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#1. The Development of Asian Sport Industry
Abstract
Asia has been playing an important role politically and economically in the world and its influence will extend in the 21st century.  At the meantime, sport industry is also booming in the Pacific Rim in terms of the concept of global village.  Sport industry was a $213 billion USD business and ranked the sixth major industry in the United States in the 20th century.  The global sport business has already exceed $500 billion USD in the new millennium（Street & Smith's Sports Business Journal, 1999）.  John Cappo, International Vice President at International Management Group (IMG) indicates that the World Cup Korea/Japan 2002 and the awarding of the Olympic Games to Beijing 2008 is a further testament of the increased proliferation of sports marketing in Asia.  These countries and governments use the sports marketing platform to provide a window to the world, promote their countries, business and cultural exchange.  This support and commit will further add to the development and growth of the sports marketing industry. There is no doubt about that the sport industry is an economic behemoth and it is creating unlimited potential opportunities for all kinds of business.  The impact of sport business is increasing in Asia when the values of health and leisure are more emphasized.  In addition, it is critical to understand the development of sport industry in Asia as the world trade is more globalized and sport business is more internationalized. Therefore, the purposes of this paper are to: 1) introduce the development of Asian sport industry in China, Japan, Korea and Taiwan as the examples, 2) foresee the future development of sport industry in 21st century, 3) stimulate more interactive discussion in this conference.

Introduction


It is vital to aware of the current development and future trends in terms of world trade and sport industry as well in the highly competitive global market.   Asia has been playing a key role politically and economically in the world and its influence will extend in the 21st century after the recovery of recession.  At the meantime, the sport industry is also booming in the Pacific Rim in the international village.  Sport industry was a $213 billion USD business and ranked the sixth major industry in the United States in the 20th century.  The global sport business has already exceed $500 billion USD in the new millennium（Street & Smith's Sports Business Journal, 1999）.  John Cappo, International Vice President at International Management Group (IMG) indicates that the World Cup Korea/Japan 2002 and the awarding of the Olympic Games to Beijing 2008 is a further testament of the increased proliferation of sports marketing in Asia.  These countries and governments use the sports marketing platform to provide a window to the world, promote their countries, business and cultural exchange.  This support and commit will further add to the development and growth of the sports marketing industry. There is no doubt about that sport industry is an economic behemoth and it is creating unlimited potential opportunities for all kinds of business.  Meanwhile the impact of sport business is also increasing in Asia when the values of health and leisure are more emphasized in this area especially in China, Japan, Korea, and Taiwan. In order to activate an interactive discussion in this conference, the development of sport industry in these nations will be introduced and analyzed.   The observation will also be shared in a sense of international market while the world of sport business is facing a new, unstable economy.
Categories of the Sport Industry

The easy way to conceptualize the components of the sport industry in Asia is to classify them according to the Asian researchers' views (Cheng, 2000, Harada, 1999, Kim, 2000, and Yam, 2000). In 1992, the sport industry was classified as the third industry in China including: 1) fitness, 2) sport entertainment, 3) sport training and consulting, 4) sport tourism, 5) sport agency, and 6) sport lottery (Yam, 2002). In Korea, sport industry is the economic activities in sport and its related product/ services to create added value through production and distribution. According to the special characteristics of sport industry, it can be classified into: 1) sport facility businesses, 2) sport product businesses, and 3) sport service businesses (Kim, 2000). Harada (1999) indicates that Japan's traditional sport industry was classified in 1) sport product, 2) sport facility & space, and 3) sport information three basic elements.  He further explained that the composite segments have been developed after 1970 including 1) sport-related retail, 2) facility & space management, and 3) professional sport (Harada, 1999).  In Taiwan, sport industry can be segmented in 1) sport performance, 2) sport production, and 3) sport promotion three parts (Cheng, 2000). According to table 1, China’s view in segmenting sport industry is toward sport service industry, which can make commercial profits. Based on this perspective, sport goods segment is not included in China’s sport industry category. For the rest of the selective nations, sport production is the first segment in forming the sport industry at the early stage. However, the category of four different sport industries can be explained by the positioning of core segments and extended segments as Table 1.

Table 1 Categories of the Sport Industry
	COUNTRY
	SEGMENTS

	China
	1. physical fitness

2. sport entertainment

3. sport training and consulting

4. sport tourism

5. sport agency

6. sport lottery

	Japan
	1. sport product

2. sport facility & space

3. sport information

	Korea
	1. sport product 
2. sport facility 
3. sport service 

	Taiwan
	1. sport product 
2. sport performance
3. sport promotion


Size of Sport Industry


According to Yam’s study (2002), the total sport consumption was $140 billion RMB. Kim's study (2000), the size of Korean sport industry was a USD$10.245 billion business. The total consumption in sport product market was $559 billion won and for the sport service market was $2690 billion won during 1988-1996 in Korea. Harada indicated that it was a USD$52.8 billion business in Japan's market.  Unfortunately, there has been no analysis done in Taiwan, which was related to the sport business.  The only data can be collected is the governmental budget in sport and physical education and the total amount was about $ 381.29 million USD in 2000 (National Council of Sport and Physical Fitness, 2000). Kim (2000) also made the comparison of sport industry among Korea, Japan and USA (Table 2).
Table 2 Size of Sport Industry
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Development of Sport Industry
China’s Sport Industry

There are three development stages of China’s sport industry includes the beginning stage (1978-1992), starting stage (1992-1997), and developing stage (1997- now). The participation sport markets: The cost of national sport consumption was around $17 billion USD in 1998 (sport goods were not included) and the average growth is 5.1% (1992-1997). 

For spectator sport markets, the average per-game attendance of National Soccer Major League A has reached 21,300 and the total ticket sales is around $12.12 million USD. For National Male Basketball Major League A, the average per-game attendance is around 3,700 and the total ticket sales is around $1.7 million USD; for National Volleyball League, the total attendance has arrived around 500,000 and the total ticket sales is around $1.45 million USD (China’s Yearly Sport Business Statistics, 1998).

For sport goods markets, the capital size of sport goods markets has arrived around $ 17 billion USD in 1998 (National Council of Physical Education and Sport, 1998). Besides of the basic daily living consumptions, sport good has been rated the top 6 of people’s primary expenditures (12 categories and 3,300 manufactures). Regarding to the professional management service markets, there are IMG (USA), IDEA (Italy), ELITE (HK) and local PR agencies in Beijing and other big cities. Sport lottery markets were opened in 1994 and the revenues have reached $800 million USD (table 3). High competition, unbalance development, quantity and quality of industry construction, national policies and regulations, and R & D are threatening China’s sport industry in terms of future development.

Table 3 Sport Lottery Revenues (1995-2000)

	1995
	1996
	1997
	1998
	1999
	2000

	$150
	$180
	$210
	$300
	$500
	$800


Currency: in million USD

Business Opportunities in 2008 Beijing Olympic Games

China’s government hosted a CEO Seminars titled “The Next decades: Enterprise Strategy Beijing Summit”, which concluded four opportunities for the nation’s development via Beijing Olympics including 1) the Olympic Games, 2) Beijing, 3) China, and 4) the World.  Beijing Olympics play a role of catalyst in attracting/bring the world/resources to China and promoting China to the world. Boham Dean, president of the Boham Group located in Denver, USA, who specialized in sport sponsorship and entertainment, anticipates that the business opportunity of Beijing Olympics will be thrilling in the Olympic history because of China’s huge market and unexpected potentials. The Olympic opportunities will be in tourism, transportation, advertising, internet, environment protection technology, real estate, (mobile) communication, insurance, stamps, stocks, sport lottery, two million new job opportunities and sport industry related opportunities. In sum, the opportunities will be found in 1) infrastructure related ($ 21.2 billion USD), 2) logistics and business services related ($ 4.91 billion USD), 3) sport industry related ($4-5 billion USD), 4) tourism related. ($ 1.2 billio USD) (http://www.beijing-2008.org).

