self-esteem (SM2) 4.01 0.762 0.307** 0.549**0.555**0.565**0.483**0.670** 1

Interest in football (SM3) 3.93 0.812 0.280** 0.572**0.543**0.560**0.491**0.604**0.695** 1
Interaction with security\  (1Q1) 3.75 0.784 0.424** 0.565**0.467**0.586**0.598**0.465**0.520**0.546** 1
officers

Interaction with players ~ (1Q2) 3.85 0.863 0.311* *0.547%*0.512**0.532**0.444**0.511**0.554**0.515%*0.536** 1
Interaction with other fans (1Q3)  3.81 0.778 0.315** 0.546**0.509%*0.605**0.525**0.513**0.526**0.513%*0.564**0.603** 1

Cheerleaders (EAL) 3.69 0.948 0.425**0.485**0.409**0.493**0.495**0.378**0.372**0.406**0.484**0.411**0.568** 1

Commentator (EA2) 3.68 0.853 0.421** 0.580**0.440**0.548**0.504**0.467**0.455**0.476**0.535**0.527**0.600**0.649** 1

Activities (EA3) 3.79 0.903 0.344** 0.524**0.389**0.526**0.490**0.435**0.465**0.490**0.549**0.473**0.529**0.490**0.668** 1
Public relations (EA4) 3.79 0.834 0.272** 0.549**0.473**0.595**0.515**0.502**0.507**0.529**0.557**0.532**0.607**0.514**0.623**0.704** 1

Intention to attendance (1A) 389 0.621 0.455**0.727**0.622**0.616**0.569**0.627**0.658**0.686**0.592**0.616**0.584**0.485**0.582**0.553**(0.578** 1

12



A‘ SMR Apr. 2015

Asian Sport Management Review

Influential factors on intention of attendance
in Thai Premier League Professional Football

A study of influential factors on intention of attendance in Thai Premier League
Professional Football is based on analysis of hierarchical regression that consists of 5
variable groups: 1) games attractiveness variables; 2) fan motivation variables; 3)
physical environment variables; 4) interaction variables and 5) entertainment actives
variables. Purpose of hierarchical regression is a survey of relationship between
dependent and independent variables.  Independent variables will be put step by step
in derivation with a researcher’s consideration and decision. This technique is based
on influence of independent variables on dependent variables.

For regression analysis, a researcher will analyze by dividing various variables
into 5 stages.

Stage 1: Physical Environment variables include stadium and facilities, and
customer service staff.

Stage 2: Interaction variables include interaction with security officers, players
and other fans.

Stage 3: Entertainment Activities variables include cheerleaders, commentator,
activities and public relations.

Stage 4: Games Attractiveness variables from competition include players’
performance, away team characteristics and games atmosphere.

Stage 5: Fan Motivation variables from fan clubs include entertainment,
self-esteem, and interest in football.

From Stage 5 variables will be based on intention of attendance at the game and
are assessed by hierarchical multiple regression analysis with five models as follows:

13
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Model 1

Intention to Attendance = a + by stadium and facilities (x1) + bz customer service staff
(x2)

Model 2

Intention to Attendance = a + by stadium and facilities (x1) + bz customer service staff
(x2) + bz interaction with security officers (x3) + ba
interaction with players (x4) + bs interaction with other fans

(Xs)

Model 3

Intention to Attendance = a + by stadium and facilities (x1) + b2 customer service staff
(x2) + bs interaction with security officers (x3) + ba
interaction with players (x4) + bs interaction with other fans
(Xs) + bs cheerleaders (xs) + b7 commentator (x7) + bs
activities (xgs) + bo public relations (xo)

Model 4

Intention to Attendance = a + by stadium and facilities (x1) + b2 customer service staff
(x2) + bz interaction with security officers (x3) + ba
interaction with players (x4) + bs interaction with other fans
(xs) + be cheerleaders (xs) + b7 commentator (x7) + bs
activities (xs) + bg public relations (xg) + b1o away team
characteristics (X10) + b1 players’ performance (x11) + b12
games atmosphere (X12)

Model 5

Intention to Attendance = a + by stadium and facilities (x1) + bz customer service staff
(x2) + bz interaction with security officers (x3) + ba
interaction with players (x4) + bs interaction with other
fans (xs)+ be cheerleaders (xe) + b7 commentator (x7) + bg
activities (xg) + bo public relations (xg)+ bio away team
characteristics (X10) + b1 players’ performance (x11) + b1z
games atmosphere (X12) + b1z entertainment (X13) + b4 self-
esteem (x14) + bis interest in football (x1s)

14
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Table 3 Hierarchical multiple regression analysis to the intention to attendance the Thailand Premier League of professional football fans overview.

variables Model 1 Model 2 Model 3 Model 4 Model 3
b SE t-test b SE t-test b SE t-test b SE t-test b SE t-test

Physical Enviroment

Stadium and Facilities 0350 0.037 9468** (0163 0.037 4388** 0.130 0.038 3442*0.037 0036 1036 0001 0033 0037

customer service staff 0.237 0036 6607%*0.125 0.035 3.628%* 0.103 0.034 2998* 0049 0032 1518 0018 0030 0614
Interaction

interaction with security officers 0,129 0.035 3741%* 0.095 0035 2714*0.054 0032 1700 0019 0030 0620

interaction with plavers 0.202 0.030 p758** 0,178 0.030 5966**0.126 0.028 4348**0.066 0026 3311%

interaction with other fans 0.096 0035 2716* 0.045 0037 1218 0039 0034 1.156 0021 0032 0679
Entertainment Activities

cheerleaders 0.011 0028 0381 -009 0026 -0340-0002 0024 -0.104

commentator 0076 0036 2.101*0.029 0033 0874 0025 0031 0EBI18

activities 0.051 0033 1534 0043 0030 1443 0025 0028 0905

public relations 0043 0036 1.189 0039 0034 1.150 0018 0031 0590
Games Attractiveness

away team characteristics 0.054 0024 2214*0075 0023 3293

plavers’” performance 0298 0043 p975%%0.257 0.040 6448

games atmosphere 0.061 0033 2430%0019 0032 0595
Fan Motivation

entertainment 0.073 0.030 23921*

self-esteem 0.084 0034 2514%

interest in football 0.162 0.030 35385%

16
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Table 3 (continue)

variables Model 1 Model 2 Model 3 Model 4 Model 5

b SE t-test b SE t-test b SE t-test b SE t-test b SE t-test

Multiple R 0.658 0.743 0.756 0.807 0.839
R? 0.433 0.552 0.571 0.652 0.704
R (Adjusted) 0.430 0.547 0.563 0.643 0.695
SEE 0.469 0.418 0.411 0.371 0.343
R? chang 0.433 0.119 0.020 0.080 0.053
F chang 178.100 41.001 5342 35.082 26.990
Sig. F Change 0.000 0.000 0.000 0.000 0.000
N 470 470 470 470 470

Remark - *p <005, **p <001

17
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Table 3 Hierarchical multiple regression analysis of the predictive variables 15 variables
that affect the dependent variable intention to attendance Thailand Premier League
professional football match and to create a predictive equation as follows.

Model 1

Intention to Attendance = 1.727 + 0.350 stadium and facilities + 0.237 customer
service staff

Model 2

Intention to Attendance = 1.203 + 0.136 stadium and facilities + 0.125 customer
service staff + 0.129 interaction with security officers +
0.202 interaction with players + 0.096 interaction with
other fans

Model 3

Intention to Attendance = 1.141 + 0.130 Stadium and Facilities + 0.103 customer
service staff + 0.095 interactions with security officers +
0.178 interactions with players + 0.076 commentator

Model 4
Intention to Attendance = 0.721 + 0.126 interaction with players + 0.054 away team
+ 0.298 players’ performance + 0.081 games atmosphere

Model 5

Intention to Attendance = 0.511 + 0.086 interaction with players + 0.075 away team
characteristics + 0.257 players’ performance + 0.073
entertainment + 0.084 self-esteem + 0.162 interest in
football

The aforementioned five models can be explained in the following details:

According to the first model, Physical Environment variables that have influence on
intention of attendance are stadium and facilities, and customer service staff. All
independent variables will explain alteration of variables on intention of attendance rose
sharply at 43.30%

By taking Interaction variables to analyze by using the second model, it was found
that physical environmental variables that have influence on intention of attendance
consist of stadium and facilities, and customer service staff. In addition, interaction
variables resulting in intention of attendance are interaction with securities officers,
players and other fans. All independent variables indicate alteration of intention of
attendance to increase 55.20 %. Predictive power change 0.119 quite increased from a
previous rate to 0.119.

18
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In addition, Entertainment Activities variables will be used to analyze by using the
third model. It was indicated that physical environment variables that have influence on
intention of attendance include stadium and facilities, and customer service staff.
Meanwhile, interaction variables that have influence on interaction of attendance are
interaction with securities officers and players. However, interaction between fans has no
impact on intention of attendance. In addition, entertainment activities variables that can
result in intention of attendance are a commentator while cheerleaders, activities and
public relation are not weighed on intention. All independent variables can clarify
alteration of intention more clearly by 57.10%. The predictive power change 0.020. They
increased slightly.

Furthermore, Games Attractiveness variables toward the game will be analyzed by
using the fourth model, it was found that all physical environment variables have no
impact on intention of attendance include customer service staff, stadium and facilities.
Meanwhile, interaction variables that are related with players’ interaction will result in
intention of attendance. However, interactions with securities officers and amid fans have
no influence on intention of attendance. In addition, entertainment activities variables
including a commentator, cheerleaders, activities and public relation have no impact on
intention of attendance. Moreover, games attractiveness variables that resulting in
intention of attendance include away team characteristics, players’ performance and games
atmosphere. All independent variables explain alteration of variables based on intention of
attendance to increase 65.20%. The predictive power change 0.080. They increased
slightly.

Fan Motivation will be taken to analyze by using the fifth model. It was found that all
physical environment variables consisting of customer service staff, stadium and facilities
have no impact on intention of attendance. Meanwhile, interaction variables that result in
intention of attendance are interaction with players but interactions with security officer
and interaction between fan clubs have no influence on intention of attendance. Also, all
entertainment activity variables consisting of a commentator, cheerleaders, activities and
publish relation have no influence on intention of attendance. Games attractiveness
variables that result in intention of attendance includes away team characteristics, players’
performance and games atmosphere. In addition, fan motivation including entertainment,
self-esteem, and interest in football has role on intention of attendance. All independent
variables explains alteration of variables based on intention of attendance to increase
70.40%. The predictive power change 0.053. They increased slightly.

Result

Influential factors to intention of attendance in Thai Premier League Professional
Football. Overall, the club can cope with attendance willing under these circumstances:

1. Players’ performance: each club should manage team players such as a player who
play full-time for 90 minutes and attempt greatly. In addition, it should create spirit of
players for aiming at all matches or games for the club and fans.

19



':.‘ SMR Apr. 2015

Asian Sport Management Review

2. Interest in football: The club should hold football game between fans in the same
club and other clubs’ fans as some fans may take good care of themselves and like
exercising and playing football or make new friends. Activities related to football will be
internal motivation of fans to create good attitude to the club. In addition, building of
gymnasium or fitness in the club helps encourage fan clubs to apply membership and
doing exercise to make relationship and social interaction between members and make
them healthy.

3. Interact between fans and player: the club should prepare space area for meeting
with players and acknowledge and show thanks to the fans after the game is completed. In
addition, relationship between fans and club should be made such as taking photo with
players or giving autography and share their feelings no matter what the result is. The
player should realize their fans. Thanks show is action that could attract fans to stay beside
the team forever.

4. Self-esteem: the club should make them to be proud, and become part of success or
failure. Therefore, the club should make an achievement from the games, memorable
events, excellent coach, team manager and players, unique stadium or relationship in
community. Participation in team’s achievement is pride of fan clubs. Therefore, right and
participation in fans’ expression of opinion should not be ignored.

5. Entertainment Activities: the club should create a competition’s environment, light,
color and sound to help ease fans’ stress as they might focus on a result of competition. In
addition, digital signage, large scoreboard, good quality lighting system and audio system
should be installed around the stadium to help relax, enjoy and take a rest from troubled
things. Staying in the stadium may be one of good life times. Moreover, the club should
hold the events regarding festivals so that fans can join and participate in activities such as
charity football, football competition in each community.

Suggestion for future research

1. This research does not include ticket price as it may make concept or factors to
intention of attendance wider. Also, ticket price of each stadium is different. Therefore, it
causes analysis to be unclear.

2. In the future, the research should seek for factors that can attract intention of
attendance to all kinds of professional sports so that those can be used broadly under the
same standard.

3. In the future, the research should provide factors that result in intention of
attendance in lower league of professional football to enhance all levels of professional
football.
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Suggestion for Professional Football Club

1. The club should set a marketing plan in accordance with major target groups that
are 15-24-year-old males, undergraduate, general fan or fans based on type of tickets
(season ticket holders mostly are male with 15-24 year olds, undergraduate; member card
holders mostly include married males with an age of over 34 and undergraduate; general
fan clubs are single males, 15-24 years old, undergraduate). According to the Escalator
Theory of Mullin et al. (2007) Fans should change or upgrade their status from general fan
to become member card holders. Meanwhile, fans that hold member cards should change
to season ticket holders or real fans. Therefore, fan clubs database will help a marketer to
understand fans’ behaviors.

2. To retention fans changing from general fans to become fans that purchase a
season ticket, each club should create impressive experiences or passion for them after the
game finishes. The club should manage the stadium and provide facilities that are
important fundamental management for fans in accordance with Asian Football
Confederation. Currently, many seats are unoccupied for some matches. Therefore,
various services can be fully provided for fans. Facilities are sufficient for them. On the
other hand, if all matches’ seats are full, services and facilities could not be sufficient to
them. Therefore, staff should be well-selected, suitable and should be trained and has
service mind as they must directly provide services to fan clubs. They should be trained
under simulation to prepare for solving problems. Entertainment activities and
cheerleaders will help make environment exciting. Activities held in-field and out-field by
clubs or sponsors including explicit and accurate promotions. These events and factors
will help entertain, amuse and support games to be exciting. Also, players’ performance,
away team characteristic and games atmosphere, experiences or impression will help
increase frequency of attendance in all matches of their team as the home team. In
addition, the club should keep good quality of game and services to attract fans to have a
turnout or suggest other persons about good things of club, buying souvenirs, news, and
joining activity. These factors will support football clubs’ businesses operation to survive
permanently.

21



'A.‘ SMR Apr. 2015

Asian Sport Management Review

References

Buhler, A. and G. Nufer. 2010. Relationship Marketing in Sports. Burlington: Elsevier.

Kotler. 2003. Marketing Management 11" ed. Prentice Hall.

Matichon. 2011. Summary of Revenue and the audience in the Thailand Premier
League 2010 season (Online). www.matichon.co.th/sport-thai.php, January 25, 2555.

Mullin, B., S. Hardy, and W. Sutton. 2007. Sport Marketing 3" ed. Human Kinetic.

Positioning Magazine. 2009. Thai Premier League The Success Start (Online).
www.positioningmag.com, January 10, 2012

Schwarz, E. and J. Hunter. 2008. Advanced Theory and Practice in Sport
Marketing 1% ed. Elsevier.

Shank, M. D. 2009. Sports Marketing: A Strategic Perspective 4" ed. Pearson
International Edition. Prentice—Hall.

Thai Premier League. 2012. Summary Statistics for the Season (Online).
www.thaipremierleague.co.th/stats2011.php, January 15, 2012.

The Asian Football Confederation. AFC Vision Asia Club Licensing 2010 (Online).
www.the-afc.com, January 15, 2012.

Wann, D. L., M. Melnick, G. W. Russell, and D. G. Pease. 2001. Sport Fans: The
Psychology and Social Impact of Spectators. New York: Routledge Press.

Wikipedia. Fan Club )Online). http://th.wikipedia.org/wiki, January 15, 2555.

22


http://www.positioningmag.com/
http://www.thaipremierleague.co.th/stats2011.php
http://www.the-afc.com/
http://th.wikipedia.org/wiki

Apr. 2015

o SMR Asian Sport Management Review

The Determinants of Youth Athletes’ Intention Level in

Swimmer Status

Pannipa Teerakathiti*
Sport Management Program, Faculty of Sports Science,
Kasetsart University, Bangkok, Thailand.

Vichakorn Heangsadeekul
Kasetsart University

Nilmanee Sriboon
Chandrakasem Rajabhat University

Kittipong Poonchob

Mahidol University

*Corresponding author: Pannipa Teerakathiti
Kasetsart University, E-mail: pannipat@yahoo.com

23


mailto:pannipat@yahoo.com

':.‘ SMR Apr. 2015

Asian Sport Management Review

The Determinants of Youth Athletes’ Intention Level

in Swimmer Status

Abstract

The purpose of this study was to investigate youth athletes' intention level in
swimmer status and the determinants of youth athletes' intention level in swimmer status.
This study was cross-sectional study. Youth swimmers from 49 swimming clubs, 5
regions that under Thailand Swimming Association whose age 11-22 years old), and had
been 1 years competition were target population. Self-administered questionnaire was
instrument. The 603 swimmers (male=363 female=240) were completed that available
questionnaires (91.36 %). Results show that youth athletes had high intention level in
swimmer status. Perception in psychology factor that consisted goal setting, athlete
identity, perceived competence; clubs' management factor that consisted overall clubs'
management, training management, stress management, motivation management;
atmosphere factor that consisted interaction between coach athlete, leadership of coach,
interaction between athlete and peer; supporting factor that consisted parent's supporting,
and academic institute supporting were moderate level. Multiple regression analyzed show
that model predicting youth athletes' intention level in swimmer status (R? = .596); that
goal setting (B = .294), stress management (B = .197), perceived competence (f = .193),
parents' supporting (B = .131), training hours per week ( = .107), training management (3
=.104), athlete identity (B = .093) were positively associated with youth athletes' intention
level in swimmer status, but interaction between coach and athlete ( = -.074), and reason
of being a swimmer present (B = -.073) were negatively associated with youth athletes’

intention level in swimmer status.

