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Abstract

Baseball is a vey popular sport in Taiwan. For over three decades from 1970s to 1990s, Taiwan Little League Baseball teams dominated in world competitions. One glamorous record was that Taiwan achieved a consecutive winning streak of 31 games in the Little League World Series over a period of 11 years. To a great extent, community enthusiasm for youth baseball have positively influenced overall mass participation of this sport in all age groups of citizens, and also increased media attention, government investment, construction of ball parks, and consumer interests in intercollegiate and professional baseball competitions. In 1989, the Chinese Professional Baseball League (CPBL) in Taiwan was established and the first game was played on March 17, 1990 by the Uni-President Lions and the Brother Elephants, with a sold-out attendance of 16,000. 

Since its inception, the CPBL have faced some major challenges, primarily in the areas of financial operations, game attendance, and overall fan support. Over the span of 18 years of league operations, the overall game attendance has displayed a strong descending trend. Scandalous incidents reported by the media, such as fixing games and illegal gambling, have contributed to the lack of consumer interests in the games. Market competition has been another challenge for the CPBL. In 1997, the Taiwan Major League (TML) of baseball was formed. Inter-league competitions have further caused reductions in game attendance.  Between 1990 and 1996, each team’s average attendance was of 6,000-7,000 spectators per game, which has been decreased to the present level of between 2,500 and 3,500 since 1997. Apparently, the continued overseas dominance of Taiwanese Little League Team can not help discontinue the deteriorating state of professional baseball in Taiwan (Yu & Gordon, 2006). 
Promoting game consumptions is the most urgent task for Taiwanese professional baseball leagues. To do so, understanding the reasons that cause, channel, and sustain professional baseball consumption behaviors would be crucial for the leagues, teams, and sport marketers to develop effective marketing strategies. For a sport league having faced numerous scandals and attendance drops in its short history of existence, it is important for the CPBL teams to foster loyalty among its fans as previous studies have repeatedly identified strong links of fan loyalty to fan’s game attendance (Wakefield & Sloan, 1995), willingness to pay premium prices (Aaker, 1991), and consumption of media products of the league (Gladden & Funk, 2001). In order for the CPBL teams to reap these benefits, it is important to identify those factors leading to fan loyalty. Studies that have dealt with the construct of fan loyalty have focused on two dimensions of loyalty, attitudinal loyalty and behavioral loyalty (e.g. Day, 1969; Havitz & Howard, 1995; Jacoby & Chestnut, 1978; Smith, Patterson, Williams, & Hogg, 1981). Scholars have suggested that including attitude component is important as those spectators who attend the event but do not care about the team(s) are more likely to discontinue their relationship once the team starts losing (Day, 1969; Jacoby & Chestnut, 1978; Murrell & Dietz, 1992). Mahony, Howard, and Madrigal (2000) categorized this type of fans to be of spurious loyalty; conversely, those fans with high attitudinal loyalty are those who attend games and purchase the products regularly, celebrate wins, and endure  losses while maintaining a strong, positive attitude toward the league and a team(s). This specific emotion represents a high psychological commitment to the team, where people resist changing preferences. According to the magnitude of the two loyalty dimensions (i.e., attitudinal and behavioral) of fan loyalty, a fan can be categorized into one of four quadrants: (1) high loyalty; (2) latent loyalty; (3) spurious loyalty; and (4) low loyalty. High or true loyalty represents a strong psychological attachment while participating actively. Consumers who are latent loyalty have strong psychological attachment and desire to participate; however, they rarely participated due to various constraints. Spurious loyalty refers to individuals who perform high level of behavioral loyalty but have low psychological attachment. The low level of attitudinal loyalty likely lead to high dropout rates among spuriously loyal consumers (Mahony et al., 2000). Research findings of other researchers supported this notion that people who were emotionally committed to certain products or brands had higher possibilities to repurchase the products (e.g., Havitz & Howard, 1995; Smith et al., 1981).

Social motivations are push factors that work as internal motives for spectators to attend sport events (Funk, Mahony, Nakazawa, & Hirakawa, 2001; Harris, 1973; Kahle, Kambara, & Rose, 1996; Schofield, 1983; Wann, Melnick, Russell, & Pease, 2001). According to Schwartz (1973), Sloan (1989), and Zillmann and Paulus (1993), there are five theoretical categories which can be used to explain the social motivations of sport fans: (a) salubrious effect theories (recreation theory and diversion theory), (b) stress and stimulation seeking theories, (c) catharsis and aggression theories (catharsis theory, frustration-aggression theory, and social learning theory), (d) entertainment theories, and (e) achievement seeking theories. Salubrious effect theories explain that spectators are attracted to a game for its pleasure and benefits of physical and mental well-being. By attending sport events, spectators can relieve their fatigue and boredom and become re-charged. Sport attendance can also be used as an escape from work and other tediums of life. Based on stress and stimulation seeking theories, sport games are seen as stressors. Spectators are attracted to a game for stressing, risking, arousing, and stimulating experiences in socially acceptable ways. Positive stress and arousal allows for the expenditure of excess energy by being involved with the crowd. Catharsis and aggression theories propose that spectators are attracted to a game for its violence and aggressive actions. Some believe that the aggression levels of spectators will be reduced by watching the acts of aggression of others, while others believe aggression levels are increased. According to entertainment theories, spectators are attracted to a game for seeking of pleasure, sensation, satisfaction, and happiness. The aesthetic application of skills in movement makes sport an art form for spectators. Achievement seeking theories emphasize that spectators are attracted to a team for identification with the achievement of others, sharing success, gaining knowledge, and satisfying their own needs. Of the five social motivation theories of spectatorship, achievement-seeking theories have been predominantly studied in relationship to spectator attendance (Pease & Zhang, 2001; Wann et al., 2001). 