Threats in 2008 Beijing Olympic Games


Although the great opportunities in 2008 Beijing Olympic Games, there are still some concern/risks may threaten the potential opportunity of the Games. For instance, the terrorism is threatening the 2004 Athens Olympic Games, the security and insurance become the major issues for hosting the international sport events. In order to protect its core business - the Olympic Games, IOC takes out the insurance policy first time to manage the risks inherent to the Games of the XVIII Olympiad in Athens, this summer. The total coverage will be for an amount of US$170 million. Turin 2006, Beijing 2008 and Vancouver 2010 will also be applied under the same policy. (IOC Press Release, 2004/4/27). The infection problems of SARS, H5N1 (an infectious disease of chickens) also scare the public and concerned by the other countries. Intellectual Property Rights protection is another concern of international corporations. In addition, the uncertainty situation of Taiwan’s independence problem may also claim warfare in Asia. All these risks should be taken a serious consideration for the success of 2008 Beijing Olympic Games.

Japan's Sport Industry

Hora (1992) explained the development of Japan's sport industry can be divided in 6 periods and there are 1) beginning (1880-1940), 2) expanding (1950-1960), 3) highly developing (1960-1970), 4) maturing (1970-1980), 5) transiting (1980-1990), 6) the secondary growing (1990-2000) period.  In the beginning period, modern sport was introduced to Japan; in expanding period, sport facilities have been built tremendously; the concept of leisure sport has formed in the highly developing period; participation of golfing and skiing has grown rapidly; the business of health clubs and resorts were booming during 1980-1990; the trend of professionalism and commercialization in sport has promoted the secondary growth period in Japan's sport industry.  

Korean Sport Industry
With the positive impacts of 1986 Seoul Asian Games, 1988 Seoul Olympic Games, and 2002 Japan-Korea World Cup, the sport industry in Korea has been developing well under the overall economic recovery in Asia. Sport service business is playing the important part in the 21st century in Korea and it includes professional sport, amateur sport and sport events. All three sport businesses worth total of 348 million dollars. The size of professional sport market in Korea is 246 million dollars including car racings. The total number of spectators for professional games is more than 20 million in 2001 (Kim, 2004)

Development of Taiwan's Sport Industry

Except for the public funded sport activities, Taiwan's sport industry can be introduced as the following:

· The impact of pursuing quality leisure life and health has causing the rapid development of health-related club business.

· The impact of professional sport including baseball, basketball, bowling, and pulling has causing the popularity of leisure sport.

· The impact of promotion strategy applied by sport product corporations have increasing the participation number of sport such as jogging, walking, extreme sport, street ball, basketball, pull and so forth.

· Due to the scandal of gambling in professional baseball and ineffective marketing strategy, player's salary has been cut more than 50% (average monthly salary was about USD $ 1,6000 and USD $6,450 at present time); TV broadcasting right has also decreased because of low attendance and interest. After Taiwan’s baseball has won the third place at World Baseball Championship in Taipei and qualified for 2004 Athens Olympic Games, which has encouraged two professional baseball leagues merged as one. The professional baseball market is re-activated and the ticket sales has increased 158%（www.cpbl.com.tw）.
· Due to the economic influence, professional basketball has locked out.
· 70-80% of sport production is made in Taiwan (Won, 2001). For instance, more than 4 million sport shoes were exported annually.  Due to the recession, the market has been decreased about 30% (Chen, 2001; Chen, 2000).

· The internet user population in Taiwan is about 5-6 million and the amount of internet advertising market was worth $ 25.8 million USD (Chen, 2000).  However, sport sites have been influenced and decreased because of the impact of internet industry.
Observations

Asian sport industry will be influenced by the global trends of sport and it is imperative to cope with the trends for future development.  There are:

· The continuous growth of major international mega sport events such as 2010 Guangzhou Asian Games in China.

· The issues of gender equality, culture, special population, minority, customization of international sport, TV broadcasting right, sport marketing and corporate sponsorship will be the focus in sport industry in future.

· Leisure sport and health lifestyle will be the main issues for the people in Asia.

· Doping, over-commercialization, gambling and ethical issues will be the threats of sport industry.
Summary

The uncertainty of future is like the result of sport game that is too difficult to predict.  However, it is imperative to minimize the impact of uncertain factors in order to make better control of the future. For the best result of sport industry in the future, sport leaders should be like a coach to do the training hard, collect necessary information and practice the games situations (strategy) to win the game.
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# 2. The Trends of Taiwan’s Sport Industry: Predictions for 2005
Introduction

The estimated size of Taiwan’s sport industry was approximately $80.6 billion NTD in 2001. The Council for Economic Development and Planning indicated that the sport and leisure industry is included in “the 2008 National Development Plan” and the $250 billion NTD value is expected in 2006. Furthermore, the value of sport and leisure industry will increase to $380 billion NTD in 2008. The purpose of this paper was to introduce the current development and future trends of sport industry in Taiwan for 2005. The discussion was based on the literature review and personal observation. “Indicators” explained the current performance of Taiwan’s sport industry and “predictions” pointed the trends for future development. The sectors of professional sport, sport participation and health and fitness clubs, major sport events, sport goods, sport marketing, opportunities and threats were introduced.

Professional Sport Sectors

1. Professional Baseball League


Due to the satisfied performance of national baseball team in the 14th Asian Cup and 2004 qualified of Athens Olympic Games and the merge of two professional baseball leagues in 2003, professional baseball has regained the public support as the national sport in Taiwan (R. O. C. Institute of Public Opinion, 2001).

Indicators:

· The total revenue of six professional teams was $454 million NTD in 2003 (Lin, 2003)
· The total attendance of 300 games was 960,000 and the average attendance was 3,204 (8.4% of increasing compared with 2002) 
· The ticket revenue increased to $140 million NTD (115% of increasing compared with 2002) (Hu, 2003)
· The total revenue of licensed goods was $58 million NTD in 2003 (250% of increasing compared with 2002) (Chang, 2003)
· The TV broadcasting right has increased to $240 million NTD.
· Brother Elephants has become the first professional baseball property, which made profit in the history ($150 Million NTD) (Liang, 2003).

(1) The ticket revenue in 2003 season totaled $4.1 million NTD with a growth rate of 200% higher than the previous season (Chang, 2003).
(2) The average attendance for Brother Elephants is 5943 (100 games) and the TV rate is .87

(3) The ad. value of Brother Elephants’ uniform costs over $30 million NTD and the on-field ad. costs around $0.3 - 1.5million NTD.

· For the 2004 Champion serious, the ticket sales have accumulated $ 40.5 million NTD in 6 games; TV rate has reached 2.84; on-field ad. revenues $11 million NTD and licensed good sales $ 4 million NTD. The total revenues have increased $ 4.6 million NTD than last season’s.

· The visiting games with the Daie Hawks from Japan and Samsung Lions from Korea.

· Professional baseball games will be the try-outs for the launch of sport lottery in 2006.

Predictions:

· Professional baseball is expected to be prosperous and it will facilitate the total development of Taiwan’s sport industry.
· More properties will make profits via sponsorship, advertisement, endorsement, and licensed goods. Meanwhile more corporations are interested in sponsoring the baseball teams and games as a marketing platform.

· Sport marketing strategy will be more emphasized both by the professional baseball properties and corporations.

· Pan-Asia market and international market for professional baseball will be opened due to the globalization of sport industry.
2. Semi-professional Basketball League 
Super Basketball League (SBL) launched its first season in November 2003 with the governmental support for promoting professional basketball. There are nine teams owned by public and private corporations in SBL.