Keywords: Youth athlete, Intention Level, Swimmer Status
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Introduction

Since the 12" Asian Games until the 16" Asian Games and the 23" SEA game until
25" SEA game Thai swimmer won gold medals decrease respectively. In 2005-2011
swimmers aged 11-22 years decreased continuously from 5123 to 2091. Age of athlete
inverse with the number of swimmer (Technical Official, Thailand Swimming
Association, May 2012). These two problems were serious issues that were consequence
of swimmer's engagement. Therefore, mechanism for increased and maintained swimmer's
engagement was significant. The stronger the intention to engage in a behavior therefore
intentions are assumed to capture the motivational factors that influence a behavior; they
are indications of how hard people are willing to try, of how much of an effort they are
planning to exert, in order to perform the behavior (Ajzen, 1991). Thus, factors that
increased intention is a significant mechanism for retention the swimmers extend
continued participation in swimming that measures of attitudes toward the behavior,
subjective norms (Fishbein & Ajzen, 1975) and perceived control (Ajzen, I. 1991). In
developmental model of sport participation proposes that athletes who age between 13-22
pass specializing to investment years. This model also suggests athletes engage in large
quantities of deliberate play activities (C6té, and Fraser-thomas, 2007). The reasons for
participation and withdrawal may not be directly related (Petlichkoff, 1993). Psychology
factor is the one of key success factors for instance goal setting in sport, perceive
competence. Successful athlete used goal setting in sport during training. Williams and
Gill (1995) find that task goal orientation directly influenced perceived competence, intrinsic
interest, and effort. Weiss & Williams (2004) have emphasized the importance of
understanding the processes children may go through before they withdraw from sport.
Specifically, they suggested a need for longitudinal research to understand how physical
factors (training patterns, level of maturation) and psychosocial factors (coach, parent,
peer, and sibling influences) interact to influence the decision-making processes that may
lead to continued participation in or withdrawal from sport. The early performance
obtained by young swimmers in most countries are based on overload rather than skill
development programmes that induce low rates of participation of early, top-ranked,
age-group swimmers in long-term elite swiming (Lang, & Light, 2010). Parent had also
come to view sport participation, especially competitive sports, as a key component of
their children's overall socialization (Coakley, 2006). In addition, activities for instance
paying registration fees and purchasing equipment, providing transportation, and attending
games and practices are often interpreted as positive support for sport participation by
childrent (Stein & Raedeke, 1999). In the development model by Wylleman, & Lavallee
(2003 ) represented the parent's influential youth swimmer development and retention in
development phase of athletic level. Thus, the increased athletes' intention level in
swimmer status drive mechanism of swimmer retention.
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Research Objective

1. To investigate youth athletes' intention level in swimmer status.
2. To investigate the determinants of youth athletes' intention level in swimmer status.

Limitation of Study

The study was restricted by the population of participation that were youth
swimmers, aged 11-22 years, member of swimming clubs under Thailand Swimming
Association (Technical, Thailand Swimming Association, 2012), involved in swimming
training and competition 1 years.

Methodology

The research design was used mixed methodology that consisted of qualitative
research and quantitative research. In-depth interview was used for qualitative research.
This study was cross-sectional study for determinant of the intention level in swimmer
status analysis

Population

The target population of this study was swimmer who aged 11-22 years was the
member of swimming clubs under Thailand Swimming Association and had 1 year
training and competition experienced.

Sample size

Researcher calculate the minimum sample size the population by using Yamane's
formula ) Yamane, 1973: 725 cited by Kittipong Poonchob, 2007(. Error, acceptable error
level was set .05. Sample size was 336. Because this research objective to study the
determinant that influence youth athletes' intention level in swimmer status that had 24
variables and used multiple regression to analyzed, for the purpose of inferential statistics
refer to the parameters, and assessment was valid and credible, sample size must
accordingly (Kittipong Poonchob, 2007). Researcher determine proportion at least 25
samples per 1 independent variable that avoid over-fitting problem )Tabachnick, & Fidell.
2007: 123 cited by Kittipong Poonchob, 2007(. Therefore sample size was 660 samples.
610 questionnaires was collected, 603 questionnaires was complete and accurate (91.36%)

Sampling

Researcher defined population frame in this study and used proportionatal to size
stratified random sampling by swimmer population frame who member swimming club
under Thailand Swimming Association.
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Variable in this study
1. Independent Variable.

1.1 Demographic factor consisted sex, age, education level, the initial reason for
swimmer, swimmers' goal, the parents' goal for level of swimmer, the first person to create
a swimmer, competition group in the same aged, highest competition level, period of a
swimmer, and training hours.

1.2 Psychology factor consist goal setting in sports, athlete identity and perceived
competence.

1.3 Clubs' management factor consist overall of clubs' management, training
management, stress management, and motivation management.

1.4 Atmosphere factor consist interaction between coach and athlete, leadership of
coach, and interaction between athlete and peer.

1.5 Supporting factor consist parents’ supporting and educational institutes'
supporting

2. Dependent Variable
Youth athletes' intention level in swimmer status consist sport commitment, intention
behavior, and behavior conduct.

Research Instrument
Self-administered questionnaire was a research instrument. Questionnaire consist 6
parts:

Part 1 Demographic factor consisted sex, age, education level, the initial reason
for swimmer, swimmers' goal, the parents' goal for level of swimmer, the first person to
create a swimmer, competition group in the same aged, highest competition level, period
for as a swimmer, and training hours that were check list 9 items and fill in the blank 3
items.

Part 2 Youth athletes' intention level in swimmer status consist 3 dimensions

2.1 Sport Commitment: Researcher assessed sport commitment by used scores from
Scanlan et al. (1993a) assessment had 5 items on a 5-point Likert Scale.

2.2 Intention Behavior: Researcher assessed intention behavior by used scores from
Fishbein and Ajzen (1991) assessment had 5 items on a 5-point Likert Scale.

2.3 Behavior conduct: Researcher assessed behavior conduct by used scores from
self-perception profile for children: SPPC assessment of Harter (1985) assessment had 6
items on a 5-point Likert Scale.

Part 3 Psychology Factor consist 3 dimensions

3.1 Goal setting: Researcher assessed goal setting by used scores from the perception
of success assessment of Robert and Balague (1991) assessment had 8 items on a 5-point
Likert Scale.

3.2 Athlete identity: Researcher assessed athlete identity by used scores from the
athletic identity measurement scale: AIM assessment of Brewer, Van Raalte, & Linder
(1993) assessment had 7 items on a 5-point Likert Scale.

3.3 Perceived Competence: Researcher assessed perceived competence by used
scores from the self-perception profile for children: SPPC assessment of Harter (1985)
assessment had 3 items on a 5-point Likert Scale.
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Part 4 Club's Management Factor consist 4 dimensions

4.1 Overall club's management: Researcher constructed questionnaire 9 items on a
5-point Likert Scale.

4.2 Training management: Researcher constructed questionnaire 7 items on a 5-point
Likert Scale.

4.3 Stress management: Researcher constructed questionnaire 7 items on a 5-point
Likert Scale.

4.4 Motivation management: Researcher assessed motivation management by used
scores from intrinsic motivation inventory assessment of McAuley, Duncan, & Tammen
(1989) assessment had 6 items on a 5-point Likert Scale.

Part 5 Atmosphere Factor consist 3 dimensions

5.1 Interaction between coach and athlete: Researcher assessed Interaction between
coach and athlete by used scores from the coaching behavior questionnaire: CBQ
assessment of Kenow & Williams (1992) assessment had 7 items on a 5-point Likert
Scale.

5.2 Leadership of coach: Researcher assessed Leadership of coach by used scores
from the leadership scale for sports: LSS assessment of Chelladurai & Saleh (1980, 1981)
assessment had 6 items on a 5-point Likert Scale.

5.2 Interaction between athlete and peer: Researcher assessed Interaction between
athlete and peer by used scores from peer motivational climate in youth sport
questionnaire: Peer MCYSQ) assessment of Ntoumanis and Vazou (2005) assessment had
5 items on a 5-point Likert Scale.

Part 6 Supporting Factor consist 2 dimensions
6.1 Parent Supporting: Researcher assessed Parent Supporting by used scores from
goal orientation and perception of the motivational climate initiated by parent assessment
of White (1996) assessment had 7 items on a 5-point Likert Scale.
6.2 Education Institute Supporting: Researcher constructed questionnaire 8 items on a
5-point Likert Scale.

Researchers used data from the test samples with similar samples in research
Reliability estimates were calculated for all variables using Cronbach's alpha coefficient.
Cronbach's alpha coefficient=.96, with dimension to factor ranging for .95-.74

Data collection

The method for collecting the data in this study was following;

1. Researchers made a letter for permission to collection data.

2. Research coordinate with the 49 head coaches of the swimming club to clarify the
purpose of the study. And identify research that the study only. Not have any effect for
respondents, and will keep the information confidential. To avoid concerns training or
competition. Researcher attached documents for explained this study, code and listing of
the random sample, and sealed envelope for the swimmer to answer the questionnaire at
home total 660 set. 610 was answer, 603 available questionnaire (91.36%).
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Data Analyzed

Table 1 Descriptive statistic of swimmer's demographic

Age Group
Variable immer  Agebelow 16 years A% JOOCS
(n = 603) (n=391) (n=212)
n % n % n %
1. Sex
-Male 363  60.20 230 58.80 133 62.70
-Female 240  39.80 161 41.20 79 37.30
2. Age )year(
-11-13 245 40.6 245 62.70 - -
-14-15 146 24.2 146 37.30 - -
-16-18 144 23.9 - - 144 67.90
18 years and above 68 11.3 - - 68 32.10
3. Education Level
-Level 2 )grade 4-6( 137 22.7 136 34.80 - -
7 -Level 3 )grade 223 37.0 214 5470 10 4700
-Level 4 )grade
10-12( 161 26.7 41 10.50 123 58.000
-Undergraduate 82 13.6 - - 79 37.300

Most sample in this study were male (60.20%), range of aged 11-13 years (40.60%).
Education level were grade 7-9 (37.00%). Swimmer age below 16 years were male
(58.80%). Education level were grade 7-9 (54.70%). Swimmer age 16 year and over were
male (62.70%). Education level were grade 10-12 (58.00%).

Table 2 Descriptive statistic of swimmer's construct

Age Group
Overall Age Below 16 Age 16 years
Variable swimmer years and over
(n =603) (n=391) (n=212)
n % n % n %
1. The first person persuade to be
swimmer
-Parent 491 81.4 325  83.10 166 78.30
-Coach 77 12.8 44 11.30 33 15.60
-Sibling and Peer 35 5.8 22 5.60 13 6.10
-1-3 131 21.7 128  32.70 3 1.40
-4-6 195 32.3 162  41.40 33 15.60
-above 7 years 277 45.9 101 2580 176 83.00
2. Training hour )hour per week(
-1-10 233 38.6 137 35.00 96 45.30
-11-15 248 41.1 187  47.80 61 28.80
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-above 16 hours 122 20.2 67 17.10 55 25.90
3. Competition group
-group A 234 38.80 105 26.90 129 60.80
-group B 286  47.40 212 54.20 74 34.90
-group C 83 13.80 74 18.90 9 4.20
4. Highest competitive level
-General game 152 25.20 134  34.30 18 8.50

-Institute game )physical
Education game univariate 124 20.60 92 23.50 32 15.10
game(

-Region game and National
game

-AGE Group YOUTH
OLYMPIC Games

-SEA Games ASIAN Games
ASIAN INDOOR Games
UNIVERSIATE Games
and OLYMPIC Games

237  39.30 130 33.20 107 50.50

70 11.60 31 7.90 39 18.40

20 3.30 4 1.00 16 7.50

Most swimmers had parent who the first person persuade to be swimmer (81.4%),
period of swimmer above 16 years (45.9%), 11-15 hours training hour per week (45.9%),
competition group in same age group B (47.40%), region game and national game the
highest competitive level (39.30%). Most swimmer age group below 16 years had parent
who the first person persuade to be swimmer (83.10%), period of swimmer 4-6 years
(41.40%), 11-15 hours training hour per week (47.80%), competition group in same age
group B (54.20%), general the highest competitive level (34.30%). Most swimmer age
group 16 years and over had parent who the first person persuade to be swimmer
(78.30%), period of swimmer above 7 years (83.00%), 1-10  hours training hour per
week (45.30%), competition group in same age group A (60.80%), region game and
national game the highest competitive level (50.50%).

Table 3 Mean and standard deviation of youth athletes' intention level to be swimmer

Variables ~ sD Interpretation
of results.
Sport commitment 3.84 0.77 High
Intention behavior 3.74 0.76 High
Behavior conduct 3.80 0.70 High
Youth athletes' intention level in swimmer status 3.80 0.69 High
Goal setting 3.38 0.72 Moderate
Athlete identity 3.48 0.72 Moderate
Perceived competence 3.49 0.82 Moderate
Psychological Factor 3.45 0.66 Moderate
Overall of clubs' management 3.50 0.78 Moderate
Training management 3.38 0.75 Moderate
Stress management 3.79 0.67 High
Motivation management 3.69 0.77 Moderate
Clubs' Management Factor 3.59 0.62 Moderate
Interaction between coach and athlete 3.23 0.65 Moderate
Coach leadership 3.09 0.79 Moderate
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Interaction between athlete and peer 3.67 0.83 Moderate
Atmosphere Factor 3.33 0.59 Moderate
Parental support 3.94 0.74 High

Academic institute support 2.92 0.99 Moderate
Supporting Factor 3.43 0.65 Moderate

Youth athletes had high intention level to be swimmer. Moderate level in perceived of
psychology factor, clubs' management factor, atmosphere factor, and supporting factor.
Stress management dimension and parental support dimension were high level.

Table 4 Pearson's Correlation Matrix of predictor variable and youth athletes' intention
level in swimmer status

Predictor Variable]

X SD. Sex  Age  Eduly  ReaSW  NRea®V  AtnGosl  ParGosl  WhoSW  CpGr  Cply  Prasw TrHr a5 A PC TMng TMng  Sting  MoMng  ICA Lc 4P PaSup  EuSup

1
110 1

4z 20T

Correlation coefficient between youth athletes' intention level in swimmer status was
-.23-.642. Most of predictor variable had positive relationship except age, education level,
and period of swimmer were negative relationship. Relationship between youth athletes'
intention level in swimmer status and goal setting, perceived competence, stress
management, athlete identity, and motivation management were high level respectively.
Relationship between youth athletes' intention level in swimmer status and training
management, parental support, interaction between athlete and peer, overall clubs'
management, and interaction between coach and athlete were moderate level respectively.
Relationship between youth athletes' intention level in swimmer status and training hours,
education institute support, leadership of coach, present reason to be swimmer, parent goal
for swimmer level, and athlete goal were low level respectively (p<.01, p<.05).
Correlation coefficient between youth athletes' intention level in swimmer status and
demographic factor, psychology factor, clubs' management factor, atmosphere factor, and
supporting factor were -.23-.259, .503-.624, .369-.555, .169-.388, and.207-431
respectively.

Multiple Regression analyses (stepwise) was performed to assess the relative of
demographic factor, psychological factor, management factor, atmosphere factor, and
supporting factor to predict youth athletes' intention level in swimmer status. Multiple
regression models were constructed using SPSS version 16.0. The level of statistical
significance accepted for this study is p<0.05.
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Table 5 Multiple regression analysis for youth athletes' intention level in swimmer

status
Variable b SE B t-test
Constant 0.895***  (.154 5.800
1. Demographic factors
Education Level (Level 2) 0.088 0.052 0.053 1.704
Presen't reason to be swimmer 0.174%* 0067 073 -2.606
)parent's need(
Training hour 0.014***  0.004 0.107  3.633
2. Supporting Factors
Parental support 0.173***  0.041 0.131 4.256
Academic institute support -0.032 0.032 -.033  -0.997
3. Psychological Factors
Goal setting 0.344***  0.043 0.294  8.006
Athlete identity 0.111**  0.041 0.093 2717
Perceived Competence 0.211***  0.039 0.193 5351
4 Club's Management Factors
Overall of club's management -0.044 0.039 -039 -1131
Training management 0.119**  0.041 0.104 2.91
Stress management 0.259***  0.047 0.197  5.568
Motivation management 0.048 0.043 0.042 1.132
5. Atmosphere Factors
Interaction between coach and athlete -0.1* 0.045 -074  -2.198
Leadership of coach 0.023 0.035 0.02 0.642
Interaction between athlete and peer 0.029 0.037 0.026  0.799
R? 0.616
Adj R? 0.596
SEE 0.441

R? Change 0.004
F CHANGE Change 1.754
Sig F CHANGE Change 0.155

***n<.001 **p<.01 *p<.05
(X) Reference group

Multiple regression analyze show that model predicting youth athletes' intention level
in swimmer status (R? = .596). Examination of the beta weights indicated that 9 variables
contributed significantly to the relationship with youth athletes' intention level in swimmer
status: that goal setting (B = .294), stress management ( = .197), perceived competence (3
= .193), parental support (B = .131), training hours per week (B = .107), training
management (B = .104), athlete identity (B = .093) were positively associated with youth
athletes' intention level in swimmer status, but interaction between coach and athlete ( =
-.074), and present reason to be swimmer (B = -.073) were negatively associated with
youth athletes' intention level in swimmer status.
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Discussion

The purpose of this study was to examine influence factors affected youth athletes'
intention level in swimmer status. The result of this study indicated that positional goad
setting predict youth athletes' intention level in swimmer status that were corresponding
with the study by Cervello et al., (2007) which indicated that a high dispositional
orientation toward ego and a low perception of ability positively predict dropout behavior
or abandon the sport activity where of score of perceived competence of drop out athlete
lower than current participants (Salguero, Gonzalez-Boto, Tuero, & Marquez, 2003; Weiss
& Ferrer-Caja, 2002).

The findings of the present study showed the relationship between youth athletes'
intention level in swimmer status and stress management that were corresponding with the
study by Fraser-thomas, Cété, and Deakin (2008) which indicated that more dropouts had
parents who had been athletes in their youth, high level athletes (provincial and above) in
their youth than did engaged athletes.

The findings of the present study show that perceived competence influence youth
athletes' intention level in swimmer status because children who perceive that they have
high athletic ability will be more likely to participate in athletics than will children who
have less favorable beliefs about their athletic competencies (Weiss, & Eccles, 2004).

Result show that parental support influence youth athletes' intention level in swimmer
status because large proportion of children's time is spent in the family, many parents are
highly involved in the athletic experience of their children, and athletics is a highly public
context, parents have several opportunities to provide immediate and specific feedback to
their children (Scanlan, 1996), The potential of parents to have either a positive or
negative role in children's sports experience (Weiss, & Eccles, 2004). More than 50
percent of the parents for the support and well relationship with the athletes that effect to
athletes' successful and continued participation in sport (Gould et al, 2006, Ullrich-French
and Smith, 2009, Fraser-Thomas, Cété, and Deakin, 2008)

The findings of the present study showed training hours per week affect youth
athletes' intention level in swimmer status that practice time, swimming competition time,
and dry land practice time had significant effect engagement in swimming
(Fraser-Thomas, Coté, and Deakin, 2008)

The findings of the present study showed training management influence youth
athletes' intention level in swimmer status, that were corresponding with the study by
Fraser-Thomas, Cote, and Deakin (2008) which indicated that dropouts participated who
experience fewer extra-curricular activities, less unstructured play swimming, less
one-on-one coaching, started dry land training earlier, had their first training camp earlier
than engaged athletes.
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The findings of the present study showed interaction between coach and athlete
influence youth athletes' intention level in swimmer status that coaches who provide poor
social support (i.e., pressure, unrealistic expectations, lack of empathy, lack of confidence
in athlete) and lead with an autocratic style have been associated with negative outcomes
such as negative attitudes towards coaches, decreased motivation, dropout, and burnout
(Gould et al., 1996; Pelletier, Fortier, Vallerand, & Briere, 2001; Price &Weiss, 2000,
Smoll & Smith, 2002).
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Constraints of Sport Spectators — The case of J. League Division 2
Spectators

Abstract
The total income from ticket sales is decreasing gradually in J. League Division 2.

Total revenue from ticket sales is a crucial issue for the teams because it reduces
supplementary revenue and could relate to a reduced ability to attract people to the
stadium. Related to this, there are many studies that focus on spectator “attendance,”
which cover the positive aspects explaining what brings people to the stadium.
Unfortunately, only a few studies focus on the “constraints,” which are those factors that
limit or prohibit participation in the desired activity. The purpose of this research is to
reveal what factors prevent spectators’ continuous attendance, introduce a scale for
spectator constraints, and test for differences based on their demographics. Two surveys
were conducted at J. League Division 2 games. Based on a sample size of n=297,
exploratory factor analysis revealed six constraints factors. Confirmatory factor analysis
was used to validate this result, using a sample size of n=315. Six dimensions were
presented as spectator constraints and t-tests suggested there were significant differences
among gender in “extrinsic value.” Men perceived more constraints compared to women.
Age groups also affected perceived constraints, as did the duration of being a fan,
behavioral and psychological loyalty towards the team. This result indicates that if the
psychological and behavioral loyalty towards the team gets higher, spectators’ might
negotiate these negative factors. As an implication, teams having especially low

attendance should mitigate the constraints to let more people experience their products.