The purpose of this study was to examine social motivations of CPBL consumers and their relationships with fan loyalty. It was hypothesized that the motivation factors would positively influence both loyalty dimensions. Furthermore, according to Ajzen and Fishbein’s (1980) Theory of Reasoned Action, a person’s behavior is a function of his/her attitude toward the behavior. Mahony et al. (2000) concurred with this notion and found that to some extent, attitudinal loyalty was related to behavioral loyalty. Thus, the second hypothesis for this study was that attitudinal loyalty would positively affect behavioral loyalty of CPBL fans.

The Sport Interest Inventory (SII) developed by Funk et al. (2001) was adopted and slighted modified in this study to measure fan motivations. The SII scale contains 17 motivational factors: (1) Support of Taiwanese Baseball, (2) Escape, (3) Interest in Baseball, (4) Entertainment Value, (5) Aesthetics, (6) Bonding with Family, (7) Vicarious Achievement, (8) Drama, (9) Bonding with Friends, (10) Customer Service, (11) Interest in Players, (12) Role Model, (13) Socialization, (14) Interest in Team, (15) Sport Knowledge, (16) Excitement, and (17) Wholesome Environment. The Community Support factor in the original SII scale was modified to reflect the CPBL setting in Taiwan. The Support of Women’s Sport factor in the original scale was deleted from due to the fact that the CPBL is a men’s sport. There are three items in a Likert 7-point scale (1 = strongly disagree to 7 = strongly agree) in each factor. Fan loyalty was measured by the modified application of the Sport Loyalty Scale developed by Gladden and Funk (2001). There are two factors in the scale: attitudinal loyalty and behavioral loyalty. Each factor contains three items in a Likert 7-point scale (1 = strongly disagree to 7 = strongly agree). For sample description purpose, the following five demographic variables were also included in the questionnaire: gender age, educational level, marital status, and monthly income. A survey packet was formed that include a cover letter, informed consent form, and scales measuring fan motivation, loyalty, and demographic information. All of the measurement materials were translated into Chinese, the primary language used in Taiwan. Translation accuracy and correctness were first examined by a panel of 10 graduate students with expertise in both English and Chinese linguistics, followed by a panel of 10 consumers of CPBL who had could read in both English and Chinese.
An on-line survey was conducted. The survey packet in both language versions were posted on a well-known sport message board in Taiwan. A link to the online survey was also posted on seven forums of the CPBL league and its teams. Within a period of 15 days, a total of 320 CPBL fans responded to the survey. Of them, A majority of these respondents were male (69.4 %), single (95.9%), and between 18 and 42 years old (92.2%), and had an undergraduate or advanced degree (92.2%). Data were first used to calculate alpha reliability of the fan motivation and loyalty factors, which revealed that all of them had a coefficient greater than .70, indicating that the factors were of acceptable internal consistency reliability and it was appropriate to proceed with the hypothesis testing.
To test the two research hypotheses with direct path designated between the fan motivation and loyalty factors and also a path from attitudinal loyalty to behavioral loyalty, a structural equation modeling (SEM) was conducted. Data suggested an excellent fit to the proposed model ((2​​[1154] = 1709.02, p <.001; CFI = .955, TLI = .946; RMSEA = .039; SRMR = .046). Results revealed that four latent factors, Interest in Team, Interest in Baseball, Socialization (p < .01), and Aesthetics (p < .05) explained 63% (R2 = 0.63) of variance in level of consumer Attitudinal Loyalty. Interest in Team was the most influential factor (β= 0.45), followed by Interest in Baseball (β = 0.25), Socialization (β = 0.19), and Aesthetics (β = 0.20) factors. Furthermore, results of the analyses showed that Interest in Baseball, Vicarious Achievement (p < .01), and Attitudinal Loyalty (p < .05) had significant effects on Behavioral Loyalty. The model explained 72 % (R2 = 0.72) of variance in the level of Behavioral Loyalty. The most influential factor was Vicarious Achievement (β= 0.31), followed by Interest in Baseball (β= 0.29) and Attitudinal Loyalty (β=0.22). These results suggest that H1 was partially supported, while H2 was fully supported. 
The findings of this study were overall consistent with those in previous research investigations. Vicarious Achievement, Interest in Team, Interest in Baseball, Socialization, and Aesthetics have been found to be significantly predictive of fan loyalty and game event attendance (e.g., Funk et al., 2001, 2002, & 2003; Neale, 2006). Numerous researchers have discussed concepts, theoretical relevance, and marketing implications of these five factors (e.g., Mahony et al., 2001; Williamson, Zhang, Pease, & Gaa, 2003). Administrators and marketers of the CPBL league and its teams may consider incorporating these factors in the formulation of marketing strategies and practices in terms of product, price, place, and promotion in an effort to enhance fan attitudinal and behavioral loyalty.
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