Indicators:

· SBL has attracted 70,000 attendants/fans in 5 months and received $13 million NTD from ticket sales.
· The TV broadcasting right fee costs $20 million NTD paid by ESPN for the first year and it is increased to $27.5 million NTD in 2005.
· The average TV rate of SBL is 0.2 and it was 0.57 (about 600,000 TV audiences) for opening game in 2004.
· There are two teams sponsored by Tung-Son Media Group and Vedioland Sport Channel.
· The professional team from Beijing played games in 2005, January in Taiwan and received the warmest welcome by Taiwan’s fans.
Predictions:

· SBL will continue to attract the sport fans, media, and sponsors.
· TV rating of SBL will be increasing and broadcasting right fee will increase too.

· Sport marketing strategy will be more emphasized for the success of SBL.

· More franchises will join in SBL for competition.

· SBL will become the professional league, if it is successful in 2005.

· More cross-strait games between Taiwan and Mainland China will be hosted and broadcasted on TV.

Sport Participation and Health and Fitness Clubs 

According to the 2003 report of the Eastern Integrated Consumer Profile (E-ICP), the top three sports participated by 13-64 years old citizens include swimming (11.4%), basketball (9.1%), and jogging (8.5%). E-ICP reported that 25.6% of population watch the baseball games on TV and about 20% for basketball games. Only 6.7% of people watch soccer games on TV. (table 1)

Due to the public interests of health and fitness, there are more than 200 health and fitness clubs located in Taiwan and owned by both domestic and foreign companies. For instances, Gold’s Gym, World Gym, California Fitness, Sun Fish, and so forth. The Alexander Group and Youth Camp Health Group are the two big chained

stores run by Taiwanese.

Indicators:

· The percentage (65%) of non-regular-exercise population has increased in 2003 (58% in 2001). (E-ICP, 2004; Chu, 2002).
· In order to comply with the National Ocean and Water Sport Policy (OWSP), National Council of Physical Fitness and Sports (NCPFS) begins to promote ocean sports via 2003 Tapong bay ocean sports festival and 2004 windsurfing festival and so forth.
· “2008, Lucky 7! Go to Beijing” is the goal for the Olympics participation in 2008. In order to receive seven gold medals, a gold plan ($1.1 billion NTD) has developed. 500 seed athletes from junior/high schools have selected in sports of Taekungdo, shooting, Judo, badminton, weight-lifting, table-tennis, baseball. 

· “Management through Sport”. More Taiwan’s corporations manage their employees through sport events and participation including sport meets, marathons, mountain climbing, rafting, outdoor adventure activities to increase the job motivation, character building/ethical management, and internal morale. (table 2)
· Alexander Group owns 33-chained clubs in Taiwan and in Shanghai and Beijing, China. The revenue result of 2003 is $ 61.8 million USD (+5% 0f increasing).
· Youth Camp Health Group has invested $ 1 billion NTD in the recent three years and owns 22-chained stores. In 2004, Youth Camp Health Group opened the “OXY SPA” and “OXY GYM” at Taipei 101 (The highest business building in the world) 5-6th floors.

· There is only 2% of total population exercise in the health and fitness club in Taiwan (Pen, 2004).

Predictions:

· The programs of “Sport for All” will be less emphasized due to the government efforts in having gold medals in 2008 Olympics.

· Baseball, basketball, marathon/jogging, ocean sports and physical fitness activities will be more popular due to the promotion of professional sport, special events, and the concepts of health and fashions.
· Outdoor/adventure sports and games will be more applied for the corporations’ leadership training and morale/motivation.
· The industry of health and fitness clubs will continue to grow and the competition will be more intensive.
Major Sport Events 


The significant benefits of hosting the international mega sport events have caught the highly attention of the governments internationally. For instance, the economical impact of the success of Beijing Olympics bid indicates that the 2003 sport goods sales in Beijing has increased 20.43% (224 million RMB) and the tax revenues from sport industry of Beijing city has achieved 35.69 million RMB (Cheng, 2004). It is a global trend to facilitate the development of sport industry and the nation as well. To host the major international sport events has been emphasized by the national sport policy; Taiwan has hosted numerous international sport events including tennis, baseball, golf, archery, and so forth. 

Indicators:

· The popularity of the international marathon events hosted 4 times in Taipei in 2004 (i.e. ING Taipei International Marathon and China Motor’s Taipei International Marathon).

· The 2004 FUTSAL (5 on 5 indoor soccer) has been hosted in Taipei city.

· The success bid for 2009 World Games in KaoShiung.

Predictions:

· More international marathons and mega sport events will be hosted in Taiwan.

· More human resources and professional academic courses are needed for hosting the international sport events.

· The success of 2009 KaoShiung World Games depends on the professional sport event management or the negative impacts will hurt Taiwan’s image.

Sporting Goods Sector

Sporting goods business has been growing over years especially with the global interest on the mega sport events. The exporting pattern of sporting goods is to have the order/payment in Taiwan and producing/shipping the goods in Southeast Asian countries or China.
Now, there are more than 6000 sports-related manufacturers, retailers and firms in Taiwan (Lin, 2003). Taiwan has been acknowledged as a major supplier to the international sporting goods market (Huang & Huang, 2002).
Indicators:
· There were 1,160 pairs of sport shoes ($2.7 billion NTD) imported in 2002 and it grew 10% in 2003 (Liu, 2003).
· 60-70% of the market share of golf club production (Liu, 2003).

· 190 million pairs of sport shoes have produced in 2003 (Liu and Chiang, 2003).

· The successful cases of OEM-OBM such as Johnson in health and fitness equipment, Giant in bicycle
(1) Johnson Corporation has established 7 marketing companies in the U.S., Great Britain, France, Germany, and Greater China (China and Taiwan). Now, Johnson Group is ranked the top manufacturer in Asia, and the 5th largest in the world. Johnson’s global market share is about $5.7 billion USD annually and its growth rate is about 7% (www.johnsonfitness.com).

(2) Giant is ranked 2nd in the US and 3rd in Europe in the bicycle industry (Chong, 2003).

Predictors:

· The style of leisure and fashion is emphasized in sport shoes and the women products will share the half of whole market.

· In order to be cope with the intensive competition, R & D and branding will be critical for the manufacturers’ future success.

· Some product categories, such as bicycle, athletic shoes, golf products, will be benefited from the 2008 Beijing Olympics.
Sport Marketing


After the official announcement of 2008 Beijing Olympic Games, the concept of sport marketing is not only welcomed and applied by Taiwan’s corporations for entering the China’s market and international markets but for domestic market in Taiwan. Marketing through sport reinforces the models of “Experiential Marketing”.

Indicators:

· There are over $ 1.5 billion NTD spent in sport sponsorship in 2004. For instances, Acer spent $600 million NTD in branding via sport sponsorship; Maxxis spent $ 400 million NTD in sport marketing; President food giant invested $ 2 million USD became 2004 Asian Cup official supporter and strive for the opportunity of sponsoring 2008 Beijing Olympic Games; BenQ spent over $ 10 million USD in supporting 2004 Euro Cup. 

· The most active sponsors include the corporations of IT, computer, communication, financials/insurance, automobile, drinks, and sport brands and so forth.
Predictors:

· Taiwan’s corporations via sponsorship will apply more sport marketing strategies.

· There are more sport marketing agencies will be needed for the professional operation.

· There will be more Taiwan’s corporations interest in sponsoring the international sport events for the market expanding.