Keywords: soccer, fans, continuous attendance, constraints
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Introduction

Twenty years have passed since the first professional soccer league, the J. League
(Japan Professional Football League), was inaugurated in Japan. When this league was
established, the total ticket sales and attendance grew rapidly, but after hitting its peak,
while attendance remained stable (six million in the 1994-1995 season to five million in
the 2011-2012 season), the gate income decreased rapidly (one billion Yen in the
1993-1994 season to 100 million Yen in the 2011-2012 season). This situation is more
remarkable in J. League Division 2, which is the lower branch in the J. League. While the
average ticket sales in Division 1 altered only slightly from 2006 to 2012 (636 million Yen
to 663 million Yen), Division 2’s average ticket sales were decreasing in the same period
(193 million Yen in 2006 and 154 million Yen in 2012) (J. League Data Site, 2014). From
these figures, it is easy to see that Division 1 earns three times more than Division 2 in
average ticket sales. It is obvious that the J. League, especially Division 2, needs a new
marketing viewpoint. However, this situation is not unique to the J. League; every league
has to struggle against low attendance, which could cause decreasing the gate income.

According to Badenhausen, Ozanian, and Settimi (2007), increasing ticket sales is
critical to the success of professional sport organizations. Many studies suggest that the
key objective of professional sports is to increase game attendance, which directly
connects to ticket sales (e.g., Hansen & Gauthier, 1989; McDonald & Rascher, 2000).
Increasing ticket sales could also reflect on other sources of income such as
merchandising, food and beverages, and apparel. Adopting a marketing perspective, some
authors suggest that customers who hold positive evaluations are much more likely to
repurchase a certain product (Jones & Sasser, 1995; Blackwell, Miniard, & Engel, 2006).
In addition, Fornell and Wernerfelt (1987) said it is typically cheaper to retain an existing
customer than to recruit a new one, so companies should focus on ensuring that their
customers have satisfactory consumption experiences. In the sports marketing realm,
Mullin (2007) noted that the impact from new customers is often minimal and short-lived.
This suggests that targeting an existing customer is more efficient than targeting people
who never come to the stadium. Applying these implications to teams that are struggling
with attendance, they should try to seize the spectators who once watched games at the
stadium. There is much research that focuses on spectator ‘“attendance,” and many
variables are used to explain spectator attendance when spectating games (Hill & Green,
2000; DeSchriver & Jensen, 2002; Fink, Trail, & Anderson, 2002; Swanson, Gwinner,
Larson, & Janda, 2003; Zhang, Lam, Bennett, & Connaughton, 2003; Ferreira &
Armstrong, 2004; Won & Kitamura, 2006). Unfortunately, there are only a few studies that
focus on which factors prevent or inhibit spectators from coming to the venue (Trail,
Robinson, & Kim, 2008; Casper, Kanters, & James, 2009; Pritchard, Funk, & Alexandris,
2009; Kim & Trail, 2010). It was also indicated that there are group differences (e.g.,
gender, age, and previous participation) and combining socio-demographic information
with factors that inhibit attendance, for instance, enables teams to understand the
perceived constraints more clearly (Jackson & Henderson, 1995; Alexandris & Carroll,
1997a; Alexandris & Carroll, 1997b; Trail et al., 2008; Casper et al., 2009). The purpose
of this study is therefore to examine which factors influence spectators into not coming to
the stadium continuously, and to test for differences based on their socio-demographics.

This study will enable marketers to learn why a team is suffering from low
attendance. If it is possible for the team to recognize what is preventing spectators from
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coming to the venue, the team could try to manage these constraints. Researchers will also
be able to take a new look at the studied topic of sport spectators, which could create a
more thorough understanding of the decision-making circumstances.

Theoretical Framework and Literature Review

Leisure Perspective

The word “constraint” is defined as “a subset of reasons for not engaging in a
particular behavior” (Jackson, 1998). According to Jackson (2000), leisure constraints
research aims to investigate factors that are assumed by researchers and/or perceived or
experienced by individuals to limit the formation of leisure preferences and/or inhibit or
prohibit participation and enjoyment in leisure. It is said that the rationale of leisure
constraints research is to reveal how constraints enter into peoples’ leisure
decision-making behavior. The theme “constraints” was introduced in many leisure studies
in the mid-1980s. Crawford and Godbey (1987) advocated a theoretical framework, called
the “Leisure Constraints Theory”, which described the process regarding participants’
leisure preferences and the barriers and constraints towards participating, and
conceptualized these constraints into three stages — intrapersonal, interpersonal, and
structural. The intrapersonal constraint was defined as inner feelings that prevent
participants from participating in a certain activity. Examples of this constraint are stress,
depression, anxiety, or socialization. The next constraint, participant encounter, is called
the interpersonal constraint, which is interaction with others. An example of this is other
family members or friends who may or may not also participate. The final constraint is the
structural constraint; this is most the commonly conceptualized constraint, implying that
participants’ actions are interfered with. Weather, schedule inconvenience, money
restrictions, and no knowledge are part of this category.

After this Leisure Constraints Theory was introduced, many scales were developed
measuring constraints for participating in leisure activities, mainly in Western countries.
McGuire (1984) introduced the “Leisure Constraint Questionnaire (LCQ)”and focused on
individuals of medium age (ages 45 through 60). He revealed five factors, namely external
resources, time, approval, ability/social, and physical well-being. The next scale was
developed by Henderson, Stalnker, and Taylor, (1988), which focused on women’s barriers
to recreation. Fifty five items concerning barriers were factor-analyzed, and 10 factors
were introduced in this study. These were labeled time, unaware, decide, body, family,
interest, social, money, skills, and facility. Jackson (1993) revealed six factors as a
constraint scale, which were social isolation, access, personal, costs, time, and facilities.

After these scales were developed, it was revealed that demographic variables were
found to significantly relate to the perception of constraints (Alexandris & Carroll, 1997a).
For example, Jackson and Henderson (1995) found that women were overall more
constrained than men. Alexandris and Carroll (1997a, 1997b) also noted significant
differences in the perception of constraints by age — the older a person is, the less
frequently that person takes part in sports. Alexandris and Carroll (1997Db) also state that as
participating frequency in activities increase, their constraints decrease significantly.
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Sports Marketing Perspective

In the sports marketing field, numerous studies deal with spectator attendance.
According to Won and Kitamura (2006), there are internal and external factors that affect
spectators’ consumption behavior. There are five perspectives: the first is the “sports game
attractiveness,” such as supporting teams’ league standing and star players. The second
factor is the “environmental factor,” related to elements such as stadium facilities,
schedule convenience, and the weather. The third factor is the “emotional or internal
factor,” which is described as the identification towards the supporting team, or the
motivation for watching the games. The next factor is the “economic factor,” which
considers the economic circumstances such as the money it costs to watch a game at the
stadium. The final factor is the “demographics,” such as gender, age, occupation, and so
on (Won & Kitamura, 2006). One of the most popular themes explaining attendance is
spectators’ motivation towards the game. In spite of that, some studies suggest that only
using the motivation variables is too weak to explain attendance behavior or behavioral
intention (e.g., Zhang, Pease, Lam, Bellerive, Pham, Williamson, & Lee, 2001; Pritchard
et al., 2009; Kim & Trail, 2010). They suggested including constraints in any model
explaining sports consumption behavior. Unfortunately, there are only a few studies
focusing on spectator constraints or barriers (e.g., Trail et al., 2008; Casper et al., 2009;
Pritchard et al., 2009). However, Funk (2008) said this information enables sports
marketers to provide solutions to help individuals negotiate the constraints to engage in
consumption activity. Kim and Trail (2010) implied two reasons why it is important to
research spectator constraints — one is to understand individuals’ reasoning for their
choices and behavior, and the second is that the knowledge of constraints is critical for
teams suffering from low attendance.

Reviewing constraints in the sports marketing field, Trail et al. (2008) investigated
what kind of environmental aspects might prevent students from attending school football
games, focusing on structural constraints. As a result, 15 structural constraint dimensions
(concessions, restrooms, seating, cleanliness of the venue, professionalism of the staff,
parking, alternative leisure activities, alternative sports entertainment, financial cost,
weather, lack of team success, social commitments, stadium location, game on radio/TV,
and work/school commitments) were identified; there were significant gender differences
in non-venue related structural constraints and no differences in venue-related structural
constraints. Casper et al. (2009) focused on spectators’ perceptions of constraints in
National Hockey League (NHL) games. Six factors, namely time, cost, facility
cleanliness, facility accessibility, lack of social interaction, and lack of interest were
introduced as a constraints scale. Several differences between ticket holder types were also
revealed. Furthermore, Pritchard et al. (2009) focused on barriers to repeat patronage.
Spectators who experienced “external” constraints did not tend to go watch the games at
the venue, nor get the information from the media.

According to these previous studies, it is obvious that many genres of sports
spectators were targeted to reveal spectator constraints. Yet, no studies focused on
Japanese spectators of professional sports. Additionally, compared to leisure studies, a lack
of testing for differences based on demographics seems to be prevalent. This study focuses
on constraints for Japanese spectators attending games at the stadium and tests for
socio-demographic differences.
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Method

This is quantitative research using the survey method to fulfill the purpose of this
study. To determine the terms of measurement, previous research which dealt with
constraints studies was initially consulted (Raymore & Godbey, 1993; Carroll &
Alexandris, 1997a. Carroll & Alexandris, 1997b; Henderson & Stalnker, 1998; Armstrong,
2004; Trail et al., 2008; Jackson & Henderson, 2009; Carroll, 2009; Kim & Trail, 2010;
Alexandris & Carroll, 2010). Based on these studies, 307 items were gathered. These were
discussed and evaluated for their appropriateness for the research frame, with another
sports marketing researcher, using the KJ method (grouping similar listed words and
renaming the category). After discussion, 46 items, shown in Table 1, were employed in
the questionnaire addressing how these items negatively influence continuous attendance,
using a 7-point Likert scale (1: does not influence at all to 7: strongly influence).
Moreover, socio-demographic information (gender, age, duration of being a fan, previous
attendance last season, and psychological loyalty towards the team) was inquired into for
further analysis. To measure the psychological loyalty towards the team, items were
introduced from the study by Wakefield and Sloan (1995), and the spectators were asked
to answer these questions according to a 5-point Likert scale (1: completely disagree to 5:
completely agree).

Table 1 Variables and their summary statistics

Items
1 Makes me feel anxious
2 Spectating sport is bad for health
3 No use to spectate sport
4 Couldn't enjoy in the past
5 Self-respect gets hurt
6 Spectating games makes me tired
7 Might get injured
8 Reputation of the rival team is bad
9 Cannot afford the cost of transportation
10 Do not want to imbalance the routine of regular life
11 Cannot gain benefits from investing considerable time
12 Seat location
13 Cannot gain benefits from investing considerable money
14 Do not know how to spectate sport
15 Cleanliness of the washroom
16 Washroom is too crowded
17 Staff's support is poor
18 Crowded condition of the facility
19 It takes too much time to go to the venue
20 The convenience to the stadium
21 The destination is too far from home
22 Temperature
23 Price sold at the concession
24 Weather
25 No fringe benefits for the ticket
26 No events before the game
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27 Broadcasted by television

28 Stadium facility is inadequate

29 Do not have enough knowledge about soccer

30 Other leisure activity to do

31 Schedule inconvenient

32 Other sport to do

33 Other plans with friends

34 Watch other sport

35 Priority of work/school is high

36 There are no way to access the stadium

37 Spend time with family

38 Supporting team's performance is bad

39 Supporting team's results are bad for this season
40 Cannot afford the game

41 No people to go with

42 Priority for spectating sport is low

43 Parking lot is far from the stadium

44 Hard to park

45 Cannot get tickets for free

46 Family member no interested in spectating soccer

Data were collected during two games in the regular season at J. League Division 2.
One was at the June 29th 2013 game, Gunma vs. Sapporo (381 returned questionnaires,
297 valid responses), and the other was at the July 27th 2013 game, Tokyo vs. Osaka (448
returned questionnaires, 315 valid responses). The questionnaire was distributed to the
spectators using quota sampling, in which each surveyor was assigned a block and they
were responsible for adequately estimating the gender and age proportions.

For data analysis, 297 valid responses from the first survey were used to explore
spectator constraints using exploratory factor analysis (EFA). As a threshold of the EFA
factor loading, 0.50 (Oshio, 2012) was introduced. The eigenvalue was set at 1, and for the
Kaiser-Meyer-Olkin (KMO) criterion, which measures if the sample is appropriate to be
tested by factor analysis, a threshold above 0.90 was considered good (Kaiser, 1974).
Cronbach’s alpha to test the reliability of the scale was also used and a cutoff criterion of
>0.60 was employed (Hair, Black, Babin, & Anderson, 2010). After the EFA, confirmatory
factor analysis (CFA) was conducted using the 315 valid cases from the second survey to
test the scale’s validity and reliability. The asymptotically distribution free (ADF)
estimator was used to compute the model. A threshold of 0.50 (Hair et al., 2010) was
introduced for CFA factor loading. To test the reliability, construct reliability (CR) was
also established, and for measuring convergent and discriminant validity, the average
variance extracted (AVE) and squared correlation was calculated. To see if the total model
was a good fit, normed Chi-square (CMIN/df) with a threshold below than 5 (Bollen,
1989), Comparative Fit Index (CFI) threshold of 0.90 (Hair et al., 2010), and Root Mean
Square of Error Approximation (RMSEA) using a threshold of 0.06 through 0.08 (Brown,
2006), respectively, were introduced. After testing the reliability and validity of the scale,
t-test and one way analysis of variance (ANOVA) were used to test for socio-demographic
differences. The age variable was transformed; the median of the ages was assessed and a
dummy variable with one group younger than 36 years and the second group with those

43



'A.‘ SMR Apr. 2015

Asian Sport Management Review

older than 37 was computed. The psychological loyalty towards the teams was also
divided into two groups by calculating the median, used as a dummy variable. Spectators
with less loyalty scored less than four, while very loyal spectators scored five. The
variables ‘duration of being a fan’ and ‘previous game attendance’, were also transformed
using the formula suggested by Oshio (2013). The duration of being a fan was divided into
1 through 8 years, 9 through 16 years, and more than 17 years. The frequency of watching
games last season, which indicated the difference in behavioral loyalty, was separated as
follows: light spectators (0 through 6 times), medium spectators (7 through 13 times), and
heavy spectators (14 through 21 times). For the post-hoc test, the Tukey test was used to
reveal the differences between the three groups.

Results

Of the sample in the first survey, 68.4% were men and 31.6% were women. The
average age of the spectator was 41.81 years and the average time for getting to the
stadium was 48.47 minutes. The spectators have been fans for an average of nine years
and attended an average of 12 matches in the last season. The component factor method
with promax factor rotation was used to explore the structure of spectator constraints. Six
factors were suggested (KMO=0.86). These factors explained 66.61% of the variance.
Cronbach’s alphas were in the range of 0.71-0.90, indicating a good fit (Hair et al., 2010).
The results of the EFA are shown in Table 2.

Table 2 Results of the Exploratory Factor Analysis

Factor Loadings

Factors Items
1 2 3 4 5 6 7

Spectating sport is bad for health .88
Makes me feel anxious .83
Might get injured .75
Psychological No use to spectate sport 72
Spectating the game makes me tired .70
Couldn't enjoy in the past .68

Self-respect gets hurt .65

Washroom is dirty 97

Venue Quality Washroom is too crowded .85

Staff's support is poor 72

No events before the game 91
Extrinsic Value No fringe benefits for the ticket .75

Broadcasted by television .70

Hard to park .89
Parking
Parking lot is far from the stadium .88

Other plans with friends 12

Schedule Works and schools 71

OFRP,r NFPFORFRPOODEFE APRPIWFRPNRFRPRPPORF, O 0N OO 0 b WO N B

Schedule inconvenient .63
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é It takes too much time to go to venue .87
Transportation

2 .

0 Inconvenient to venue .79

i Supporting team's performance is bad .73
Supporting Team 2 Supporting team's results are bad for this 67

2 season )

. 1.7 14 12 11 10
Eigen value 8.00 2.34 4 8 1 5 )
Variance explained in % 349 9.42 63 51 41 36 31
(66.61) 2 ' 0 3 4 0 2
Cronbach's Alpha .89 .90 86 .88 72 87 .71
KMO .86
Bartlett's Test for sphericity 3893.82"

Note: Principal components analysis with promax rotation; *p<.001

To clarify what influenced spectators’ action, the constraint dimensions were defined.
The first factor, named “psychological,” is about the inner-feelings about the sport they are
watching. The “venue quality” factor is concerned with the quality of the facility, covering
elements such as the washroom and staff quality. The “extrinsic value” factor is related to
the strategies or events that the team offers the spectator. The “parking” factor is linked
with the location of the parking lot and the ease of parking. The “schedule” factor is
related to whether or not they have time to spectate the game. The “transportation” factor
is related to how they get to the venue and how long it takes. Finally, the “supporting
team” is referring to the team’s condition this season.

CFA was conducted using 315 valid cases from the second survey. Of the sample,
67.3% were men and 32.7% were women. The average age of the spectators was 38.53
years and it took an average of 66.15 minutes to reach the venue. The duration of being a
fan in Tokyo was 12.29 years and they spectated approximately 10 times in the previous
season. The ADF estimation was used to calculate the model because, as seen in Table 3,
the distribution of the scale is skewed. The initial solution was not admissible because the
error variance of “hard to park” had a negative estimate, and was thus deleted from the
model. The remaining item from the parking factor could also fit in the “transportation”
factor, so it was moved. The factor loading of “work and schools” was also below the
threshold (0.50), and since “schedule inconvenient” could cover this item too, it was
deleted from the next analysis. Using the 20 remaining items, the CFA was conducted
again. The results are shown in Table 3.