Threats and Opportunities for Future Development

Taiwan’s sport industry is influenced heavily by political and economics factors. Specially the relationship between Taiwan and China, and stability among the Pacific region and in the world, as well. It is wise to reduce the threats and grasp the opportunities for future development of sport industry. 
Threats:

· The contradictions of commercial benefits among professional baseball teams will hurt the future development of Professional Baseball League (i.e. TV broadcasting rights agreement)

· The government investment has been decreasing in the consecutive five years and the government consumptions are expected the third year decreasing (12.4% of GDP) (Hsu, 2005). The government investment and consumptions contribute significantly to the nation’s economical development and sport industry as well.

· The growth rate of China’s exporting trade has reached 61% and costs over $1000 billion USD. The average growth rate for economics has exceeded 8% in three years (Tsze, 2005). These facts will threat Taiwan’s economical development and sport industry as well.

· The political uncertainty between Taiwan and China will be critical to the development of Taiwan’s sport industry.

Opportunities:

· In the US, due to the financial red inks of $480 billion USD in the first three quarters in 2004 ($427 billion USD is expected in 2005, 3.7% of GDP) which increase the values of Euro and Asian currencies. Thus, $85 billion USD of global capitals invested in Japan, Korea and Taiwan in 2004 based on the report of J. P. Morgan.

· The international media (i.e. ESPN and Discovery) are interested in broadcasting Taiwan’s sport events such as High School Basketball League (HBL), University Basketball Association (UBA), Professional Baseball League, and SBL.

· The popularity of hosting international mega sport events and the advancement of technology facilitate the growth of Taiwan’s sport industry.
· Due to the advantages of same background in language and history, Taiwan’s sport industry will be related to the development of China.
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Table 1
The Percentage Of Taiwan’s TV Audience Of Sport Games
-------------------------------------------------------------------------------------------------------
Sport



2001

2003

  Ratio
-------------------------------------------------------------------------------------------------------

Baseball



18.2.%

25.6%

  40%
Basketball


20.5%

21.7﹪
      5.9%



Pull/Snooker


18﹪

13.6﹪        -2.4%

Tennis



6.5﹪

6.8﹪          5.6%

Soccer



5.3%

6.7﹪          26%

Car Racing


6﹪


6.8﹪          13%

Wrestling



8.8﹪

3.8﹪          -57%

Bowling



12﹪

5.4﹪          -55%

-------------------------------------------------------------------------------------------------------

Huang, Y. and Lin, F. C. (2002). An overview of the sport industry in Taiwan. Taichung, National Taiwan College of Physical Education and Sport.
Table 2
The Corporation and Its Sport Management

	Type of Sport
	Type of Corporation

	Mountain Climbing
	Yu-Sen Bank, China Motors, Acer, IBM

	Sport Meet
	Taiwan Semiconductor, UMC, ASUS

	Marathon
	ING, NOKIA, 

	Rafting
	HP, Microsoft

	Outdoor Adventure
	China Mercedes Benz, Nike, IKEA

	Stair Stepping
	Acer, Minsi TV


# 3. The Analysis of Master Theses in Sport Management

in Taiwan (1993-2003)

Introduction

Within the field of sport management, related researches have emerged in recent years to examine the unique products and services offered in the sport industry world widely. Due to the prosperity of sport and related management graduate programs and the growing development of sport industry in Taiwan, the quantity of master thesis in sport management is increasing rapidly which influences the professional academic status and research trends.  Thus, it is necessary to understand weather the master thesis of sport management reflects the activities and needs in Taiwan’s sport industry or not. The purposes of this paper were to discuss the researches’ contents and status in terms of the academic development in sport management in Taiwan during 1993-2003. 

Method

The Content Analysis and Citation Analysis analyzed 398 master’s theses and their 26803 references. “The content analysis checklist of master’s theses in sport management” was used as the instrument to collect data. Data was statistically analyzed by frequency distribution and percentage, and Chi-square.
Results

The main results were introduced as the followings：
1. The quantity of the master’s theses in sport management is increasing obviously and 18.3 times when it is compared with 1998 (Figure 1). 83.93% of the master’s theses in sport management have been conducted at six key universities including 1) National College of PE and Sport, 2) National Taiwan Normal University, 3) Fu-Jen University, 4) Chinese Culture University, 5) Taipei Sport College, 6) National Taichung College of PE and Sport.

2. The top three research topics in the field of sport management for graduate students were 1) sport marketing management and sponsorship, 2) organization and leadership in sport setting, 3) leisure sport management.(See Figure 2) Sport policy, event management and leisure related topics will be interested by the future researchers.

3. 88.2% of the theses were descriptive-oriented and the questionnaire survey was highly used by the graduate students as the research method. The most popular statistical method includes: 1) Frequency Distribution and Percentage, 2) ANOVA, 3) Mean and Standard Deviation. The SPSSx statistical software was the most used for computing. 

4. There were no significant correlation founded between the yearly theses of different areas research purposes, research areas, research, and computerize statistical software. Significant correlations founded between master’s theses of different years and research topics, research instruments.

5. The quantity of references had been grown up steadily (26803 items in 2003). The languages of the references were mainly both Chinese (67.76%) and English (31.93%). Most of the references had been published since 1991 to 2003. Books and journals were the main resources for quotations and references. 
6. The top 3 English references resources were from 1) Chelladurai, P., 2). Kotler, P., 3) Stotlar, D. K. For the top 3 Chinese references resources were from 1) Ministry of Education, 2) Cheng, P. 3) Cheng, J.

Recommendations
The recommendations were proposed based on the results of this study as the followings：
1. The six leading universities and colleges in sport management programs should be aware of the international trends of sport management and meet the urgent needs of sport industry.

2. Sport marketing will be the main research topic in the field of sport management continuously due to the reflection of the growth of global sport industry. The emphasis of professional capability in sport marketing, which indicates the importance of the integration of the theory and practice. 

3. There is a direction should not be ignored in research methods, which include quality research for the research purposes and appropriate results.
4. In order to collect more references from different culture aspects, it is a must for graduate students to have the better English capability. Attending the international conferences is another ideal opportunities for academic exchanging and integration.

5. Graduate students are heavily influenced by their advisors in terms of using references, which explains the phenomena of Chelladurai and Stotlar. For the students who have the interest to study aboard, it is suggested not to consider the same university their advisors went.

6. Cross-country study on this topic is encouraged for the comparison.

Figure 1 The Early Growth of Master Thesis in Sport Management
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Figure 2 Research Topics in Sport Management (1993-2003)
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# 4. Bridging the Theories and Practices

of Taiwan’s Sport Marketing (1995-2005) 
I. Introduction
In 1991, Nonaka Ikujiro, the leading scholar of the organization theory in Japan stressed that knowledge is the bedrock for keeping an organization ahead in the never-ending competition (Cheng, 2003, p. xxi).  In addition, knowledge and wisdom will decide the survival and future development of a nation, organization and an individual as well.  Thus, information and problem-solving is critical for a leader of the profit and non-profit organization.

When the global sport industry has been tremendously vast and diverse in the 21st century, the size of the US sport industry has increased 350% during 1986-2000 and ranked the 6th major industry of US$213 billion business. At the same time, the sport industry in Asia has also developing rapidly (Cheng, 2003).  John Cappo, international vice president of International Management Group (IMG) emphasized that the World Cup Korea/Japan 2002 and the announcement of the 2008 Beijing Olympic Games to Beijing is “a further testament of the increased proliferation of sports marketing in Asia” (Cheng, 2002, p. II).  Kwon, the general manager of NBA Taiwan and Hsu, the president of Taiwan Society of Management Science indicated that “sport” has not only become the common language in the global village and one of the most effective marketing platform for business and sport itself (Cheng, 2003, p. xi-xii).  

As academics, scholars have been studying changes in the sport industry for over 25 years, since long before the leading business magazine such as Forbes and Fortune began to recognize the values of sport and define the meaning of sport marketing (Mullin, Hardy, and Sutton, 2000).  With the encouragement of the booming development of global sport industry and international sport management programs, Taiwan’s sport marketing has been more emphasized not only in the academic field but in amateur/professional sport organizations and corporations, even promoted by governmental departments (i.e. Department of Physical Education, Ministry of Education, National Council of Physical Fitness and Sports) since 1990s. However, the over-emphasized theoretical learning of sport management and the ignorance of practical needs of sport managers will decrease the value of sport management program (Weese, 1995). Do the theories and researches of sport marketing reflect the needs of the sport business in Taiwan?  Do the sport marketers apply the theories and researches of sport marketing in the market?

In the burgeoning field of sport marketing, a dual process of learning is required. Educators and researchers in sport marketing must first become aware of the nature and special needs of this field. Besides that, practitioners have to be receptive to research about their field and to the theories developed as result of research. Such steps are essential in the integration/generation of a body of knowledge in sport marketing (Mullin, Hardy, and Sutton, 1993).  It is imperative for the sport professional to understand sport marketing theory and it application thoroughly and sport marketing is also integral for the operation at any level of an organization for its success (Parkhouse, 1996). Therefore, there is a need to know whether there is a gap between the academic emphasis and practices of sport marketing in sport industry.  

The purport of this paper attempts to understand the level of integration in terms of sport marketing theory and its application.  It is a preliminary study for further discussion.  However, it is expected that the results cab be the reference for applying concepts and techniques to all segments of industry and satisfying both academics and practitioner market.  Cross country comparison study is strongly encouraged after this presentation.

II. Purposes of this Study


Based on the introduction and background of this study, the purposes were to:


1. To understand the trace of academic papers in sport marketing in 1995-2005.


2. To understand the trace of business papers in sport marketing in 1995-2005.


3. To understand the level of congruence between academic and business papers 

in sport marketing in 1995-2005.
III. Method

The Content Analysis was applied to analyze the papers in sport marketing in 1995-2005.  The subjects of this study were: 1) the master’s theses and doctoral dissertations, 2) the sport professional journals, and 3) the leading business magazines in Taiwan.  There were four business magazines selected based on the volume of the issues reporting on sport marketing.  Data was statistically analyzed by frequency distribution and percentage. All the papers were categorized into five segments as 1) marketing mix (product, price, place, and promotion), 2) sponsorship, 3) consumer behavior, 4) public relation, and 5) lincensing. The expert in-depth interview was also used after the data collection and analysis for further explanation.

IV. Results and Discussions

1. Dissertations and Theses


There were 138 dissertations and theses founded in the National Data Base of dissertations and theses and their topics entitled in sport marketing in 1995-2003 in Taiwan. These researches were discussed by 1) volume and yearly distribution, 2) category of the topic.
(1) Volume and yearly distribution.  There were 138 degree studies found in the field of sport marketing. Two digit of increasing number appeared in 2000 and it showed a steady growth afterward. Several factors affected the volume of dissertations and theses in sport marketing completed in the past nine years. First, it might be related to the increased numbers of faculty members who have earned their doctoral degrees in sport management aboard, mainly in the US. Second, the increasing courses and graduate programs developed in higher education. Third, the impacts of the continuous development of Taiwan’s sport industry and the successful sport sponsorship strategies applied by corporations in Taiwan. (Table 1, Figure 1)
Table 1：Statistics of Dissertations and Theses in Sport d Marketing 

	Year
	1995
	1996
	1997
	1998
	1999
	2000
	2001
	2002
	2003
	Sum

	Total
	6
	2
	4
	5
	4
	11
	26
	39
	40
	138
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Figure 1：The Trace of Growth Rate of Dissertations and Theses
(2) Category of the Topic. All the dissertations and theses were categorized and analyzed as table 2 and figure 2, 3.  According to the results, “consumer behavior” segment (52%) were the top interest to graduate students. Professional sport, health fitness clubs, sporting goods, and events were studied via questionnaire mainly for understanding the consumer behavior in terms of the effective marketing strategy.
Table 2：Category of Dissertations and Theses in Sport d Marketing
	Category
	1995
	1996
	1997
	1998
	1999
	2000
	2001
	2002
	2003
	Sum

	Mkting Mix
	3
	0
	1
	1
	2
	4
	3
	8
	13
	35

	Sponsorship
	1
	1
	0
	1
	0
	2
	3
	5
	4
	17

	Consumer B
	3
	1
	2
	3
	1
	5
	16
	21
	19
	71

	PR
	0
	0
	1
	0
	1
	0
	4
	5
	4
	15

	Licensing
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Total
	6
	2
	4
	5
	4
	11
	26
	39
	40
	138
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Figure 2：The Trace of Growth Rate of Dissertations and Theses by Category
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Figure 3：The Distribution of Dissertations and Theses by Category
2. Sport Professional Journals
Eight major leading sport professional journals were selected for this study. There were 85 articles founded s and entitled in sport marketing in 1995-2004.  These articles were discussed by 1) volume and yearly distribution, 2) category of the topic.
(1) Volume and yearly distribution. Based on table 3, the total number of articles is much less than the degree researches.  It is hard to see a steady growth rate in the sport marketing articles in these sport professional journals. This phenomenon might be explained by two reasons of : a) the lack of specific journal in sport marketing or management before 2003, b) the paper review policy restricts the number of acceptance. Besides the factors mentioned above, the increasing number of sport marketing articles is also expected after the establishment of Taiwan’s Society of Sport Management in May, 2000 and the requirement of publishing before graduation set by the most of the graduate program in sport management and sport in general. 
Table 3：Statistics of Articles in Sport d Marketing
	Year
	1995
	1996
	1997
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	Sum

	Total
	4
	3
	4
	6
	9
	6
	11
	8
	15
	20
	85
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Figure 4：The Trace of Growth Rate of Sport Marketing Articles

(2) Category of the Topic. All the articles were categorized and analyzed as table 4 and figure 5, 6.  According to the results, the top three segments are “marketing mix” (36%), “consumer behavior” (27%), and “sponsorship” (24%). Along with the development of sport marketing, there might be more articles in introducing the basic concepts/theories of sport marketing and the successful cases.
Table 4: Category of Articles in Sport d Marketing 

	Category
	1995
	1996
	1997
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	Sum

	Mkting Mix
	1
	3
	2
	3
	5
	3
	2
	3
	5
	3
	31

	Sponsorship
	3
	0
	0
	1
	2
	1
	4
	1
	4
	5
	21

	Consumer B
	0
	0
	1
	1
	1
	0
	2
	4
	3
	11
	23

	PR
	0
	0
	1
	1
	1
	2
	3
	0
	3
	1
	11

	Licensing
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Total
	4
	3
	4
	6
	9
	6
	11
	8
	15
	20
	85
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Figure 5：The Trace of Growth Rate of Articles by Category
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Figure 6：The Distribution of Articles by Category
3. Business Magazines
There were five business magazines selected for comparison in this study based on their circulations and the sport marketing issues reported in 1995-2004.
(1) Volume and yearly distribution. Based on table 5, the total number of 138 articles is much more than the articles of professional sport journal which explains the essence of sport marketing in terms of business-oriented approach. The reason why there is only four articles in 1997 might be related to the scandal of professional baseball league. In addition, the main goals of business magazines are to reflect the phenomenon and trends of industry. Sport marketing now is the popular issue in branding concerned by corporations. However, the concept of sport marketing was still treated as a part of marketing strategy. (See table 5, figure 7)

Table 5：Statistics of Articles in Sport d Marketing
	Year
	1995
	1996
	1997
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	Sum

	Total
	8
	12
	4
	24
	20
	15
	16
	12
	15
	12
	138
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Figure 7: The Trace of Growth Rate of Sport Marketing Articles

(2) Statistics of magazines. All the articles were analyzed as table 6 and figure 8.  According to the results, the top three magazines in reporting the articles of sport marketing are 1) Advertising Magazine (54%), 2) Business Weekly (24%), 3) Marketing (9%). The reason why ADM ranked first because of its special column of “Sport Marketing InfoNet” during 1998-2000.  General speaking, business magazines raise the issue of sport marketing when it is concerned by the general public and corporations. Foe instances, the year of World Cup or Olympics.