Table 3 Results of Confirmatory Factor Analysis

Mea sD Factor C AV Cronbach's
n loadings R E alpha

1  Spectating sport is bad for health 181 1;' .89
. 1.3

2 Makes me feel anxious 1.80 3 .92
. . 15

3 Might get injured 211 8 .94

Psychological 4 No use to spectate sport 1.74 1i3 91 94 .65 .88

5  Spectating the game makes me tired 2.06 1é4 .78
w iy § 14

6 Couldn't enjoy in the past 1.90 5 91
14

7 Self-respect gets hurt 1.81 0 .88

45



'A.‘ SMR Apr. 2015

Asian Sport Management Review

8  Washroom is dirty 2.97 250 .95
Venue Quality 9  Washroom is too crowded 3.04 2é0 .97 .84 .65 .90
(1) Staff's support is poor 3.16 2;) .88
1 17
1 No events before the game 2.32 1 .90
Extrinsic Value ; No fringe benefits for the ticket 254 168 .88 .80 .59 .78
1 . 1.8
3 Broadcasted by television 251 5 .86
1 . . 1.9
4 Other plans with friends 3.40 7 .76
Schedule 1 99 43 .27 .67
5 Schedule inconvenient 3.90 5 17
1 . 2.0
6 It takes too much time to go to venue 3.80 6 .96
. 1 . 2.0
Transportation 7 Inconvenient to venue 3.58 ) .99 52 .30 .70
1 . . . 21
8 Parking lot is far from the stadium 3.37 8 .32
1 . . . 1.8
. Supporting team's performance is bad 3.01 .98
Supporting 9 0
. . . 91 85 .90
Team 2 Supporting team's results are bad for this 1.9
3.04 .96
0 season 3

Note: ADF used to estimate. Model fit; CMIN/df=2.02, CFI=.93, RMSEA=.05

Almost all factor loadings were above 0.50, except for “parking lot far from the stadium.”
Checking for construct reliability and convergent validity, the schedule factor and
transportation factor’s CR and AVE (above 0.50) (Fornell & Larcker, 1981) were both
below the threshold (time factor: CR=0.43, AVE=0.27; transportation factor: CR=0.52,
AVE=0.30). Assessing discriminant validity, most of the AVEs were higher than the
squared correlation, which supported the suggestion by Hair et al. (2010), except for
schedule-transportation and schedule-supporting team (Table 4). However, the model fit of
the scale was adequate (CMIN/df=2.02, CFI1=0.93, RMSEA=0.05, pclose=0.09).

Cronbach’s alpha also presented with satisfactory values (0.67 through 0.90). Hair
et al. (2010) suggested that internal consistency indicates validity and Cronbach’s alpha
were all above the threshold of 0.60. Jackson (2005) also suggested that time and
problems with facilities is the stable and virtually universal range of constraints, so we
used these factors for further analysis. These will be addressed in more detail in the
discussion section.

Table 4 Squared correlation and the AVE

Psychological Venue Quality Extrinsic Value Schedule Transportation SUpTZZ;:ng
Psychological .65a
Venue Quality .32 .65b
Extrinsic Value .50 .34 .59¢
Schedule .24 .54 .33 .27d
Transportation .09 .28 14 .38 .30e
Supporting Team .24 .28 .36 40 14 .85f

a. Psychological AVE b. Venue Quality AVE c. Extrinsic Value AVE d. Schedule AVE e. Transportation AVE f. Supporting Team
AVE
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For further analysis, first, a t-test was used to compare the mean values of gender and
age. The results for gender and age are shown in Table 5 and Table 6. There was
significant difference for gender in the “extrinsic value” factor. Men perceived more
constraints compared to women (men M: 2.58, women M: 2.21). For age, there were
differences according to the factor’s mean. Older people tend to feel more constrained
compared to the younger group with regard to the supporting team factor (younger group
M: 2.80, older group M: 3.28).

Table 5 T-test results (gender)

Men Women
Factors t value
Mean SD Mean SD
Psychological 1.95 1.13 1.75 1.02 1.52
Venue Quality 2.99 1.84 3.21 1.98 .97
Extrinsic Value 2.58 1.53 221 1.38 2.05**
Schedule 3.70 1.77 3.56 1.96 .61
Transportation 3.58 1.64 3.60 1.67 .09
Supporting Team 3.07 1.83 2.92 1.69 .70
Note: **p<.05
Table 6 T-test results (age)
Younger than 36 Older than 37
Factors t value
Mean SD Mean SD

Psychological 1.85 1.12 193 1.07 .68
Venue Quality 2.99 1.89 3.14 1.89 71
Extrinsic Value 2.56 1.54 2.34 1.42 1.28
Schedule 3.66 1.80 3.64 1.87 A3
Transportation 3.64 1.70 3.52 1.59 .65
Supporting Team 2.80 1.74 3.28 1.80 2.39**

Note: **p<.05

Regarding the duration of being a fan, a significant difference was found for the
“extrinsic value” (1-8 years M: 2.70, 9-16 years M: 2.11, more than 17 years M: 2.12) and
“supporting team” (1-8 years M; 3.25, more than 17 years M: 2.61) factors. It was
revealed that, as spectators’ duration of being a fan increases, they tend to feel less
constrained compared to those of shorter duration. In the frequency of spectating games
per season, there were also several significant difference for the factors “extrinsic value”
(light M: 2.86, medium M: 2.70, heavy M: 2.14) and “schedule” (light M: 4.17, heavy M:
3.48). Thus, the more often a person attends the game, the less the person is constrained
toward the games. In addition, the loyalty toward the team was also tested. Spectators with
low loyalty were constrained in the psychological (low M: 1.96, high M: 1.57), venue
quality (low M: 3.05, high M: 2.59), extrinsic value (low M: 2.49, high M: 2.09), schedule
(low M: 3.71, high M: 3.00), and supporting team (low M: 3.23, high M: 2.35) factors as
compared to those with greater loyalty.
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Table 7 One-way analysis of variance results (duration of being a fan)

®1-8 Yrs. (29-16 Yrs. ®More than 17 Yrs. Multiple
Factors F value .
Mean SD Mean SD Mean SD Comparison

Psychological 2.01 112 1.78 .95 1.83 1.16 .82
Venue Quality 3.10 1.73 2.54 1.83 3.13 2.02 217
Extrinsic Value 2.70 1.50 211 1.38 212 1.36 4.05 D>@**, D>@**
Schedule 3.74 1.87 3.30 1.82 3.59 191 .99
Transportation 3.50 161 3.81 177 3.30 1.69 1.63
Supporting Team 3.25 1.63 2.96 194 2.61 1.72 2.50 D>B*

Note: *p<.10, **p<.05

Table 8 One-way analysis of variance results (behavioral loyalty)

Light (0-6 times) Medium (7-13 times) Heavy (14-21 times) Multiple
Factors F value .
Mean SD Mean SD Mean SD Comparison
Psychological 2.01 1.10 1.76 .98 1.93 1.13 91
Venue Quality 3.20 1.75 2.88 2.00 3.07 1.87 .53
Extrinsic Value 2.86 147 2.70 1.82 2.14 1.36 5.16 L>H*** M>H*
Schedule 417 161 3.70 1.76 3.48 1.94 3.46 L>H**
Transportation 3.77 1.59 3.34 1.70 3.67 1.57 1.28
Supporting Team 343 1.68 3.32 1.86 2.90 1.89 1.97

Note: *p<.10, **p<.05, ***p<.01

Table 9 T-test results (psychological loyalty)

Low High
tvalue
Mean SD Mean SD

Psychological 1.96 1.09 157 1.05 2.49**
Venue Quality 3.05 1.79 2.59 2.00 1.73*
Extrinsic Value 249 142 2.09 1.59 1.85*
Schedule 371 1.80 3.00 1.86 2.69%**
Transportation 3.61 1.58 3.27 1.78 145
Supporting Team 3.23 1.77 2.35 1.77 3.41%**

Note: *p<.10, **p<.05, ***p<.01
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Discussion

The purpose of this research was to reveal what kind of factors ceases spectators’
continuous attendance and to compare each factor mean, based on the
socio-demographics. To summarize, there were six factors (psychological, venue quality,
extrinsic value, schedule, transportation, and supporting team) serving as constraints.
Several differences based on the socio-demographic variables were noted.

Comparing the participant profile with data in the J. League Fan Survey Summary
Report (2013), this study’s sample represented the J. League Division 2 fans. The gender
distribution of Division 2 corresponds well, with 63.3% men and 36.7% women attending
matches (Gunma: 67.8% men and 32.2% women, Tokyo: 67.3% men and 32.7% women).
The average spectators’ age was 39.5 years (Gunma: 41.81 years, Tokyo: 35.83 years).
The frequency of spectating games last season amounted to 13 times (Gunma: 12 times,
Tokyo: 9 times), and the time getting to the stadium was 52.9 minutes (Gunma: 48.46
minutes, Tokyo: 66.15 minutes).

Comparing the introduced spectator constraints to the literature review, the schedule,
transportation, venue quality, and supporting team factors are congruent with the findings
by Trail et al. (2008) and Casper et al. (2009). The two remaining factors (psychological
and extrinsic value) were a new finding from this research. The psychological factor
included items related to the feelings when deciding to spectate a game at the venue, but
the mean average of this item was low (e.g., men 1.95, women 1.75). This might be
because the survey was conducted at a time when the spectators were already at the venue
and are not constrained by the psychological factor because they favor spectating games at
the venue. In the CFA analysis, one of the parking items was included in the transportation
factor as a result. Unfortunately, after calculating the AVE, the CR and the comparison of
AVE and squared correlation did not clear the threshold. This might be because the second
survey was conducted in Tokyo, where the stadium is located near public transportation
facilities, and the public transportation is very convenient in Tokyo. Nonetheless, though
the result did not meet the threshold, it was considered important to retain the item related
to parking because many stadiums in Japan are constructed far from public transportation
facilities. It is still true that the circumstance for each stadium and team is different, and
for teams which has their stadium far from public transportation facilities, it is anticipated
that providing parking makes it easy for customers to access the facilities, thereby
increasing the likelihood of their participation and retention (Hill & Green, 2012). Hence,
it is necessary to retain the items related to parking. The schedule factor was also retained,
although it did not reach the threshold. This is because Jackson (2005) stated that “time
and other commitment” is the most widely and intensely occurring experience inhibitor.

The next analysis compared the means of each factor between socio-demographics.
First, there were significant differences between men and women in the “events” factor,
however men scored higher compared to women. In previous leisure studies, Jackson and
Henderson (1995) stated that women are overall constrained compared to men, while in
this study, it was to the contrary. Nevertheless, from a sports marketing perspective, Trail
et al. (2008) found that there were differences among gender. Men perceived other sports
entertainment opportunities and lack of team success to be greater constraints to attend
games than women. On the other hand, women thought weather, social commitments, and
work/school commitments were greater constraints. For this study, men perceived higher
constraints compared to women in four out of six factors (psychological, extrinsic value,
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schedule, and supporting team), though not all were significant. It is crucial for the sports
marketers and researchers to know why men perceived more constraints than women.
With regard to age, older spectators tend to perceive more constraints on items from the
supporting team factor (younger than 36 M: 2.80, older than 37 M: 3.28). However, other
leisure studies suggest that age has an inverted u-relationship with the perception of
constraints, so for future research, ages should be segmented more specifically and see if
there are inverted u-relationship for sports spectators. The results for duration of time as a
fan and frequency of spectating game, and loyalty towards the team were no surprise.
These results occurred because the more a person attends games, the more the person has
“experienced” watching the game at the stadium, compared to those whose duration as a
fan, frequency of time spectating games, and psychological loyalty towards the team are
low.

As the duration of being a fan and behavioral and psychological loyalty increases,
constraints tend to decrease. This fact is supported Alexandris and Carroll (1997b), who
find that constraints significantly decrease with the increasing frequency of sports
participation. It is also important to know that this does not mean that spectators included
in the high behavioral and psychological loyal groups do not feel constraints at all. In
leisure studies, Jackson, Crawford, & Godbey (1993) said that participants “negotiate
through” the constraint and participate as an outcome. As a suggestion for future research,
it is important to recognize what made these spectators negotiate towards attending the
game.

Limitations

This research has some limitations. For instance, the validity of the entire scale was
not established by the second survey, as it was lacking convergent validity for parking.
This could be caused by the venue, which was near public transportation facilities, and
whose access to the stadium was more convenient compared to the first situation. The
scale must be tested in many situations to establish a more sophisticated version. This
study has also only revealed what factors might influence spectator attendance; the
influence towards future intention or satisfaction was not tested. It is necessary for the
teams to know which factor negatively influences most future intentions or satisfaction. In
addition, as mentioned before, it is important to understand what “negotiates” the
spectator towards the venue.

Funk (2008) mentioned a variety of items or factors that might flip from being a
constraint to a motivator or vice-versa. For example, when the team is playing well this
season, spectators will go to watch the games because they want to see the team playing
exciting games, but when the team is playing badly, spectators will say they are not
attending because the team is playing horribly this season. To understand what affects a
sports spectator’s attendance more intensely, the relationship between the motivator and
the benefit given to spectators while spectating and the constraints must be studied more.
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Implications for Practice and Theory

This study reveals which factors negatively affect the decision to attend a game at a
venue. If the team notices that spectators feel negative about transportation, they should
make access to the venue more convenient by operating public transportation cooperating
with the local government on game day. They could address these manageable elements to
encourage more spectators to come to the stadium and let the teams solve the problem of
low attendance figures. Considering the theoretical contribution, there were no studies that
focused on Japanese spectator constraints, and there was also no accurate scale which was
tested in the sports marketing scene. This study will initiate a basic understanding of what
might lead to a cease in spectators’ continuous attendance. Although there is little research
focusing on spectator constraints towards attending the games, it is an indispensable topic
for both team managers and the researchers to clarify their process of consumption.
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Making

Abstract

The purpose of this study was to look at the Waseda-Meiji rugby game a prominent
college sporting event that draws huge crowds of spectators—as a case study to examine
the factors that affected those spectators in deciding to go to the game and examine the
differences in those factors for several categories (e.g., gender, age, affiliation). As a result
of an exploratory factor analysis (n = 236) conducted using a Spectator Decision-Making
Inventory (SDMI) supplemented and modified based on a preliminary study, a total of 13
items grouped into three factors (both internal and external) were extracted: Game
Promotion and Social Element represents the ticket price, events held at the venue, having
friends and acquaintances playing the game, and the presence of accompanying
individual(s); Home Team represents the home team’s league standing, win/loss record,
and superstar(s); and Opposing Team represents the opposing team’s superstar(s) and
overall performance. After testing the differences in factors by category (gender, age,
affiliation, and experience going to the game), differences were found in multiple
categories, suggesting that it is necessary to approach each category differently. This
indicates the need to continuously roll out measures to stimulate the Game Promotion and
Social Element factor, which is effective for those in their teens and 20s, current college
students, and females, in addition to strengthening the Home Team factor, which is
effective in attracting Waseda alumni, those in their 40s and 50s (the largest age group),

and spectators who have been to the game in the past.

Keywords: spectator decision making, spectator behavior, watching sport, college sporting
events
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Introduction

Studies to explore the factors that lead sport spectators to go to the stadium are part
of sport consumer behavior research, which has been attracting the interest of many
researchers (Yoshida, 2011). For example, there are studies on factors affecting sport
spectators’ decisions (e.g., DeSchruver & Jensen, 2002; Lopez, Lopez, & Garate, 2012,
Zhang, Pease, Hui, & Thomas, 1995), motivations (e.g., James & Ross, 2004; Trail &
James, 2001; Wann, 1995), and attachment (e.g., Kwon, Trail, & Anderson, 2005;
Robinson & Trail, 2005; Trail, Robinson, Dick, & Gillentine, 2003). These examine a
wide range of subjects, from spectators of professional sport (e.g., Robinson, Trail, &
Kwon, 2004; Zhang, Lam, Bennett, & Connaughton, 2003a) to spectators of college sport
(e.g., DeSchruver & Jensen, 2002; Robinson & Trail, 2005), including spectators of
women’s leagues (e.g., Funk, Ridinger, & Moorman, 2003; Trail & Kim, 2011). College
sport and women’s sport are particularly popular in North America, where studies on
spectators of those sports are more numerous than in other countries.

In contrast, in terms of studies focusing on spectators of college sport in Japan, one
study focused on the spectators of college football and explored their individual attributes
and loyalty to the team (Sakata, Fujimoto, & Sumida, 2010), but there are very few similar
studies. One of the reasons may be that the organizational form and profit structure of
college sport in Japan differ from those in North America so that they are rarely
considered as a subject of management and marketing studies. However, admission fee
revenue is a key source of income—which is allocated to the team’s operating funds, used
to cover the cost of holding games, and so on—for college sport in Japan as well. In other
words, since increasing the number of spectators is a key management task for sport clubs
in Japanese university athletic divisions, it is worthwhile to explore the factors that affect
the decision to go to the game in order to develop strategies to draw customers to college
sporting events in the future.

One of the most popular games in Japanese college sport is the annual rugby game
between Waseda University and Meiji University (hereafter referred to as the
Waseda-Meiji game). Since the first match in 1923, the Waseda-Meiji game has become
one of the most prominent sporting events in Japan; it drew 66,999 spectators—more than
the seating capacity of the National Stadium—in 1981. However, over the 2010-2012
seasons, for example, the number of spectators trended down from 42,729 in 2010 to
29,341 in 2011 and 32,132 in 2012 (Japan East Rugby Football Union [JERFU], 2013).
With this situation in mind, the Waseda Rugby Football Club (RFC) and the Meiji RFC
launched a project in 2013 to draw customers to the Waseda-Meiji game by rolling out
various events and promotional activities. As a result, 46,961 spectators went to the
National Stadium to watch the game in 2013 (JERFU, 2013); it became an interesting case
of successfully drawing the largest crowd of the past 10 years.

Therefore, this study looked at the 2013 Waseda-Meiji game as a case study and
aimed to examine factors that affected those spectators’ decision to attend the game and
examine the differences in those factors for several categories (e.g., gender, age,
affiliation). We used the Waseda-Meiji game because we determined that it is possible to
provide useful information about strategies to attract spectators to other college sporting
events by studying the spectators of the Waseda-Meiji game.
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Literature Review

Factors that Affect Sport Attendance

A variety of elements have been listed in the past as factors that lead sport
spectators to go to a stadium or arena. For example, Won and Kitamura (2006) list five
types of factors—sport game attractiveness factors, environmental factors, emotional or
internal factors, economic factors, and demographics—that affect the behavior of Japan
Professional Football League (J. League) spectators. Sport game attractiveness factors
include matters such as league standing, the number of star players, and the toughness of
the team, while environmental factors include stadium facilities, convenience of the
schedule, weather, and so on. Emotional or internal factors involve motivations to watch
the game as well as attachment to and identification with the team, economic factors
include elements such as ticket price, and demographics refer to attributes such as gender
and marital status. These factors can be divided into internal and external factors. For
example, looking at the spectators of Major League Baseball’s training camp, Braunstein,
Zhang, Trail, and Gibson (2005) examined spectating behaviors by listing external factors,
including the appeal of the game, game promotion, economic consideration, and schedule
convenience, as pull factors (factors that pull spectators to the destination) and internal
factors, including individual attributes and motivational factors, as push factors (factors
that push spectators to the destination). Meanwhile, Pan, Gabert, and McGaugh (1997)
listed economic factors such as ticket price; social factors such as social interactions with
family members, friends, and other spectators enabled through watching the game; and
other factors as motivations to purchase a season’s ticket for college football in the United
States. In other words, it is suggested that the factors attracting spectators to sporting
events include internal factors such as individuals’ motivation and characteristics, and
external factors such as monetary and environmental factors.

The previous studies on sport spectators in Japan focus primarily on internal factor
motivations to watch games (James, Fujimoto, Ross, Matsuoka, 2009; Mahony, Nakazawa,
Funk, James, & Gladden, 2002; Nakazawa, Mahony, Funk, & Hirakawa, 1999; Won &
Kitamura, 2006); very few studies focus on and examine external factors (Kawai & Hirata,
2008), suggesting that there is a need for more studies. Therefore, in this study, we
decided to design a research model that focuses primarily on external factors that affect
the decisions of Waseda-Meiji game spectators.