Table 6: Statistics of Articles in Sport d Marketing by Magazine
	Year
	1995
	1996
	1997
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	Sum

	Common
Wealth
	0
	1
	0
	0
	0
	0
	0
	1
	1
	1
	4

	Global

View
	1
	0
	0
	1
	0
	0
	0
	2
	2
	4
	10

	MGT
	0
	0
	0
	0
	1
	0
	1
	1
	1
	0
	4

	ADM
	6
	8
	0
	13
	15
	13
	6
	7
	3
	3
	74

	Mkting
	1
	0
	1
	2
	2
	1
	2
	0
	2
	2
	13

	Business

Weekly
	0
	3
	3
	8
	2
	1
	7
	2
	6
	2
	34

	Total
	8
	12
	4
	24
	20
	15
	16
	12
	15
	12
	138
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Figure 8: The Distribution of Articles by Magazine

(3) Category of the topic. All the articles were categorized and analyzed as table 7 and figure 9, 10.  According to the results, the top three segments are 1) marketing mix (45%), 2) sponsorship (35%), 3) public relation (13%). Since Taiwan is one of the largest exporting country in sporting goods and the issue of sporting goods have been reported from time to time. In addition, marketing mix is consist of 4Ps which might include more issues in sport marketing.  Branding issue is popular with the success of corporate sponsorship in the international hallmark events and professional sport (i.e. BenQ’s Euro Cup, Brothers’ uniform ad.) currently.  Therefore, sport sponsorship now has caught the eyes of the media and corporations.

Table 7: Category of Articles in Sport Marketing
	Year
	1995
	1996
	1997
	1998
	1999
	2000
	2001
	2002
	2003
	2004
	Sum

	Mkting Mix
	4
	5
	2
	13
	9
	7
	7
	3
	8
	4
	62

	Sponsorship
	1
	3
	1
	7
	8
	7
	6
	6
	4
	5
	48

	Consumer B
	2
	0
	0
	2
	0
	0
	1
	1
	1
	3
	10

	PR
	1
	4
	1
	2
	3
	1
	2
	2
	2
	0
	18

	Licensing
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Total
	8
	12
	4
	24
	20
	15
	16
	12
	15
	12
	138
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Figure 9: The Trace of Growth Rate of Sport Marketing Articles
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Figure 10: The Distribution of Articles by Category

V. Bridging the Theory and Practice

In this study, the academic papers including degree researches and professional sport journals were defined as “theory” in sport marketing.  Business magazines play the role of printed media to reflect the phenomena and trends in the business world and it is defined as “practice” in this study.


According to the result of figure 11, it indicates a high level of congruence between “theory” and “practice” in the first and second category. The result showed the reversion at the categories of “consumer behavior” and “public relation”. It might be explained that “consumer behavior” segment is more academic-oriented and “public relation” is more related to the media relation issues.  Licensing is least concerned by both the “theory” and “practice”.


According to the result of figure 12, the developing trace of “theory” indicated a very steady growth after the year of 2000.  For “practice”, the developing trace showed that there was a leap after 1997 then decreased gradually.  However, the total number of yearly articles after 1997 is higher than 1997 and before.  Though the issue of sport marketing is familiar with the academic field, the cases of successful application are still relatively not many.  Thus, sport marketing is a developing field study and its theories and principles should be more applied in sport industry and commercial segments.  It is still a new world of sport business and demands highly educated and experienced professionals which rely on bridging the theory and practice.
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Figure11: The Comparison of the Theory and Practice by Segment
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Figure 12: The Comparison of the Theory and Practice by year

VI. Conclusions and Suggestions

After the discussion above, the results were concluded as:
· The academic papers in sport marketing have been increasing in the past 10 years.

· Consumer behavior and marketing mix ranked the top two categories in sport marketing academic papers.

· The business papers in sport marketing have been decreasing in the past 10 years.

· However, the number of papers in 2004 is still higher than the years of 1995-1997.

· Marketing mix and sponsorship are the two major interests both in academics and business.

· Licensing is not concerned both in academic and business papers .

· The level of congruence between academic and business papers in sport marketing in 1995-2004 is low.
There were some suggestions proposed as the followings:
· Further (comparison) study is needed.

· A dual process of learning is required for educators/researchers and practitioners.

· It is imperative for the sport professional to understand sport marketing theory and its application thoroughly and sport marketing is also integral for the operation at any level of an organization for its success.
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# 5. THE INTERNATIONAL COMPARATIVE STUDY ON RECREATIONAL SPORTS PARTICIPATION MODEL 
OF UNIVERSITY STUDENTS

Abstract

University students play a major role in improving the quality of society and the productivity of a nation in terms of their physical fitness level and recreational activity (Cheng, 1998).  Cheng (1998) has developed the "Recreational Sport Participation Model" (RSPM) for Taiwan’s university students based on his study supported by National Council of Science.  In order to extend the results of Cheng’s study, the purpose of this study was to test RSPM in an international scope and did the international comparison of university students’ recreational sport participation in six different countries including China, Iran, Japan, Korea, U.S. (Canada was also included), and Taiwan. The findings of this study can serve the governmental purposes of promoting physical fitness of (future) citizen.  Questionnaires were completed by university students at different universities in these six nations (N = 3051).  Data were evaluated by the Chi-Square tests and the discriminant analysis.  Complete findings including 1) the activities of recreational participation of university students; 2) the important factors in determining university students' participation on recreational sport; 3) the behavioral indication sets of university students in six different countries.  Researchers will present the results of their own countries and discuss the differences together in this roundtable session.
Introduction

In 1993, 7.09% of Taiwan’s population (about 1.49 million) was over 65 years old, which made Taiwan become an official “aging” country based on the standard of the World Health Organization (WHO).  According to the projection of National Taiwan Economic Council, the aging population will reach 10.2% of the total population in 2011 and it will continue to increase to 20.1% (about 5.17 million) in 2031 (Lin, 1994).  The average life span of Taiwanese was 74.49 in 1991, which means people still have at least 15 years to live after retirement at the age of 65.  Consequently, how to help senior citizens to manage their leisure time in order to increase the quality life is very imperative (Cheng, 1995a).   In essence, it is important to develop students’ leisure habits when they are young.  The effective leisure programs can prevent teenage problems such as poor physical fitness, suicide, drug, fighting and crime (Lin, 1985; Wu, 1996). Generally speaking, college education is the last stage of education for most people in Taiwan and it is also the last stage to form the students’ leisure behavior before they move on to society.  Therefore, leisure programs on campus should be emphasized throughout higher education.  In addition, recreational sport is the best leisure activity for students to participate in because it meets all the functions of leisure in every aspect, such as the physical, mental, and social (Cheng, 1995b).


Since university students play a major role in improving the quality of society and the productivity of a nation in terms of their physical fitness level and recreational activity (Cheng, 1998).  Cheng (1998) has developed the "Recreational Sport Participation Model" (RSPM) for Taiwan’s university students based on his study supported by National Council of Science.  In order to extend the results and contribution of Cheng’s study, the purpose of this study was to test RSPM in an international scope and did the international comparison of university students’ recreational sport participation in six different countries including China, Iran, Japan, Korea, U.S. (Canada was also included), and Taiwan. The findings of this study could serve the governmental purposes of promoting physical fitness of (future) citizen, and maybe useful for the recreational sport programs in the world as well for the further study.