External Factors

The Spectator Decision-Making Inventory (SDMI) developed by Zhang et al. (1995) is
a scale to measure external factors affecting spectators. The scale consists of 14 items
grouped into four factors: Game Promotion includes six items, among them ticket discount,
advertising, and pre-game and halftime events; Home Team includes four items
representing the effect of the team’s win/loss record, league standing, superstar(s), and so
on; Opposing Team includes two items—overall team performance and superstar(s); and
Schedule Convenience includes two items—day of week and game time. The scale, which
was developed by extracting 20 items from a literature review and interviews with
professional sport team administrators, was analyzed in detail by five individuals
including university faculty members and professional sport team administrators.
Subsequently, the validity and reliability of the items were verified by conducting a
questionnaire survey among spectators of professional sport, and performing exploratory
factor analysis and confirmatory factor analysis (Zhang et al., 1995, 2003a). Since this

58



':.‘ SMR Apr. 2015

Asian Sport Management Review

scale is adopted in many studies (e.g. Braunstein et al.,, 2005; Byon, Zhang, &
Connaughton, 2010; Zhang, Lam, & Connaughton, 2003b) and its external validity can be
confirmed, we decided to use the SDMI to conduct our examination in this study.

However, since the SDMI was developed for spectators of professional sport in
North America, it must be asked whether the SDMI can be applied as-is for spectators of
the Waseda-Meiji game. For example, Braunstein et al. (2005) revised the SDMI for the
spectators of Major League Baseball’s training camp by including internal factors (e.g.,
devotion to baseball, nostalgic feeling) in addition to external factors (e.g., the win/loss
record of the home team, game promotion), and Byon et al. (2010) attempted to develop a
comprehensive scale for spectators of professional sport using the SDMI as a base. In
other words, these authors revised the scale based on the sports and situations they studied.
The subjects of this study are the spectators of college sport, not spectators of professional
sport as analyzed in the previous studies. Furthermore, this will be a case study on the
spectators of the Waseda-Meiji game, which is a sport event in Japan. Therefore, it is
probably necessary to take spectator characteristics into account and revise the scale
accordingly.

Research Method

Project to Draw Crowds to the Waseda-Meiji Game

Waseda University and Meiji University cooperated and collaborated with each
other to carry out a project aiming to attract crowds to the Waseda-Meiji game. Their
activities included announcements on the club websites of both universities as part of the
promotional activities, establishment of a Facebook page, public relations activities such
as distributing flyers and using the mass media, issuance of food and beverage discount
coupons to spectator groups by partnering with eateries in the neighborhood of the
stadium, face painting and distribution of promotional items (team supporter towels) at the
venue, sales of commemorative books, pre- and post-game performances by university
clubs, a post-game ceremony performed by a famous singer, and so on. While they had
provided notifications on club websites, flyers, and posters and hosted performances by
university clubs in the past, the other large events and promotional activities were new
initiatives.

Preliminary Survey

Prior to the main survey, a preliminary survey was conducted. The purpose of the
preliminary survey was to refine and revise the SDMI, which was developed for sport
spectators in North America and consists of 14 items grouped into factors. The survey was
conducted among 208 college students who major in sport science. We asked all
respondents to answer the question “Are you interested in watching a rugby game?” using
a Six-point scale ranging from “not interested at all” to “very interested.” Of those, the 126
students who responded with 4 (“somewhat interested”) through 6 (“very interested”)
were included in the analysis (60.6% valid response rate). We asked them to provide
open-end comments to answer the question “What is the most important factor when you
are going to the Waseda-Meiji game?” and obtained a total of 164 open-ended items. The
items collected were carefully examined while considering their validity as factors that
affect the decision to go to the Waseda-Meiji game. As a result of the examination process,
which was performed with a joint researcher in the sport management doctoral program,
several items were eliminated: direct mail/notification under Game Promotion, overall
team performance under Home Team, and game time and day of week under Schedule
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Convenience. These were eliminated because no direct mail/notification was delivered to
the spectators, overall team performance seemed to be redundant in the point of easing
strain on the subjects of filling in questionnaire, and game time and day of week were
deemed unlikely to be part of managing the Waseda-Meiji game since it is customary to
hold the game on the first Sunday of December every year. On the other hand, the
additional items presence of accompanying individual, friend/acquaintance playing in the
game, and events at the venue, which were mentioned frequently in the open-ended
question and deemed effective as factors affecting the decision to go to the Waseda-Meiji
game, were included to create a 13-item scale. The wording of other SDMI items was also
modified as needed.

Main Survey

The main survey was carried out using a method in which survey administrators
handed out the questionnaire and later collected the responses. The survey subjects were
spectators supporting Waseda University who were standing in the line before the gate
opened or watching the pre-game events in the stadium. The survey was fielded until 30
minutes before the game. Four hundred copies of the questionnaire were distributed by
expedient sampling method and 374 were collected (93.5% response rate). Of those,
respondents who selected “Waseda University” from the three pre-determined
options—“Waseda University,” “Meiji University,” and “neither”—for the question
“Which university are you supporting today?” (n = 236) were included in the analysis
(63.1% valid response rate). In addition to questions about demographics and experience
going to the game, the survey included a question on the factors that affect the decision to
go to the Waseda-Meiji game (hereinafter referred to as “decision determinants”), which
were obtained through the preliminary survey. These factors were rated under the question
“To what extent did the following factors affect your decision to come to the
Waseda-Meiji game today?” on a 7-point scale ranging from “did not affect my decision at
all” to “greatly affected my decision.” The analysis included a simple tabulation as well as
calculations of the mean (standard deviation, or SD) and median (1st quartile/3rd quartile)
of demographics and the decision determinants. In addition, in order to assess the
implication to each segment of spectators, we compared the means for categories such as
demographic items (gender and age), affiliation (current Waseda students vs. alumni), and
experience going to the game. In terms of the classification under each category, gender
was divided into male and female and experience going to the game was divided into the
two categories of “came to the game for the first time” and “have been to the game in the
past.” Age was divided into four categories: teens to 20s, 30s to 40s, 50s to 60s, and 70 or
older (teens include only those aged 18 or 19), and affiliation was divided into three
categories: current Waseda students, Waseda alumni, and others. The decision
determinants for going to the Waseda-Meiji game were extracted by conducting an
exploratory factor analysis (maximum likelihood method, promax rotation) of the decision
determinant questions created in the preliminary survey. The criteria for extracting the
scale were set as eigenvalue > 1 and factor loadings > .35. The reliability of the extracted
factors was verified by calculating the Cronbach’s alpha (cutoff value > .70: Nunnaly,
1978) and Spearman-Brown coefficient. Then, the scales obtained were compared by
category. As a note, comparisons by category were conducted by performing multivariate
analysis of variance (MANOVA) in order to reject the overall null hypothesis (there is no
difference in means within each category). Subsequently, a t-test, one-way analysis of
variance (one-way ANOVA), and post-hoc test (Tukey test) were conducted for each factor.
The analysis was performed using SPSS 21.0.
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Findings

Demographics

The demographics of the respondents were as shown in Table 1.

Table 1 Respondent Demographics (Gender, Age, Marital Status, and Occupation)

n %
Male 165 69.9
Gender Female 71 30.1
Total 236 100.0
Teens 19 8.1
20s 36 15.3
30s 16 6.8
40s 48 20.3
Age 50s 85 36.0
60s 22 9.3
70 and older 10 4.2
Total 236 100.0
Mean 44.8 years old (SD = 15.91)
Single 84 35.6
Marital Married 138 58.5
Status Unanswered 14 59
Total 236 100.0
Company employee 99 41.9
Student 52 22.0
Housewife/husband 16 6.8
Government employee 12 51
Occupation Teaching staff 9 3.8
Company executive 9 3.8
Unemployed 8 34
Other 8 3.4
Self-employed 7 3.0
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Part-time/temporary worker 7 3.0
Physician/medical profession 4 1.7
Business management 2 0.9
Unanswered 2 0.8
Lawyer/tax accountant 1 0.4
Total 236 100.0

In terms of the male-female ratio, the male population (69.9%) is larger than the
female population (30.1%). In terms of age, the number of spectators in their 50s was the
largest (36.0%), followed by 40s (20.3%) and 20s (15.3%), with the average age being
44.8 (SD = 15.91). There were more married individuals (58.5%) than single individuals
(35.6%). The most common occupation was company employee (41.9%) followed by
student (22.2%). In addition, the average number of accompanying individuals was 8.10
(SD = 16.99) and the median (1st quartile/3rd quartile) was 3.00 (2.00/7.00).

In terms of the breakdown of alma mater and experience playing rugby, 17.4%
were current Waseda students, 39.0% were Waseda alumni, and 43.6% were others; of all
Waseda alumni, only one individual used to be a member of the Waseda University RFC
(1.1%). In terms of experience playing rugby, 3.4% currently played rugby, 13.6% used to
play rugby, and 72.8% never played rugby. As for experience going to the Waseda-Meiji
game, approximately 30% (29.3%) had come to the game for the first time. Approximately
70% said they went to the game every year or had been to the game in the past (average of
6.13 times; SD = 6.26). In addition, 54.2% said the timing of deciding to go to the
Waseda-Meiji game was more than one month before the game, while 30.5% said it was
one week to one month before the game; therefore, more than 80% of the spectators had
decided to go to the game more than one week in advance (Table 2).
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Table 2 Affiliation, Experience Playing Rugby, Experience Going to the Waseda-Meiji

Game, Timing of Deciding to Go to the Game

n %
Current Waseda student 41 17.4
Affiliation/ Waseda alumnus 92 39.0
alma mater Other 103 43.6
Total 236 100.0
Yes 1 0.4
Former Waseda No 87 36.9
University RFC member  Unanswered 148 62.7
Total 236 100.0
Play rugby 8 34
_ Used to play rugby 32 13.6
Experience
olaying rugby Never played rugby 172 72.8
Unanswered 24 10.2
Total 236 100.0
First time 69 29.3
Every year 64 27.1
Experience going to the ~ Have been to the game in the past 102 13.2
Waseda-Meiji game (Mean = 6.13 times, SD = 6.26)
Unanswered 1 0.4
Total 236 100.0
Day of the game 11 4.7
1 day to less than 1 week before
the game 25 10.6
Timing of decidingto go 1 week to less than 1 month 7 205
to the game before the game
More than 1 month before the
128 54.2
game
Total 236 100.0

Note. Experience playing rugby refers to those who played for a club/team.
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Table 3 shows a simple tabulation of the measurement items for the decision
determinants. Presence of accompanying individual has the highest score (mean = 4.11,
SD = 2.00), followed by the team status of the Waseda University RFC, including
existence of superstar(s) in the Waseda University RFC (mean = 4.37, SD = 1.87), league
standing of the Waseda University RFC this season (mean = 4.11, SD = 1.87), and
win/loss record of the Waseda University RFC this season (mean = 4.06, SD = 1.88).

Table 3 Simple Tabulation of Measured Items

Mean SD
Presence of accompanying individual 4.43 2.00
Existence of superstar(s) in the Waseda 4.37 1.87
University RFC
League standing of the Waseda University 411 1.87
RFC this season
Win/loss record of the Waseda University 4.06 1.88
RFC this season
Events to be held at the venue 3.71 1.90
Information obtained from posters and 3.66 1.93
magazines
Overall performance of the Meiji University 3.39 1.75
RFC this season
Existence of superstar(s) in the Meiji 3.21 1.78
University RFC
Ticket price 3.19 1.79
Seating type 3.17 1.71
Friend/acquaintance playing the game 3.11 2.06
Commemorative goods (supporter towel, 3.11 1.68
commemorative magazine)
Information obtained from SNS such as 3.04 2.00

Facebook
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using the measurement items obtained and extracting decision determinants. Furthermore,
since the Cronbach’s alpha—which indicates the reliability of the factor—showed values
ranging between .74 and .90, and the Spearman-Brown coefficient showed values ranging
between .73 and .89, we were able to verify sufficient internal consistency (Table 4). With
a factor loading of .36, presence of accompanying individual scored lower than the other
items; however, since it had the highest value under the simple tabulation of the
measurement items (see Table 3), it is probably important as an item representing a factor
that affects spectators in deciding to go to the game. Therefore, we decided to include it as
a decision determinant.

Table 4 Results of Exploratory Factor Analysis of the Determinants of the Decision to Go to the

Waseda-Meiji Game

Spearman-
Cronbach’s
Factor 1 2 3 Brown
o alpha
coefficient
Seating type 12 A5 10
Commemorative goods
(supporter towel, .64 A7 21
commemorative magazine)
Events to be held at the
) .58 12 .00
& venue
o 3
o @ . .
o T Ticket price .56 A5 .04
= g 76 84
o 3 Information obtained from
2 = .56 .07 -.01
S 5 SNS such as Facebook
Q
a Information obtained from
_ .55 12 14
posters and magazines
Friend/acquaintance
) 45 -.01 .26
playing the game
Presence of accompanyin
PamyIng .36 -.07 .05
individual
League standing of the
I
S = & Waseda University RFC -.00 .98 .03
z 2 3 _ 73 92
= % _  thisseason ' '
= O o
< v 2 .
~ 3 Win/loss record of the .02 .93 .05
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this season

Existence of superstar(s) in

(Anssaniun 1lisiNy)

the Waseda University .09 .64 14
RFC
Existence of superstar(s) in
_g o .08 .10 91
3 the Meiji University RFC
(é,' Overall performance of the .89 .89
= Meiji University RFC this .06 34 61
QD
3 season

The factors were named as follows based on the names used by Zhang et al. (1995).
First, among the items included in the first factor, those such as ticket price, seating type,
events at the venue, and commemorative goods that could be seen as promotional
elements of the game fall under Zhang et al.’s (1995) Game Promotion. In addition,
interactions with family members, friends, and other spectators that drive the spectator to
go to the game (e.g. Funk, Filo, Beaton, & Pritchard, 2009; Trail & James, 2001; Wann,
1995) measured by items such as friend/acquaintance playing the game and presence of
accompanying individual, which we also included in the first factor, can be considered
part of the “social factor” concept, which Pan et al. (1997) used to refer to the element of
socialization with friends and family. Therefore, the first factor was named Game
Promotion and Social Element. Although the structure of this factor combines two
different elements—game promotion and the social element—we adopted it as-is since an
interpretation method that includes two elements in one factor has been used frequently in
the past (e.g., Balduck, Maes, & Buelens, 2011; Ma, Ma, Wu, & Rotherham, 2013). Next,
since league standing and win/loss record of the Waseda University RFC and the existence
of superstar(s) in the Waseda University RFC surfaced as the second factor to correspond
to Home Team as defined by Zhang et al. (1995), this factor was named Home Team
(Waseda University RFC). Finally, since items related to Meiji University RFC’s
superstars and overall performance surfaced to correspond to Opposing Team as defined
by Zhang et al. (1995), the third factor was named Opposing Team (Meiji University RFC).
The correlation coefficients between each factor are shown in Table 5. It became clear that
the factors are moderately correlated with each other.
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Game Promotion and

Home Team Opposing Team

Social Element

Game Promotion and

) 1.00
Social Element
Home Team
) ) 51 1.00
(Waseda University)
Opposing Team
PRosing .61 .63

(Meiji University)

1.00

Comparison of Decision Determinants by Category:

The three elements extracted as factors were examined for each category (gender,
experience going to the game, age, and affiliation) to test the mean difference. First, the
MANOVA conducted for the three factors to test the difference by gender rejected the
overall MANOVA null hypothesis for the three factors (there is no mean difference for the
.001). Next,
the t-test conducted on each mean difference showed that the Game Promotion and Social
Elementwas significantly higher (male = 3.24, SD = 1.33; female = 3.85, SD = 1.13)

three factors between male and female) (Wilks’ A = .93, F(3, 232) = 6.06, p <

among females compared to males (t(234) = 3.60, p < .001) (Table 6).

Table 6 Mean Difference Test by Gender for Each Factor

Gender
Male Female
t-value
(n =165) (n=71)
Game Promotion and o
) 3.24 (1.33) 3.85(1.13) 3.60
Social Element
Home Team
o 4.21 (1.76) 4.11 (1.70) -0.39
(Waseda University)
Opposing Team
o 3.25(1.71) 3.42 (1.61) 0.72
(Meiji University)
“p<.05 " p<.001

67



':.‘ SMR Apr. 2015

Asian Sport Management Review

Similarly, the MANOVA conducted for the three factors to test the difference for
experience going to the game rejected the overall MANOVA null hypothesis for the three
factors (there is no mean difference for the three factors based on experience going to the
game) (Wilks’ A = .96, F(3, 231) = 3.40, p < .05). The result of a t-test conducted between
those who had come to the game for the first time (n = 69) and those who had been to the
game in the past (n = 166) showed that the Home Team factor is significantly higher
(came for the first time = 3.77, SD = 1.83; came in the past = 4.35, SD = 1.68) among
those who had been to the game in the past than those who had come for the first time
(t(233) = 2.32, p < .05) (Table 7).

Table 7 Mean Difference Test by Experience going to the game

Experience going to the game

Came to the game  Have been to the

for the firsttime  game in the past t-value
(n=69) (n =166)
Game Promotion and
) 3.51 (1.23) 3.39 (1.34) 0.67
Social Element
Home Team .
o 3.77 (1.83) 4.35 (1.68) 2.32
(Waseda University)
Opposing Team
o 3.17 (1.78) 3.35(1.64) 0.76
(Meiji University)
“p<.05 " p<.001

Next, the MANOVA conducted for the three factors to test the difference by age
and affiliation rejected the overall MANOVA null hypothesis for the three factors (there is
no mean difference for the three factors based on age or affiliation) (age: Wilks’ A = .85,
F(9, 557) = 4.35, p < .001; affiliation: Wilks’ A = .80, F(6, 462) = 9.00, p < .001). There
were significant differences in Game Promotion and Social Element by age (F(3, 231) =
3.73, p < .05); it was significantly higher (20s = 3.88, SD = 1.16: 30s to 40s = 3.25, SD =
1.26: 70 or older = 2.70, SD = 1.45) among those in their teens to 20s compared to those
in their 30s to 40s and those aged 70 or older (Table 8).
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Age
Teens to 20s 30s to 40s 50s to 60s 70 or older F-
Post-hoc test
(n=54) (n=164) (n=107) (n=10) value
30s to 40s <
Game Promotion and ) Teens to 20s”
) 3.88 (1.16) 3.25 (1.26) 3.39(1.33) 2.70(1.45) 3.73
Social Element 70 and older <
Teens to 20s”
Home Team
) ) 3.79 (1.71) 4.23 (1.80) 4.28 (1.73) 5.13(1.08) 2.08 —
(Waseda University)
Opposing Team
3.23(1.73) 3.27 (1.59) 3.33(1.73) 3.80(1.42) 0.34 —

(Meiji University)

“p<.05

As for affiliation, significant differences were found in Game Promotion and

Social Element (F(2,233) = 3.96, p < .05), Home Team (F(2,233) = 5.77, p <.01), and
Opposing Team (F(2,233) = 3.49, p < .05). Game Promotion and Social Element was
significantly higher (students = 3.79, SD = 1.17: alumni = 3.16, SD = 1.38) among current
Waseda students than among Waseda alumni (p < .05). Home Team was higher (students =
3.46, SD = 1.66: alumni = 4.54, SD = 1.68) among Waseda alumni than among current
Waseda students (p < .05). There was no significant difference in Opposing Team based on

affiliation among categories (Table 9).

Table 9 Mean Difference Test by Affiliation for Each Factor

Affiliation

Game Promotion and
Social Element
Home Team

(Waseda University)
Opposing Team
(Meiji University)

Current

(n=41)

3.79 (1.17)

3.46 (1.66)

2.89 (1.61)

Waseda alumni
Waseda students

(n=91)

3.16 (1.38)

4.54 (1.68)

3.14 (1.72)

Others
(n =104)

3.52 (1.25)

4.15 (1.74)

3.61 (1.63)

F-value Post-hoc test

. Alumni <
3.96 .
Students
- Students <
5.77 .
Alumni
3.49" —
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Discussion

First, looking at the demographic characteristics, the percentage of males was
large—approximately 70%—and the percentage of those in their 50s was the largest, with
the average age being 44.8. When these results are compared to the results of a Japan
Professional Football League (hereafter referred to as the J. League) spectator survey in
which 62.6% of J. League spectators were male and their average age was 39.5 (J. League
Spectator Survey, 2013), we can see that more males and relatively older individuals came
to this Waseda-Meiji game. In addition, the percentage of current Waseda students was
relatively small at 17.4% and the percentage of Waseda alumni was 39.0%; since these
groups add up to 56.4%, we can see that 43.6% are not associated with Waseda University.
Furthermore, the percentage of Waseda University RFC alumni is extremely small (1.1%)
and those who have no experience with rugby accounted for 72.8% of the spectators; this
percentage is high compared to J. League spectators (61.9% without any experience) (J.
League Spectator Survey, 2013).

In terms of experience going to the Waseda-Meiji game, approximately 30% were
first-time spectators; of those, more than 50% were students. This suggests that one of the
most promising target segments of new spectators is students. In terms of the timing of
deciding to go to the game, more than 50% of the respondents had already decided to go
to the game one month in advance, which suggests the need to begin promotional
activities at an early stage.

The simple tabulation of the questions on the decision determinants showed that
presence of accompanying individual had the highest score. The average number of
accompanying individuals was 8.10 with the median being 3.00. The average was
probably driven higher by those who responded with a large figure, such as one
respondent who had more than 100 accompanying individuals; therefore, the median is
probably the more reasonable figure. Nevertheless, we can see that having an individual to
go to the game with was important in the case of the Waseda-Meiji game. This trend was
particularly strong among individuals in their teens and 20s. When comparing only this
item (presence of accompanying individual) by age group, we found that the score was
particularly high among those in their teens to 20s. Since those in their teens and 20s
include many students (90.9%), we can see that going to the Waseda-Meiji game was
spectator behavior involving social behavior called socialization. A study conducted by
Sakata et al. (2010) on spectators of college football in Japan also had similar results,
revealing that current students are accompanied by many more individuals than are other
groups (alumni, families of the players, and others).

The exploratory factor analysis of the decision determinants resulted in 13 items
under three factors and confirmed the internal consistency. The main differences from the
SDMI developed by Zhang et al. (1995) include the exclusion of Schedule Convenience
and the addition of Social Element, representing friend/acquaintance playing the game and
presence of accompanying individual, into the Game Promotion factor. Representing
social elements such as interactions while watching the game with friends, family
members, and other spectators, what we call Social Element is often noted as social
interaction, socialization, family, or group affiliation in motivation studies on sport
spectating (e.g., Funk et al., 2009; Funk, Beaton, & Alexandris, 2012; Trail & James, 2001;
Wann, 1995). Relationships with friends, acquaintances, and accompanying individuals
are probably a key element for students in deciding to go to the game, as described earlier,
which suggests that the social elements are determinants of the decision to go to the
Waseda-Meiji Game. In addition, given that motivation studies have taken up social
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elements in the past (e.g., Funk et al., 2009; Trail & James, 2001; Wann, 1995), the
decision determinants that were modified in this study can be considered to include both
external and internal factors.

The examination of the differences in the mean scores of factors by category
showed that in terms of gender, the score for Game Promotion and Social Element was
significantly higher among females than males. This indicates that the initiatives to
facilitate promotional activities and social elements were more effective for females than
for males; this is an interesting point because it was not seen in the results of Zhang et al.
(1995). In addition, the comparison by age showed that Game Promotion and Social
Element had more effect on the decision to go to the game for those in their teens to 20s
than for those in their 30s to 40s or those aged 70 or older. The results for affiliation
indicated that Waseda students were affected more by Game Promotion and Social
Element than were Waseda alumni. This is probably due to the effect of age group because
current Waseda students include many individuals in their teens and 20s (95.0%).

Mullin, Hardy, and Sutton (2007) pointed out the importance of attracting
spectators through events other than the game itself in sport marketing. Zhang et al. (2001)
also said socialization among spectators should be facilitated by selling discount tickets
for friends and groups and holding events. In the case of the project to attract spectators to
the Waseda-Meiji game, in addition to the traditional promotion tool, such as putting up
posters and issuing magazines on the event in their campus, organizers made advance
announcements on social network services (SNS) such as Facebook about various events
and the issuance of discount coupons; it is possible that those activities had a positive
impact on female spectators and the younger segment in their teens and 20s in making
their decision to go to the game. This suggests that promotional activities using Facebook
are particularly effective among younger segments since they are more likely to use than
are older segments (Institute for Information and Communications Policy, 2014).

Moreover, holding various events is potentially a useful promotion tool for the
younger and female categories. For example, pre-game, post-game, and half-time
performances by university clubs (e.g., dancing club, cheerleading team) contributed to
creating a festival atmosphere for people to enjoy in the stadium. The advantages to
collaborating with university clubs are cost savings in comparison to hiring professional
performers, and increasing the number of spectators by turning club members and their
relatives into spectators. Furthermore, seating type and ticket price were also game
promotion and social factors. If there are discount group seats, such as box seats for
younger groups where several spectators can sit together, they can enjoy the game while
socializing with friends. Although commemorative goods (supporter towels and
commemorative magazines) were also an important part of game promotion because they
help to create an enjoyable atmosphere in the stadium and provide spectators with a
souvenir of the team they support, these are generally more costly than other game
promotions because of the production cost risk associated with carrying inventories. Thus,
event organizers should be careful not to produce excessive amounts and to seek funding
from sponsors to produce commemorative goods by giving them rights to present the
company name on the goods.

On the other hand, important elements for Waseda alumni and those who had been
to the Waseda-Meiji game in the past were Waseda University RFC’s overall performance
(win/loss record and league standing) and superstar(s). According to Funk et al. (2009),
spectators who have been to a game in the past are more likely to focus on team
performance when watching the game than are those who have never been to a game.
Given the high rate of having been to the game in the past among Waseda alumni (93.5%),
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the fact that the Waseda University RFC had leading players in Japan and was the favorite
for the championship before the Waseda-Meiji game may have had a positive impact on
their decision to go to the game. In addition, although the differences were not significant
among categories, the scores for overall performance and superstar(s) of the opposing
team (Meiji University) were higher among the “other” affiliation segment. It has already
been pointed out that the toughness of the opposing team has a positive impact on the
number of spectators (e.g., Buraimo, 2008; Falter, Perignon, & Vercruysse, 2008; Morley
& Tomas, 2007). This suggests the need to more proactively provide information about the
condition and players of the opposing team as well as the home team to this segment.

Conclusion

This study used the 2013 Waseda-Meiji game as a case study, extracted factors that
affect the decision to go to the game (13 items under three factors), and examined the
differences by category. As a result, factors that include internal determinants (social
elements) as well as external determinants were extracted, and the tests showed there were
significant differences between factors in multiple categories, suggesting the need to take
a different approach with each category. That said, considering that the average age of the
entire spectator population is high (44.8 years old) and the percentages of current Waseda
students (17.4%) and those in their teens to 20s (25.6%) are low, the results of this study
suggest that the overall performance of the Waseda University RFC will have a stronger
impact on drawing crowds. To continuously attract spectators in the future, it is necessary
to continue to roll out proactive measures to stimulate the Game Promotion and Social
Element factor and capture those in their teens to 20s, current Waseda students, and
females, in addition to strengthening the team itself to capture segments such as Waseda
alumni, those in their 40s to 50s, the largest age group, and those who have been to the
game in the past.

Limitations of the Study and Future Prospects

The value of this study as a research reference is found in the fact it looked at the
2013 Waseda-Meiji game, which successfully drew many spectators, as a case study and
explored the characteristics of spectators and the factors that affected the decision to go to
the game. Studies that specifically look at spectators of university sport in Japan are
extremely rare, and we believe the value of the study lies in that it included external
factors to examine determinants of the decision to go to the game and considered the
characteristics of college students to examine the characteristics of each segment.
However, there are limitations to this study as follows. First, because we used the
expedient sampling method to identify subjects for this study, we were unable to ensure
the sample size and the level of randomness to well represent spectators who support
Waseda University. In addition, since the study only looks at a regular game for one
university, caution is necessary when extrapolating the results. Given that this was the last
Waseda-Meiji game before the renovation of the National Stadium (the venue for the
game), and that a post-game event by a famous singer was planned, this Waseda-Meiji
game must have had particularly strong appeal as an event, unlike previous Waseda-Meiji
games; therefore, the special nature of this case should be noted. In addition, because we
were unable to test the validity of the decision determinants used in this study and we used
an item (presence of accompanying individual) with relatively low factor loading (.36),
generalization of the results using this scale needs to be done carefully, and a further close
examination of the items will be required. In particular, since we conducted a preliminary
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survey only among Waseda students when preparing questionnaire items, going forward, it
is also necessary to collect qualitative data from Waseda alumni and other spectators to
develop a more comprehensive scale.

Further, among the factors extracted in this study, Game Promotion and Social
Element had a complex structure that included both internal and external factors. However,
it is completely possible that these could become independent factors once more items are
collected. For example, this is suggested by the fact that there are independent factors
representing social elements in previous studies (e.g., Funk et al., 2009; Trail & James,
2001; Wann, 1995). We also need to note that this scale does not include variables that are
probably important in determining spectating behavior, such as attachment to the team and
identification with the university. Taking into consideration the effect of various internal
factors inherent in spectators and examining the determinants will be a future research task.
In addition, while this study classified spectators’ motivational elements as internal factors,
some spectating motivational studies further break down motivations into intrinsic and
extrinsic motivations (Funk et al., 2012); therefore, caution is also required in applying the
definitions of factors and their classification method. Finally, empirically verifying the
effect of the decision determinants on actual frequency of attending the game and
intention to go to the game remains a future research task.
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Attitude towards Sponsors in Singtel Singapore Grand Prix:

Its Antecedent and Consequence

Abstract

Sport sponsorship, despite being a lucrative growing market, has encountered
challenges and critics in the measurement of its effectiveness. This study intended to build
on the study of attitude towards sponsor, an established construct in the field, and purchase
intention as the measurement of sponsorship effectiveness. Social identity theory has also
been used in the explanation of fan identification, however, it has not been applied to
consumer’s identification with an event. Therefore this study sought to find out the
applicability of the identification with a sport event in influencing sponsorship outcomes,
by introducing it as an antecedent of attitude towards sponsors. An online survey was
carried out in Nanyang Technological University community and a series of regression
tests were carried out to analyze the data. Results showed that event identification
predicted attitude towards sponsor and attitude towards sponsor acted as a partial mediator
between event identification and purchase intention. Therefore event identification still
has a significant influence on purchase intention. Future studies may consider replicating
this in a different type of sports event e.g. mass participation event. Event organizers and
sponsors may consider exploring activation plans targeting at increasing both event
identification and attitude towards sponsors to maximize the returns on sponsorship

investments

Keywords: sport sponsorship, attitude toward sponsor, event identification, purchase

intention
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Introduction

In recent years, sponsorship has gained a strong foothold in marketing
internationally, having grown at a healthy rate of 5% in 2012, which the majority of the
sponsorship deals came from sport sponsorship (IEG, 2013). Geographically, the Pacific
Asia market experienced the highest rate of growth (i.e., 6.7%), generating 12 billion USD
in 2012 (IEG, 2013). This may be due to the market’s great potential for growth as
sponsorship is in a relatively infant state as compared to Europe and America markets. In
addition, there has been a surge in number of sporting events coming to this region, for
instance, 2008 Beijing Olympics, Formula 1 in Abu Dhabi, Singapore, and South Korea.
Other sport infrastructures like the Ski Dubai and Sports Hub in Singapore are likely a
significant element driving the growth of sport sponsorship in the region. Sponsorship has
become an essential source of funding for many sport facilities, teams, events, and players.
For instances, Hong Kong Open faced difficulty after title sponsor, UBS, decided not to
renew its sponsorship contract and eventually lost out to other golf events in securing a
slot in the tour calendar (Sallay, 2011).

Despite the lucrative value of the sport sponsorship market, lack of accountability
and credible evidence in measurement of its effectiveness has been cited as one of the key
challenges for its development (Meenaghan, 2013). Though sponsorship decisions are
often swayed by preference of senior management, it is now largely a commercial tool to
achieve returns on investments or objectives which put pressure on the senior management
to provide accountability of sponsorship effectiveness (Crompton, 2004). Hence, this
research aimed to assess the effectiveness of sport sponsorship in the Asian context.

Meenaghan (1983) defined sponsorship as “the provision of assistance either
financial or in kind to activity by a commercial organization for the purpose of achieving
commercial objectives” (p. 9). Commercial objectives may vary among different
companies but largely include, “promoting brand exposure and recognition amongst
consumers, building brand image and goodwill and raising sales” (Meenaghan, 1983, p. 9).
Being a form of marketing tool, many measures of the effectiveness of sport sponsorship
mirrored the methods of traditional marketing, focusing on media exposure, brand recall
and recognition, or equivalents (Crompton, 2004). However, the mechanism behind
consumer’s reactions to sponsorship differs from conventional marketing, hence rendering
such measurement insufficient in assessing the effectiveness of sponsorship in meeting
sponsor’s objectives (Cornwell & Maignan, 1998; Waliser, 2003). The act of sponsorship
is seen to be beneficial towards sport, art or other related activities. This perception
generates a goodwill effect, which in turn influences attitude and behavior, when
consumers have emotional attachment to sport, team, or event (Meenaghan, 2001a). In
addition, traditional market research techniques operate at the cognitive level making it
difficult to measure consumer behavior, which often takes place at a low level of
involvement or at the unconscious level (Christensen, 2006). This highlights the
importance of measuring attitudinal and emotional responses towards the sponsor in order
to determine effects of sponsorships as sponsorships messages are rarely dominantly
displayed.

Attitude is known as a psychological tendency to evaluate a property in certain
degree of favor or disfavor (Eagly & Chaiken, 1993). The likelihood of positive attitude is
dependent on the consumer’s perception of the body. In the context of sponsorship,
attitude has been heavily studied as it is a well-recognized precedent variable leading to
purchase intention (Speed & Thompson, 2000). Hence, this study will build on the attitude
theory, by further examining possible antecedent and consequence of attitude.
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Many prior studies on the application of identification were limited to examine
consumers’ attachment to their favorite teams (e.g., Gwinner & Swanson, 2003; Madrigal,
2001; Ngan, Predergast, & Tsang 2011). Team identification refers to spectator’s perceived
connectedness to a team and the experience of the team’s failing and achievements as
one’s own (Gwinner & Swanson, 2005, p. 276). The concept of team identification can be
explained through the social identity theory, which states that social identity is one’s sense
of belonging to a group membership (Tajfel & Turner, 1979). There is a progression in
evaluating social identity, of which the social identification process is the adoption of
norms and values of the social group one identify themselves with, which in turn leads to
behavioral outcomes. As aforementioned, this concept has been primarily applied to
examine the influence of consumer’s identification with team on purchase intention
(Madrigal, 2001; Ngan, Predergast, & Tsang 2011; Speed & Thompson, 2000). In
Madrigal (2001)’s study, high team identification was found to form positive attitude
towards a sponsor, which in turn influenced consumers’ purchase intention of corporate
sponsor’s products. However, this concept has yet to be applied on consumers’
identification with an event. With references to prior studies (Gwinner & Swanson, 2003;
Madrigal, 2001; Ngan, Predergast, & Tsang 2011), combining the concept of attitude and
social identity theory, this study was purported to examine the relationships among of
consumers’ identification with an event, attitude towards event sponsors, and purchase
intention of sponsoring companies’ products.

Literature Review

This study adopts the structure the Madrigal’s belief-attitude-intention hierarchy to
examine sport consumer’s response to sponsorships. However the focus of the study is
narrowed down to social identity theory’s influence on attitude and the subsequent
purchase intention, applied in the context of a sport event as oppose to the usual sport
team.

Attitude towards Sponsor

Sponsorship presence usually takes a subtle form like naming an event, having
brand logo on the websites or as simple as supplying the necessary equipment or apparels
for a team or event. Evidence of sponsorship is rarely dominantly displayed, hence
sponsorship messages usually take low involvement and peripheral information processing
route when spectators become aware of the sponsorship (Christensen, 2006). This is one
of the key factors differentiating sponsorship from advertising in the eyes of consumers
(Meenaghan, 2001a). Sponsorship approaches with a subtle and disguised intent which
lowers consumer’s defense towards the sponsorship messages while, in contrast,
advertising is being viewed as a selfish and profit driven activity with no interest for the
society (Meenaghan, 2001a). Past studies supported that attitudinal approach is suitable
for the study of consumer’s responses to sponsorship messages and eventual reaction to
sponsors (Christensen, 2006; Hansen, 1997). Speed and Thompson (2000) also cited
attitude towards sponsors as one of the six determinants of sport sponsorship response.
Hence recognizing the key role of attitude is important to understand the mechanism of
sponsorship communication and effectiveness.

Numerous studies have investigated the indicators of attitude towards sponsors.
For instance, Meenaghan (2001) found that consumers developed positives attitude
towards sponsors when they appreciated the benefits that sponsorship brought about to the
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community that they cared about. On the other hand, attitude has also been cited as a
distinct function to display a person’s self-image through identification with salient
reference groups (Shavitt, Lowrey, & Han, 1992). This can be seen as how social
identification precedes attitude.

Event Identification as an Antecedent of Attitude

According to the social identity theory (Tajfel & Turner, 1979), individuals tend to
go for activities which are consistent with salient aspects of their identities and support the
institutions representing those identities. Ashforth and Mael (1989) found that
identification of alumni with their alma mater predicted their donation back to the
institutions. This can be seen as identification with teams whereby a fan will purchase
team merchandises as a form of support for the team and display of their identity.
Cornwell and Coote (2005) also proposed that individuals who were identified with a
non-profiting organization are more likely to patronize the organization’s sSponsors
because the success of the organization is also their success which is consistent with the
definition of team identification.

Another mechanism of social identity is that social identification affects an
outcome conventionally associated with group formation, including the positive
evaluation of a group (Ashforth & Mael, 1989). Turner (1984, p. 525) supported “one may
like people as group members at the same time as one dislikes them as individual persons”.
Wann et al.’s (2001) study revealed that highly identified fans tended to evaluate in-group
members more favorably than out-group members. Though yet to be tested in the context
of sponsorship, Smith and colleagues’ (2008) subsequent research noted that it was
possible to link sponsors as in-group members. It is also suggested that the longer the
duration a sponsor supported an entity, the higher the chance of it being considered as part
of the team. Hence social identity may play a role in influencing consumer’s perception
of the sponsors of an event which they are identified with. These consequent outcomes of
social identity theory are supported by Madrigal (2001)’s findings, whereby high team
identification minimizes the effects of negative attitude on purchase intention. In fact,
Gwinner and Swanson (2003) also found that highly identified fans in a college football
context were more likely to display positive outcomes in relation to sponsorship, with
higher measure of brand recognition, attitude towards sponsors and sponsor patronage.
Hence this study proposes that consumers’ identification with an event acts as an
antecedent in predicting their attitude towards event sponsors as indicated as path A in
Figure 1.