Purposes of the Study

The purposes of the study were:

1. To understand the recreational sport participation of university students in different countries.
2. To understand the important factors in determining the recreational sport participation of university students in different countries.

3. To develop the behavioral indication sets of the recreational sport participation of university students in six different countries.
4. From a review of the literature and the results of this study, to identify and develop an international behavioral model that university students use to determine their participation in recreational sport.
Research Method
   To collect data, a questionnaire developed by Cheng (1998), was administered to 2880 university students from freshmen to senior whom were from China, Japan, Korea, Iran, US & Canada selected by quota sampling. 1779 questionnaires were usable for this study. The data were evaluated by the Chi-Square tests and the discriminant analysis.  There are two parts of the questionnaire, which are student personal background information and research questions.  The research question includes 1) perceived susceptibility, 2) social norms, 3) perceived benefits, 4) perceived barriers, and 5) information factors.  All data were compared with the behavioral indication study on recreational sport participation of Taiwanese university students (N = 2272) completed by Cheng (1998).
Literature Review

The Importance of Recreational Sport Participation in Higher Education
For young people the college years are often a crucial period in one’s life. Life for the college/university student involves not only classroom attendance but also recreational and leisure time pursuits. Boyer (1987, pp. 185-186) indicated that every college should develop “a comprehensive, well-supported program of intramural sports, one that serves all students, not the select few.”

Leisure essentially refers to “free time” when a person doesn’t have to perform tasks normally associated with making a living or, in the case of a student, getting an education. Intramurals are those voluntary activities that take place within a particular educational institution (within the “walls”) among individuals who are all members of that institution (Shields, 1986, p. 1). 

Recreation is the primary purpose that one participates in leisure time or intramural activities and that such participation occurs during a person’s leisure or free time. One can assume that through participation in intramural and/or leisure time (non structured) the person participating can “develop values pertaining to the constructive use of leisure time” page 2 as well as develop other desirable traits and qualities and attributes (Stier, Quarterman, & Stier, 1993). 

The intramural (IM), recreational or leisure time activities chosen by college students often become an integral part of college life for many individuals. The intramural activities (IM) or recreational opportunities that are made available to students are as important an element in the overall education and well-being of the individual as any other aspect of the higher education experience.  Intramural sports and recreational activities comprise one of the most basic non-academic aspects of the university experience. Recreational activities may serve as a miniature society in terms of providing opportunities for persons to interact with each other on an individual basis as well as in small groups – all within a social setting. The philosophy of many college/university IM and recreation programs is to “provide activity for all and for all an activity” (Adkins, 1986, p. 99). All educators recognize the importance that such recreational sports and leisure activities can play in the overall development, physical and mental growth and total well-being of the participants (Bioland, 1997; Tsiotsou, 1998, p. 39; Wankel & Berger, 1990; Gray, 1983).

Benefits and Barriers of Recreational Sports Participation

Benefits of Participation

Kovac and Beck (1998) cited the positive social consequences than can emanate from participation in extracurricular activities at the college/university level, including recreation type activities. In fact, recreational activities can aid in the retention of students within institutions of higher education as such participation can result in greater social integration and satisfaction. It is generally recognized that sport and recreational activities reflects the societal values within which it operates (Sattler, Graham & Bailey, 1978, p. 24).

 
It should be recognized that people play for a variety of reasons. Some of the reasons include, but are not limited to, the following: (1) fun, (2) socialization, (3) stress management, (4) association with friends, (5) desire to win or achieve, (6) desire for competition, (7) need to belong, (8) striving for physical fitness and general well being, (9) prestige, as well as (10) attempting to increase one’s self-concept within one’s social group (Stier, 1997). An additional benefit is that students are able to achieve some very real life gains (experiences) through their involvement in recreational type activities as part of their leisure time at college. College students, through their recreational and leisure time involvements, are exposed to a variety of different types of people, they typically experience improvement in their academic endeavors (higher grades), their stress levels are significantly reduced, they experience gains in terms of physical fitness, they make new friends, develop higher self-esteem and develop a better support network among their fellow students and participants (Ragheb & McKinney, 1993; Davies, 1989; Nesbitt, 1998; Fabian, Ross & Harwick, 1986; Kanters & Forester, 1997).

Carlton, a physical education specialist with the Calgary Board of Education (Canada), and Stinson, a campus recreation manager at the University of Calgary, indicated in 1986 that there are a variety of different needs in each school population and intramural and recreational activities can be seen to help provide a balanced overall educational program for the college or university student. They viewed the use of leisure time pursuits within the collegiate setting as an important part of the overall educational experience for individual students.

Leisure function
Every leisure activity demonstrates the function of the specialty to participators and it can be satisfied their social and physical wants from the unsatisfied ordinary life and work. The leisure functions can be approached generally individual and social sides.

Individuals can have a variety of hidden motives for undertaking certain activities. These reasons may be distinctive and consciously motivated actions or sub-conscious and hidden with the activator being unaware.

The individual can receive a sense of belonging to a group, which is motivated through taking part in activities of common interests. Anyone who has been part of a successful winning game team or drama production team is likely to have experienced such emotional feelings. Words like belonging, team spirit and synergy spring to mind. Very often, the individuals leading the exploits are important in bringing about such feelings of participation - about important leadership quality. 

There may be motivations of status and recognition influences. Being the leader or democratically being elected chairperson might provide an individual with a sense of achievement and position, which was unobtainable in other spheres of life. The prestigious position through rank might be obtained as a counter-balance to the humdrum of everyday life activities. These people may hold positions like club captains, treasurers, and secretaries or represent the organization ton regional or national committees.

The function of the individual side is that the firstly, individually you experience yours way of thinking, behavior and a relaxation of tension from the dissension of your desires. Secondly, it makes you feel fresh and better because you get out of the ordinary life. Thirdly, when you participate in the society by yourself, you can pursue the self-perfection. Lastly, you can be optimistic, cheerful and active personality. On the other hand, the function of the social side that is firstly, it helps the function of the learning of the society for healthy the relationship of the human being or the awareness of the community from changing the ordinary life. Secondly the function of the unification that gives the unification, the agreement and the belongingness. Thirdly, it gives the function of the solution of the stress. Lastly, function of pleasure that we can be satisfied from the feeling of delight and satisfaction of our life.

Why College Students Don’t Participate More


A significant part of any leisure type activity being attractive to students rests in the scheduling of the activity(ies) coupled with adequate equipment, supplies, facilities and staffing and sufficient publicity surrounding the activity or activities. This is very important in terms of female participation (Gill, 1988). The environment in which intramural and recreational activities take place is very, very important in terms of attracting student participation and keeping such participation at a very high level.  

The proper scheduling of recreational and leisure time activities is paramount in terms of generating sufficient numbers of students on the campus to take part (Milton, 1998).  The lack of time that students have while in school is an important impediment to full participation just as lack of awareness that such activities or opportunities exist is a serious obstacle to full participation (Lands, 1999). This is especially true for women (Knight, 1984; Meacci & Price, 1986). 

The importance of publicizing the availability of such leisure activities cannot be overemphasized in terms of importance in the overall scheme of things (Stier, 1998). Thus, marketing, promotional and publicity surrounding the availability of intramural, recreational and leisure time activities must be considered to be as important, if not more so, than the actual programmatic activities themselves (Bialeschki, 1998; Handel & Forrester, 1997; Snodgrass, 1990).  