Purchase Intention as a Consequence of Attitude

According to Ajzen’s (1991) theory of planned behavior, an attitude towards an
object plays a significant role in predicting a person’s behavioral intentions and can affect
a behavioral response to the object (Ajzen, 2001). Other studies also showed similar
outcomes (e.g., Biscaia et al., 2013; Schlesinger & Grungerich, 2011). Schlesinger and
Gungerich (2011) found that purchase intention was subsequent to that of positive attitude.
Biscaia et al. (2013) revealed that attitude towards sponsors was the strongest predictor of
intentions to purchase sponsor’s products. Although intention and actual behavior are not
identical, the intention plays an important role in guiding behaviors (Ajzen, 2001).
Crompton (2004) also cited consumer purchase intention as the most useful indicator of
sponsorship effectiveness with its impact on future sales. In addition to this, several other
studies used purchase intentions as a final indicator to evaluate sponsorship effectiveness.
(e.g., Alexandris et al, 2007, Madrigal, 2001). Therefore, this study will adopt purchase
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intention as a consequent of attitude towards sponsors, as indicated as path B in Figure 1.

Model Outline of the Study

Eagleman and Krohn (2012) reported increasing level of identification with an
event as an ultimate goal for marketers. They found that participants’ level of
identification had an influence on their attitude towards the sponsors and purchase
intentions for the sponsor’s products of the running series. This is also consistent with
findings from other studies (e.g., Filo et al., 2010; Maxwell & Lough, 2009). Although
Eagleman and Krohn (2012)’s study took place in a sport participatory context, they
suggested that the context may be similar to that of sport spectator as the results are
consistent with other studies (Maxwell and Lough, 2009; Bennett et al., 2006) in sport
spectator context in terms of recognition and purchase intention of sponsors’ products.
Hence, this study was purported to examine the gap of whether identification with event,
in the context of sport spectators, had a significant effect on purchase intention through the
mediator of attitude, as seen in Figure 1 below.

Event Attitude Purchase
Identification towards Intentions

Sponsors

Figure 1. The hypothesized model of attitude towards sponsors in Singtel Singapore
Grand Prix

Method

Subjects

Subjects of the research were recruited through school email and word of mouth to
the school community of Nanyang Technological University. At the end of the two weeks
collection window, 224 responses were collected in all. However, 11 responses had to be
excluded from the data pool as they were incomplete or did not fulfil the requirements, of
being at least 21 years old. Out of the remaining 213 responses (response rate: 95.1%), there
were heavier representation of female participants (n = 136, 63.8%) than male participants
(n =77, 32.2%). Majority of the participants were between the age of 21 to 30 years (n =
206, 96.7%) while the remaining are above 30 years old (n =7, 3.3%).

Data Collection Procedures

The participants were briefed on the purpose of the study and were assured of the
confidentiality and anonymity of their responses. The survey only commenced after
participant provided their consent to participate. Nevertheless, they were also informed
that they may withdraw their participation from the survey any time. The research
procedures for this study cleared the Nanyang Technological University’s Institutional
Review Committee before the commencement of data collection. The questionnaire took
the form of online survey portal.
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Instrument Development

This study adopted the following instruments to measure event identification,
attitude towards sponsor, and purchase intention on a 5-point scale, ranging from strongly
disagree (1) to strongly agree (5), except for questions on tenure and level of participations.
The individual measures used in this study are stated in Table 1. First, event identification
was measured by the six-item scale, adapted from Cornwell and Coote (2005), which
reported a Cronbach value of .79. While other past literatures reported alpha values of .87
in the study of museum members (Bhattacharya et al., 1995) and .83 in the study of
managers (Ashforth, 1990), supporting reliability of the scale. Second, attitude towards
sponsors were measured using the three-item scale adapted from Gwinner and Swanson
(2003) which had a Cronbach alpha of .94. Lastly, for the measure of purchase intention, a
five-item scale was adapted from Cornwell and Coote (2005) which reported an alpha
of .82. In addition, the questionnaire included several items measuring the demographic
characteristics of the respondents such as age, gender and their years of involvement in the
event.

Table 1 The Measurement Items of Event Identification, Attitude toward Sponsors, and
Purchase Intention

Measures Reference

Event Identification Cornwell and Coote
When someone criticizes [the event], it feels like a personal (2005)

insult.

I am very interested in what others think about [the event].

When 1 talk about [the event], I usually say “we” rather than

“they.”

The successes of [the event] are my successes.

If a story in the media criticized [the event], | would feel

embarrassed/angered.

When someone praises [the event], it feels like a personal

compliment

Attitude towards sponsors Gwinner and Swanson
| have a good impression of the event sponsors (2003)

My impression towards event sponsors is favorable.
My impression of the event sponsor is satisfactory

Purchase intention Cornwell and Coote
When choosing brands and retailers, | choose those that sponsor (2005)
of [the event].
I would drive out of my way to buy from a sponsor of [the
event].
When a new sponsor joins [the event], I switch my buying to
support them.
| would choose to buy from a sponsor of [the event] even if the
prices of competitors were lower.
When choosing brands and retailers, it makes a difference to
me if they are sponsors of [the event].

Data Analysis
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The analysis of the data for this study was carried out with Statistical Package for
Social Science (SPSS 20.0). At the preliminary analysis stage, descriptive statistics was
first conducted to examine if there were any missing invalid or non-normal data. Second,
reliability of the scale items used to measure event identification, attitude towards sponsor
and purchase intention were tested. Third, a confirmatory factor analysis (CFA) using
LIRSEL 8.80 was conducted to test convergent validity of the three constructs. Lastly, in
order to analyze the relationships among event identification, attitude towards sponsor,
and purchase intention, Pearson’s correlation coefficient was first calculated.

With significant correlations between the three variables, the main analysis of
mediation effect of attitude towards sponsors in the relationship between event
identification and purchase intention was tested on the basis of Baron and Kenny (1986)’s
four step approach, involving three simple regressions and one multiple regression. The
three simple regression steps were to calculate the regression of event identification on
purchase intention (step 1), followed by the regressions of event identification on attitude
towards sponsor (step 2) and attitude towards sponsor on purchase intention (step 3). With
all three relationships tested to be significant, the multiple regressions (event identification
and attitude towards sponsor > purchase intention) were used to test for a mediation
effect of attitude (step 4). In the situation whereby event identification is no longer
significant when attitude towards sponsor is controlled, the result supports full mediation.
If both event identification and attitude towards sponsor significantly predict purchase
intention, the result supports partial mediation.

Results

Preliminary Analysis

The researcher conducted data screening by running descriptive statistics testing,
and no missing values, outliers or invalid values were found. For the data set (N = 213),
normality assumption was tested with skewness and kurtosis statistics, as reported in Table
2. Majority of the skewness and kurtosis figures fell between + 1.00, as advised by Kline
(1998), except for some items in event identification and purchase intention, which ranged
from -0.33 to 1.23 for skewness and -1.04 to 1.16 for kurtosis. Nevertheless, the sample
size (N = 213) was sufficiently large, and normality was assumed for the data

For internal consistency of the measures, the Cronbach’s alpha values were .88 for
event identification, .89 for attitude towards sponsor, and .92 for purchase intention (see
Table 2). All Cronbach’s alpha value satisfied the .70 cut off recommended by Nunnally
and Bernstein (1994). As a precursor to testing the mediation effect of attitude in the
relationship between identification and intention, correlation analysis was carried out, and
the constructs were all significantly correlated at the probability level of .05. In addition,
given the weak to moderate correlations reported in Table 3, discriminant validity among
the constructs was supported (Kline, 1998). The results from the CFA showed that the
factor loadings of all measures, except the two items (.69 and .68) in event identification,
were higher than .707, indicating that those items had more common variance than unique
variance (see Table 2). It was deemed that convergent validity of the measures was
satisfied.
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Item Mean SD Skewnes Kurtosis ::actpr Cronbach’s o
oading

Event Identification 5 49 115 17 .97

1 .69

Event Identification 584 1.20 17 1.04 68

Event Identification 5 45 111 26 -8 71 .

Event Identification 5 30 104 32 77 76

Event Identification 268 111 - 08 101 79

Event Identification 274 112 07 - 82 81

Attitude 1 3.34 71 -.012 .64 .81

Attitude 2 3.45 72 -.09 57 .92 .89

Attitude 3 3.45 71 -.33 1.05 .84

Purchase Intention1  2.10 .96 71 21 71

Purchase Intention 2  1.67 .84 1.23 1.16 .86

Purchase Intention3 1.62 .79 1.04 22 91 92

Purchase Intention4  1.59 74 1.17 .99 91

Purchase Intention5  1.68 .83 1.12 .82 .85

Table 3 Pearson Correlation of Event Identification, Attitude towards Sponsors and
Purchase Intention

Variable

S

Attitude towards Sponsor

Purchase Intention

Event Identification
towards

Attitude
Sponsor

33*

1

30*
32*

* Correlation significant at .01

Main Analysis

Table 4 summaries the statistical outcomes of the regression procedures explained

above.

Step 1, 2 and 3 all yielded significant relationships (p < .01) amongst the constructs,
suggesting a possible mediation relationship. Therefore, Step 4 was carried out to examine
if the relationship between event identification and purchase intention was fully or
partially mediated by attitude towards sponsor. As the multiple regressions yield
significant outcomes, both event identification and attitude towards sponsor significantly
predicted purchase intention. However the previous path coefficient (5 = .30) in Step 1
was reduced to f = .25, when controlling attitude in Step 4. Thus, the results revealed that
attitude towards sponsors had a partially mediating effect in the relationship between event
identification and purchase intention.
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Table 4 Regression Analysis

Step Independent Variable Dependent Variable Beta
1 Event Identification Purchase Intention .30*
2 Event Identification Attitude towards Sponsor ~ .33*
3 Attitude towards Sponsor Purchase Intention 32*
4 Event Identification Purchase Intention 22*

Attitude towards Sponsor Purchase Intention 25*

*Significant at .01

Discussion

Main Findings

The result in Table 4 supports the hypotheses that identification with the event
predicts a patron’s attitude towards event sponsor. This attitude towards sponsors in turn
predicts patron’s purchase intention. These findings are consistent with prior studies
whereby highly identified fans exhibited positive attitude towards the sponsor and
outcome behavior of sponsor patronage (Gwinner & Swanson, 2003). Likewise, positive
attitude towards sponsor was translated to purchase intentions of sponsor’s products as
well (Speed & Thompson, 2000). The consistency with past research findings supports the
reliability of the data and outcome of this study.

Event identification’s influence on purchase intention is found to be only partially
mediated by attitude towards sponsor. Event identification on its own has significant
influence on purchase intention. This result is consistent with Madrigal (2001)’s finding
whereby team identification’s effect on purchase intention is not fully mediated by the
attitude. Attitude has more influence on purchase intention for those with low
identification as compared to consumers with high identification with team. This may be a
reason for the partial mediating effect in this research context, and future research may
consider adopting a similar design to examine high and low identifiers with an event and
test the impacts of event identification and attitude towards sponsor on purchase intention.
The effects of event identification can also be explained with the concept of
depersonalization, whereby one sees themselves to be more of a group than being
individual unique identity (Turner et al., 1987). They will adopt values, norms and goals
of the group which translate to behavioral actions like purchasing and supporting a brand.

The study has two main key contributions to the study of sponsorship effectiveness.
Firstly, the idea of identification, originating from social identity theory, is applicable to
the context of identifying with an event, supporting Cornwell and Coote (2005)’s findings
that organization identification can be applied to various sponsorship context to explain
consumer behavior. Secondly, the mechanism behind event identification’s influence on
purchase intention is not purely through the route of attitude towards sponsors. These key
findings can be built on and studied with other concepts to enhance the measurement of
sponsorship effectiveness.

Implications for Event Organizers and Sponsors
Event organizers and sponsors would have to look into methods to enhance event
identification and attitude towards sponsors as both variable are important increasing
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purchase intention, which influence the returns on investment for sponsors. Sponsors may
look into having promotion and activation plans, such as community involvement
activities to provide opportunities for spectators to have interaction with the stars of the
game, catered to improving identification with an event.

Limitations and Future Directions

There were some methodological limitations in this study, which could be rectified in
future studies. First, the nature of the scale for each construct measured the participant’s
attitude towards sponsor in general and purchase intention for all sponsors of the event.
This could reduce the power of the study and affect participant’s accuracy in providing
their response. Future studies may look at designing the studies to measure brand specific
purchase intentions to mitigate the measurement error. Fishbein and Ajzen (1975) also
highlighted this need for specificity in the measurement of attitude towards sponsors as
well. Second, the result findings may be more powerful if the data collection window can
take place closer to the event period, and future studies may consider a pre-post testing to
examine if the effects of sponsoring the event is long lasting. Another future direction may
include replicating the study in other types of sporting event, for instances, mass
participation events or even to identification with a sport venue. Lastly, similar studies
may also be applied to investigate if demographic variables such as age, gender or
purchasing power play a role in influencing purchase intention in this context.

Conclusion

Taking into consideration of the rapid growth in sports sponsorship in the Asia pacific
region, the study was purported to explore and build on existing measurements of
effectiveness in sport sponsorships. The findings support the applicability of identification
with event on sports events and the route of its effects on sponsorship outcomes. Building
on our knowledge, event identification’s influence on purchase intention is found to be
partially mediated by attitude towards sponsors. This calls for more studies to examine
event identification as well as its interaction with attitude towards sponsor to shed more
light on how it will enhance purchase intention and the accountability of these constructs
as a measure of sponsorship effectiveness. By having more clarity on the mechanism
behind the route towards purchase intention, event organizers and sponsors will be able to
explore more effective methods to maximize the returns on investment on the sponsorship,
which will go a long way in building the sponsorship industry.
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A development conceptual model of sponsorship
in professional boxing competition

Abstract

The purposes of this research were determined the opinion of sponsor, organizer,
spectator satisfaction, comparative sponsor and organizer opinion and developmental
conceptual model of sponsorship in professional boxing competition. The research was
conducted by mixed method approach. The quantitative research approach was initially
collect survey 300 spectators by questionnaire. The questionnaire base on 3 session totally
35 item and were used to test the study objectives with Cronbach Alpha and validity
was .89 and .85 with the questionnaire.

The Qualitative research approach was in-depth interview from key performance 10
professional boxing sponsors, 3 professional boxing organizers that were select by
purposive random sampling. The statistics to analysis were descriptive for standard
deviation and inferential statistic relevant with variable. The results of this research were
mention to opinions of sponsors and organizers were in the same direction to develop issue
involved and the better under the restriction of competition. The opinions of the spectator at
all levels were satisfied in the current competition and there were organized and sponsor a
variety of sports. And activities increase for pre-match, during-math and after-match added
entertainment to complete the match up. The proposed Model of sponsorship in professional
boxing competition shown feedback opinion from spectator to boxing event, benefit,

sponsorship to attitude toward sponsorship, sponsor and promoter.

Keywords: Sports Business, Sponsorship, Professional Boxing
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Introduction

Since the competitive situation in the business of professional boxing competition
higher than professional boxing event. It is required to develop changes in the activities of
finding sponsors.  Further business with this competition must have a boxing professional
development planning model to support. The practical access to support groups and
efficiency various forms of marketing communication. (The Ministry of Tourism and
Sports, 2012).

While professional boxing is a sport that represents the martial arts and self-defense.
Published throughout the country and around the world. Then is a sport that reflects the
strength of the body reflected in the spectator to watch the competition inside the stadium
is always packed. And broadcasts television to viewers across the country, including 81
times in the year 2007 (World Boxing, 2009).

And then create a diversion has become a sport that producers want to create a
market niche through advertising and sponsoring the competition are numerous. The
financial support product or service to the competition exchange for the brand label on the
upper side of the boxing ring, billboards around the stadium. (Brooks. 1994)

Considering the structure of business professional boxing revenues of the major
sports, mainly from three sources, namely the entrance, the right to broadcasting and the
sponsor of the brand owner. But professional boxing in Thailand found income largely
from the tournament sponsors to advertise their brand through advertising or other media.
(Somchoke Kanjanakumnurd, 1998)

However, sponsoring sports is forms of communication tools create a distinction
between market competitors by associating the brand image of the organization and the
sport together. This is a new marketing channel for the investment and is gaining
popularity steadily increased (Brooks. 1994). In order to achieve marketing objectives
clearly intended more as brand users are targeted (Panini Nimakorn, 2006). Branded
products usually decision making and implementation process that is clearly. This may be
due to to get the support of the majority of the personal relationships of support and
sponsors. (Wilkie, W.L., 1986)

Professional boxing event necessary to take opinions of the spectator influence the
purchase decision of the group sponsoring competitive professional boxing. To ensure
implementation of the management activities can be carried out effectively and
appropriately. Cause beneficial to the development of professional boxing match in
Thailand. The benefit organizations involved with professional boxing match and the
organizer and sponsor professional boxing match perform activities more efficiently.
Therefore, this research aims to study the development conceptual model of sponsorship
in professional boxing competition in Thailand.

Literature Review

Sports Marketing.

In addition to structure and sports marketing are understand and ability to analyze
the sports market. In order to manage their brand to consumers. Spectator Sports Group
the goal as the importance and need for good marketing. (Milne, G.R. and McDonald, M.A,
1999)

1) Market analysis such as the environment. 2) Their own analysis that their
organization’s market position where the market is. However, from past to present

92



':.‘ SMR Apr. 2015

Asian Sport Management Review

including analysis, product / service that the organization is using the 4P as general market
analysis. 3) Competitor analysis who is the strongest rival and inferior strengths,
weaknesses and strengths of each partner is. 4) The analysis of the target audience or
consumer. Which marketers need to know your target market both in terms of
psychological characteristics psychographic, demographic, behavior and lifestyle for
activities. The market in accordance with the manner of life of the consumers of the target
as possible.

Marketing Communications.

The marketing communication definition a concept of marketing communications
planning that recognizes the added value of a marketing plan can be understood.
(American Association of Advertising Agencies, 2010). As concept communicate
consistent and affect the consumer possible (Shimp, 2003). That a combination of
Advertising, Public Relations, Sales Promotion, Direct Marketing, Event Marketing
together.

The integrated marketing communications is the process of developing a marketing
communications plan .The activities of various forms of communication to the target
consumers continuously. The objective is to make the shopping behavior of consumers is
the marketing objectives that marketers have defined. (Pickton and Broderick. 2001)

Sponsoring a sporting event.

Sponsoring sporting events it’s have variety depending on the type of connection the
business of sports .But in general the purpose to sponsor a sporting event is to increase
awareness for the brand. Create and promote as well as the image of the brand (Cornwell
& Maignan. 1998; Gwinner & Eaton. 1999). Sponsor event definition of Keller that
difference other forms of communication because it can only be targeted. They are also the
tools to create the relationship of the width and the depth (Keller. 1998)

Method

Data for this study to determine the opinion of sponsor with sponsorship in
professional boxing competition, sponsor, spectator, organizer and developmental
conceptual model of sponsorship.

The population consists of the spectator who watches the professional boxing match
in Thailand. During the event in 2013 season special match (August). A total of
population is 300 spectators which go to see the event at the venue.

The measure quantitative setting attributes determined how to random sampling by
each event is certified by professional boxing organization in Thailand, total number of
sample are 300 persons. The random sampling it generated size of the sample in event to
get representative in research by minimum size as Taro Yamane (1967). A total of 300
persons usable surveys were returned, giving a response rate 100%. No case was found to
have more than 5% of data missing.

The measure qualitative approach was in-depth interview from 10 professional boxing
sponsors, 3 professional boxing organizers that were select by purposive random sampling.
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Results

This research tool is a questionnaire that modified and used existing rating scales.
The measures are Likert Scale (Resins, 1932) on a 5-point scale (1= strongly disagree and
5 = strongly agree). The questionnaire base on 3 sessions following: 1) Demographic
information 2) The present for the sponsorship to professional boxing 3) The open-ended
questions Comments and suggestions  (possibility of developing sponsorship to professional
boxing).Totally 35 items and were used to test the study objectives with Cronbach Alpha
and validity was .89 and .85 with the questionnaire.

Analyze the descriptive statistics for the variable by Mean, Standard Deviation as
gender, highest education, age, occupation, the channel to watch the match professional
boxing is television, the time you follow to watch the professional boxing match (Table 1)

Partl Result of analysis the personal information of the respondents.

As a table | show the descriptive statistics for the variable. Gender is 160 males
(53.33%), Highest Education is Bachelor’s degree 165 persons (55%), Age is 31-45 years
125 persons (41.66%), Occupation is employee 120 persons (40%), The channel to watch
the match professional boxing is television 67 persons (22.33%), The time you follow to
watch the professional boxing match 1-2 years 157 persons (52.33%).

Table 1 Descriptive statistics for the variable N=300(

Variable Categories N Percentage
1. Gender Male 160 53.33
Female 140 46.66
Total 300 100.00
2. Highest Education High School or Under 15 5
Senior or high school 50 16.66
Diploma 50 16.66
Bachelor’s degree 165 55.00
Over bachelor’s degree 20 6.66
Total 300 100.00
3. Age Less than / Equal to 18 years 50 16.66
18-30 Years 56 18.66
31-45 Years 125 41.66
46-60 Years 50 16.66
More than 56 year 19 6.33
Total 300 100.00
4. Occupation Student 90 30
Employee 120 40
Government 45 33.33
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Variable Categories N Percentage
Owner 40 13.33
Other (please specify) 5 1.67
Total 300 100.00
5. The channel to Television 67 22.33

watch the match

. . Internet 16 5.33

professional boxing
Radio 10 3.33
Venue 10 3.33
Other (please specify) 5 1.66
Total 300 100.00

6. The time you Lessthan 6 month 50 16.66

follow o watch _the 6 month to 1 year 33 11

professional boxing

match 1-2 years 157 52.33
3-5 years 50 16.66
More than 5 years 10 3.33
Total 300 5.50

Part Il Summary level of the respondents.

As a table 1l show the summary level of the spectator with the variables in the
research.
Totally of this part was high level (Mean 3.69, SD.  0.84). And the detail in part were as
boxer session was moderate level (Mean 4.48, SD. 0.68), purpose of competition session
was high level (Mean 4.48, SD. 0.68), boxing ring platform of advertising session was
moderate level (Mean 4.48, SD. 0.68), awarding ceremony to boxing session was high
level (Mean 4.48, SD. 0.68), TV spots session was high level (Mean 4.48, SD. 0.68),
introduction to sponsorships session was Highest level (Mean 4.48, SD. 0.68) the
gratitude for sponsorship session was Highest level (Mean 4.48, SD. 0.68).

Table 2 The summary level of the spectator satisfaction

Order  Detail Mean SD. Evaluate level
1 boxer 3.48 0.68 Moderate
2 purpose of competition 3.79 0.88 High
3 boxing ring platform of advertising 3.2 0.89 Moderate
4 awarding ceremony to boxing 3.78 0.84 High
5 TV spots 451 0.72 High
6 introduction to sponsorships 4.65 0.88 Highest
7 the gratitude for sponsorship 4.55 0.72 Highest
Total 3.69 0.84 High
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Part 111 The poposed model of a development conceptual model of sponsorship
in professional boxing competition in Thailand (best practice)

The result of this part in the indepth interview by support form data. Which were
shown the imformation as the diapham decribe the comparison about spectator,
organizar and promoter. Its figure conclude the poposed model of a development
conceptual model of sponsorship in professional boxing competition in Thailand (best
practice). The model is piority of opionion was feed back from the customer as spectator
because they support the ticketing or the sponsorship the product and service with sponsor
everyday. And then spectator have the attitude to ward to sponsor to drive a promoter to

make the benefit follow figure 1.

Sponsor Spectator attitude toward
<nnnenrchin

iy i

Sponsorship

Benefits

Boxing Event

Spectator

Figure 1 The poposed model of a development conceptual model of sponsorship in
professional boxing competition in Thailand (best practice)

Discussion

The results indicate that development conceptual models of sponsorship in professional
boxing competition, the finding which issue affecting follow:

(1) Boxer as a part of attracting the spectator to watch competition more competitive.
Because of the commitment, delight of spectator or fan club and appreciate for adoption of
the founders of the famous. (H., and Hem LE, 2004) as same as the result revealed a firm
that the factors affecting the intention to purchase goods and services relationships 0.35
(Lings IN and Owen K. M, 2007).
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(2) The purpose of competition as motivation to attract the spectator to go to the
venue even more today because the competition only makes the spectator want to watch
the match. If it has goals in conjunction with other targets, such as making charity,
donation and event management to generate revenue for the foundation are consistent of
the research (Haruvy and Leszczyc 2009; Popkowski and Rothkopf, 2010).

(3) The boxing ring platform of advertising as a part of event attract the sponsor to
come because the equipment making satisfaction and recognized the match. (Thjomoe,
Hans, Olson, Erik, and Bronn, Peggy, 2002) the senses of fans that the factors that
influence interest or recognition, which found that the image of the sponsors increased in
all seasons.

(4) Awarding ceremony to boxing In this research found that the delivery of
supporters on stage, the audience is going to remember a lot of sports. Although the range
of a short time it makes the audience feel good competitive match. Which shows that the
loyal supporters have priority compared to the other variables in the decision to purchase
goods and services.

(5) Spots on television as found that such variables are important to the spectator
very competitive. And the needs of the organizers and sponsors to reward (Gladden and
Funk, 2002; Keller, 1993; Quelch and Nueno, 2004). And promote to consumers both
directly and indirectly through both spots on television.

(6) Introduction to sponsorships. The media sponsors in the competition as well as
sound, animation and video streaming in this tournament. This is special case for
sponsorship to induce a wildlings to buy product and service (Kwark and Kang, 2009). In
the research, decision support products and services in the context of sports.

(7) The gratitude for sponsorship as any product and service that this bubble
sponsorship in sport. And gift shop using factor analysis confirmed showed that the
perception of being supported in the context of sports business has the power to predict the
intended purchase of product and services by 43 % and said the sponsors, often choose to
support such a lot of work to build the confidence and care provider organizations (H., and
Hem LE, 2004)

Recommendation

(1) The factors aspects these study as should add relevant factors which different
contexts. And to development of models to support a more competitive professional
boxing such as comparing the views between the government and the private sector. Or to
compare the level of support varie.

(2) This research is cross-sectional data, those who are interested and consistency of
the model guidelines the researcher created.

(3) The population keeps only spectators in the stadium. Should have kept the match
professional boxing information through other channels as well.
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of the New Public Service

Abstract

In recent times, Taiwan has processed a steady growth in strengthen the
participation of sport for all. The New Public Service is called a movement built on
work in democratic citizenship community, civil society and organizational
humanism. It will promote to undermine democratic and constitutional values such
as fairness, representation, and participation. The purpose of this study was
emphasizes the concept of the community, public interest, shared values. Building
support networks that cooperate with local, regional, national, groups and non-profit
organizations promote sport for all. This research used semi-structured interviews
with purposive and snowball samplings to study the policy performance of sport for
all. The results were indicated as: (1) Citizenship service aspect: The government do
not only recall the demand of citizens but also cooperate with each other. (2) Public
interest aspect: The public interest belongs to the citizens. The government should
focus on their responsibility to serve and emphasize them as they manage public
organization and implement public policy. (3) Public private partners aspect:
including on the base of the principle of equality and mutual benefit, improving the
capacity for governing, the concept of benchmarking and sharing, and enhancing
mutual trust. (4) Evaluation aspect: It will help to achieve the policy goals through
accountability, strategic thinking, democratic action, and collective efforts. It was
suggested on the government, community, sport organization, and the academic that

promote practical participation on sport for all in the future.

Keywords: community, public interest, sport non-profit organization.
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Introduction

The policy of sport for all in Taiwan with “Enjoy Sports, Lead a Healthy Life” has
increased more attentions gradually as the improvement of living standards in recent years.
The pursuit of health and quality of life should be born by the wave. According to
statistics by Sports Administration of the Ministry of Education, In Taiwan exercise
regularly population had 13.1% in 2004 to 31.3% in 2013 (Sports Administration of the
Ministry of Education, 2014). It has almost increased 1.5 times in the past 10 years. Sports
Administration (SA) has embarked on a six-year (2010-2015) campaign - Promoting
Taiwan as a Sports Island. The aims are to attain the ultimate goal of nurturing a
nationwide love of sports and creating an environment where one can engage in sports
anywhere, anytime.

However the wealth gap of the society is getting bigger. The equity and justice we put
them on both sides, resulting in disparities between rich and poor. Most of the previous
government administrative reform focused on entrepreneurial spirit, customer-oriented,
emphasizing the economic and efficiency. They ignore the public interest, participation
and discussion resulting in trust crisis in government. Therefore the importance of the
democratic governance is emphasized including public services and civil society. It stands
for an interactive ideal society to create both competitive and cooperative partnership.
Civil society needs to be activated. By sharing the value of dialogue, the highlight of
social forces will good for consensus in the community and resolving public affairs issues.
Furthermore civil assist governments to uphold fairness, justice, the public interest, and
work together for each other's well-being. The results of the public interest is far better
than the sum of individual self-interest (Denhardt & Denhardt, 2003:45). The New Public
Services was built on work in democratic citizenship, community and civil society, and
organizational humanism and discourse theory. There are seven principles of the New
Public Service that the primary role of the public servant is to help citizens articulate and
meet their shared interests rather than to attempt to control or steer society.

The New Public Service shaped the face of gradually from inspiration community,
civic spirit, humanism and post-modern thinking. According to Denhardt (2000, 2007)
argument, the New Public Service theory of characteristics were followed:

(A) Service-oriented superior navigation

Government functions tend to help citizens and solve common interests converge, but
does not stop to guide the new direction.

(B) The pursuit of public interest is the goal

Government should focus on constructing a collective view of the public interest sharing
formula, which aims to find a personal choice sharing the benefits and responsibilities.

(C) The democratic functioning of strategic thinking

Public interest policies and programs should be through collective efforts and co-operation
program in order to achieve effective and accountable.

(D) The service of citizens rather than the customer

Public officials should focus on the establishment of a relationship of trust and civic
cooperation.

(E) The value of diversity accountability

Accountability is not simple thing that note in addition to the public service market, but
also accommodate the concerns of the Constitution, laws, community values, political
benchmarks, professional and civic interests of the different points of view.
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(F) The quality of both third-sharing

Attention to the people, not only attach importance to productivity. The third process
through long-term and mutual respect, shared public organization and network
participation is more likely to succeed.

The Government is facing the challenges of the diverse and dynamic public affairs.
How to construct responsibilities of citizens, public services and involvement become an
important issue. The mode of governance need to positive adjustment to meet the trend of
the times and be accepted by the public. Therefore the New Public Service emphasize the
civil servants and the public on sharing power. And they need to be responsible for
participation in the reconstruction process of governance roles.

"Sport for all" slogan was first presented in Europe in 1975. These were stated "Sport
is an important part of humanity, public authorities must provide adequate financial
assistance." And "any person has the right to participate in sports”. Also, United Nations
Educational, Scientific and Cultural Organization (UNESCO) had passed “Charter of
Physical Education and Sport” in 1978 based on the spirit of Declaration of Human Rights
of the UN Charter. Which express sport and exercise are fundamental human rights. The
concept of human rights is growing popularity in the international society.

Furthermore for creating better human life style the United Nations General
Assembly in its resolution 58/5, entitled "Sport as a means to promote Education, Health,
Development and Peace", recognized the positive values of sport. This Resolution
proclaimed the year 2005 as the International Year of Sport and Physical Education
(I'YSPE). (Sports Affairs Council, 2012; Kao, 2013).

Sport for all is a movement promoted in many countries. The ideal is that sport is a
human right for all individuals regardless of race, social class and sex. The movement
encourages sports activities that can be exercised by people of all ages, both sexes and
different social and economic conditions.

In recent years, many countries in the world has set off a wave of national promotion
campaign about sport for all such as " Let's move " of the United States, " 21st century
sports promotion policy " of Japanese, " Outline of nationwide physical fitness program "
of mainland China, " Promoting Taiwan as a Sports Island " of Taiwan and so on (Kao,
2013; Laurence et al, 1996; William, 1980).

Purpose of Study

The purpose of this study are as follows:
(A) To understand the relationship between national sport policy and citizen services.
(B) To discuss the relationship between civic service and sports rights.

We hope that the results of prompt the new concept of public service for future policy
planning and implementation.

Methodology

Participants

The scope of this study focused on the current policy "Promoting Taiwan as a Sports
Island ". According to the purpose of the research, It used semi-structured interviews with
purposive and snowball samplings to study the policy performance of sport for all.
Therefore there were 7 interviewees in the research including 2 government officials, 3
scholars and 2 non-profit sport organization employees. The interviewees are stated as
following:
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(A) Government officials

They are involved in planning and implementation of the policy of sport for all. One is
working the Sports Administration of Ministry of Education who has been responsible for
the planning of the policy. The other is serving as the director of the Department of
physical education in the municipal government who handle the execution of the policy of
sport for all. They has participated directly for many years and were consistent with the
purpose of this study to explore the policy in depth.

(B) Scholars

They has participate the policy in practice. Based on expert recommendations and
purposive sampling, there were three professors involved. They are all "Promoting Taiwan
as a Sports Island” advisory committee members. Through their insights provided rich
information in exploring the future policy blueprint.

(C) Local non-profit sport organizations employee’s

Local community’s sports organizations are the actual policy implementation unit.
Government have been encouraging local organizations to involve in public service. The
civil society based nature of public-private partnership, makes for a simple and efficient
partnership between government and non-profit organizations. Therefore, there were two
local non-profit sport organizations employees interviewees by snowball sampling. One is
service in municipal Athletics Federation (Major League) as senior cadres. The other is
working in township sport club (Minor league) as vice chief. They have involved in sports
affairs for more than a decade and understood well the implementation of the policy.

Procedures

The data are drawn from a study conducted over eight-month period from May-
December 2013. The researcher contacted with the selected the respondents in August in
2013. The respondents agreed to be identified with the conduct of time and place.
Participants will be informed as to the general purpose of the study, and consent forms will
be signed. The interview outline would be mailed or fax to the respondents for reference in
advance. It was conducive to more easily focus on the direction of the interview. Our aims
were twofold: first, to understand how to promote sport for all on their position; and
second, to assess the consequences of the implementation of the policy and delivery of
services. The interview proceeded on the September-October in 2013. In the course of
interview, the participants elaborated his/her opinions with personal insights freely
according to the contents of the outline. Each interview proceeded about 40 to 100
minutes. All the interviews were recorded and later fully transcribed after their consent.
The data were then content analyzed to identify common themes across the sample and
key sources of variation. In total, 7 interviews were conducted. Primary data sources
included interviews and documentary materials.

Given the exploratory nature of the study, the format of the interviews was
semi-structured. In each case, a core set of themes and questions were covered.
Specifically, the interviews sought to explore the four themes discussed as below:
citizenship service, public interest, public-private partnership, and evaluation aspects.
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Result

A theme noted by all the respondents in our sample was that how to deliver services
to meet the diversity society. Informants remarked on sports and transportation facilities
available. An officer noted: “exercises center would not work because of a lack of
transportation accessibility”. Furthermore we should take into account the diverse needs
of the community. The other officer referred to: “respect the right of each person's
exercises, no maters for women, seniors, workers, fishermen, and disabilities who can
enjoy sports rights”. And last but not least delivering customization service is important
thinking. Let citizens can enjoy sports interests, including affordable sports facilities, the
needs of various groups, and transportation service availability. Government must
integrate resources to provide the basic needs of people in sports.

The public interest is sharing of resources and responsibilities in the pursuit of a
mutually desired benefit. A perhaps not surprising outcome of the process of operation
was trust. Mutual trust is quiet important basis. Integration muti-interests is not a simple
thing. Government should create a quality policies dialogue environment that can
encourage citizens to actively participate in public affairs. Therefore, to develop civic
awareness will be one of significant factors of the development of civil society.

Governments have been encouraging local non-profit sports organizations to involve
in public services. The project based nature of public-private partnerships, makes for a
simple and efficient partnership between government and private organizations. It
provides an opportunity for sharing of experiences across sectors, and ensures that the
delivery of the public service is being handled by the party well trained to conduct it.

Local Athletics Federations and sports clubs already co-operate with public sector
administrations. Still, there is a need to strengthen this co-operate especially with
communities. It would have made it lucrative for other public service projects.
Government should give modest financial support for the sport activities of community
organizations and allow them to communicate and share experiences and ideas to
strengthen their own local initiatives. Finally the key strategy is to evaluate the
performance of organization for addressing the challenges of sustainable development.

Discussion

Many practices fail as a consequence of an uneven partnership relation between the
government and non-profit sports organization. This is due to the short-term expectations
of donors, which pressure non-profit sports organization to deliver concrete results as fast
as possible. Government should put the public interests as core values. It also facilitates
the sharing of vital information, coordination, and the achievement of self-help within
organization. The process of cooperation implementation is rarely smooth. Koppel (2005)
pointed out that people have higher expectations for performance of democratic
governance. Therefore sport can contribute to development in many different ways, but
maybe the most important contribution of sport is that it can bring about communities
change. Through government and non-profit sports organization partnership, will show the
essence of democratic governance.

In this research, we drew on the New Public Service theory to explore the policy
implementation of sport for all. It proposed justice, fairness and equality, shared values,
mutual dialogue with civil society, applied the sustainability operation of sport
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organizations in Taiwan. Results generally showed that public-community cooperation
promotes the establishment of nation and regional networks of civil society organizations
and other partners. This new networking capacity requires no based on financial input. It
should be capable of generating its own resources and be truly sustainable.

The findings were indicated as: (1) Citizenship service aspect: The government do
not only recall the demand of citizens but also cooperate with each other. (2) Public
interest aspect: The public interest belongs to the citizens. Through mutual dialogue
between the government and civil society should share the resources and responsibilities
in the pursuit of a mutually desired benefit. (3) Public private partner’s aspect: including
on the base of the principle of equality and mutual benefit, improving the capacity for
governing, the concept of benchmarking and sharing, and enhancing mutual trust. (4)
Evaluation aspect: It will help to achieve the policy goals through accountability, strategic
thinking, democratic action, and collective efforts. It was suggested on the government,
community, sport organization, and the academic that promote practical participation on
sport for all in the future.
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