Recreational Sport Participation Model

As Figure 1 shown that the Sport Participation Model (SPM) proposed by Cheng (1996) is composed of six components, 1) perceived susceptibility to sport, 2) demographic factors, 3) social norms, 4) perceived benefits and barriers of sport "x", 5) stimuli to action, and 6) likelihood of sport "x" participation. The function of the SPM is to explain the spectators' choice behavior of games and predict their action of selection the sport entertainment as leisure activities. In addition, the SPM might be applicable to explain the exercisers' behavior of sport preference.

Perceived susceptibility to sport

     The personal perceived susceptibility to sports can be defined as the level of the needs of sports participation which is decided by 1) the experiences of sports, 2) the knowledge of sports, 3) the interests of sports, and 4) the skill level of sport, Once a person rises the need of leisure activities (e.g., movies, concert, museum, basketball game, golf, etc.), these four criteria will influence the level of perceived susceptibility to sport which solicits him/her to consider sport participation to meet his/her needs. Therefore, there first component is the need arousal stage, and the information gathering behavior of an individual is to search information from leisure activity category familiarity in his/her mind as the limited or routine problem solving.

Demographic factor

     General speaking, consumer behavior theories assume that the behavior of all consumers are alike. However, the individual difference will differ his/her purchase decision consequently (Howard, 1989). Thus, the demographic factor has a significant relationship with the component of the perceived susceptibility to sport. Such as social

class possesses the possibility of leisure activity (free time and extra money) and the age, gender, profession, and other demographic variables gave a strong influence on he individual attitude to sport.

Social norms

     As it mentioned previously, the Chinese people are tend to be familism and social-oriented. Thus the influence of social norms (e.g., family belief, a group's opinion) is so dramatic that the likelihood of specific sport participation can happen without other components' interaction and influences. For instance, accepting parents' suggestion of not going to a pro-baseball game or going to a pro-baseball game with friends without any idea of baseball. Social norms can be viewed as an individual internal evaluation of his/her decision of specific sport participation that is motivated to comply with a person or group's belief (e.g., fashion, social values, culture values) or expected by the political policy. For example, the middle school students are asked to attend to the Taiwan Regional High School Athletic Games on Sunday by the city government.

Perceived benefits and barriers of sport "X"

     The participation of benefits and barriers of participating in a specific sport "x" can be explained as an individual attitude toward performance of sport participation (i.e., total understanding of a brand of product on his/her known category). For example, s/he will evaluate the consequences (i.e., constrains and expected values of going to the International Basketball Invitation on Monday night.

Stimuli to action

     Since people are exposed themselves to all kinds of information in the complex environment, many marketing strategies in terms of cognitive and psychological approaches are utilized to exchange their products/services to the target audience (Alwitt & Mitchell, 1985) such as advertisement on TV, radio, newspaper, magazines, and so forth. Thus marketing activities also have an important influence in exchanging consumers' behavior. In order to determine the level of influence of marketing strategy, this component may have function of explanation.

     In SPM, the action of specific sport participation is determined mainly by the criteria of 1) social norms, 2) perceived benefits and barriers of sport "x", and 3) stimuli to action. However, the perceived susceptibility to sport is viewed as one type of leisure activities in a consumer’s leisure service category. By searching, s/he may participate in a favorable sport as a leisure activity. At the mean time, the demographic factors that differ from person to person have the impact on a person's perceived susceptibility to sports, which construct his/her perception and attitude toward the general idea of sports.
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Figure 1 THE SPORTS PARTICIPATION MODEL
NOTE：Adapted from Loudon & Bitta (1988, p. 519) and Oliver & Berger (1979, p. 114)

To take full advantage of recreational, intramural and leisure time activities that are provided on literally every college or university campus in North America the students need to be somewhat self-motivated as they utilize their leisure time in a beneficial and positive way by taking advantage of such opportunities. By so doing they are in a position to enjoy themselves and to achieve benefits associated with a healthy lifestyle (physically physiologically, mentally, psychologically, and socially) and to keep from being bored as well as free from the debilitating results of stress and tension (Stier, 1999). Of course, the intramural and recreational activities must also meet the needs of the individual students if the activities and programs are to be attractive in generating an interest on behalf of the college students (Reznik & Gaskins, 1988). 

The keys to recreational and IM participation on the campus today are publicity, marketing and promotion coupled with accessibility and availability of programs and opportunities that match the free time of the college/university students. The effectiveness of communication efforts with various constituencies on the campus has and will continue to have direct effect upon the participation rate of students (a key factor in determining the success or failure of any recreation program). Weese (1988), from the University of Windsor in Canada, indicated that marketing, promotional activities and publicity are absolutely essential if the students (customers) are to be made aware of what recreational opportunities and programs are available on the campus. 

As recreational sports have evolved into a very real business, the need for publicity and promotion has increased tremendously and will continue to be one of the most important responsibilities for those charged with the responsibility of organizing and administering recreational programs at colleges and universities (Combes & Swart, 1988).  The essence of such publicity, promotional, and marketing efforts revolves around how to make customers and potential customers (students) aware of what is available and then to motivate them to change their behavior in such a fashion as to take full advantage of what is available on a consistent basis.


In today’s modern society the progressive recreation/intramural administrator will take full advantage of the World Wide Web in marketing and promoting the programs and activities. The use of the WWW can also include, but not be limited to, publicizing the activities, scheduling events and activities, highlighting important points about the program and even registering for activities/programs and reserving facilities and equipment (Hall & Handel, 1997). One is truly limited only by one’s imagination and creativity when it comes to combining the WWW with one’s desire to market, promote and publicize the recreational/intramural programs and activities on campus.

Accountability and Assessment of the Programs

Accountability and assessment are two key words in today’s college recreational/IM programs. Recreation and intramural administrators need hard data to determine just how successful they have been in their efforts to meet the needs of the college students that they serve. Such assessment efforts should seek to determine if the programs, facilities, equipment and service/administration truly meet the students’ needs — both in terms of the quality and the quantity of the recreational, intramural and leisure time activities/programs provided for our students (Stier, 1999).  

 
“It is important for administrators to conduct research/surveys to determine the attitudes and feelings of their constituents (customers) if the programs are to be improved and upgraded so that they meet the needs of the students” (Stobart & Hsiao-Chun, 2000, p. 54). Thus, it is imperative that administrators of such college-based programs conduct, at a minimum, basic research that generates sufficient data (valid and reliable) that will enable the administrators to determine whether their efforts are successful in providing successful intramural, recreational and leisure time activities and opportunities for the college and university community — activities and opportunities that are being fully take advantage of by their constituencies (Miller, Bullock, Clements, Basi, 2000). Data needs to be collected so that wise and timely decisions about the programs, facilities, equipment, personnel, etc., can be made in the future. 

International Perspectives of Recreational Sport Participation at University Level
Korea

As the society is getting more complicated there has been an increase in the number of people who want to accomplish their purpose by the club activities rather than by themselves. High educated single people who are in their 20s and live in a big city spend more time for leisure. According to the research (The Tendency of Collegian’s Use of Free Time in Korea), 27.6% of boys play some sports and 16.8% of girls spend time for the club activities-more collegians use their free time in playing sports or doing club activities. Thanks to sports, students can improve the value of life and feel satisfaction. It means that sports can be a “stop place” for the next work or study. Students prefer sports because of its variety and competition. 
Today in Korea, all the students in University or College have to complete a Physical Education as a required course by two hours a week and some students feel unpleasant at the course because it affects their GPA points. We know that young people are very energetic and vigorous so the Physical Education is not enough for the young to satisfy their desire for activity. As a result, it has been increasing in the number of students who join the activity clubs to satisfy their physical desire. 
The club (at school) is a kind of small community. Every individual member and our social circumstances affect the school club and these influences make ‘cooperation, competition and trouble between the clubs – small community. According to the financial ability and social level of the members the club’s role in the society changes. However, because we have not identified the role of the club, most people consider it as just a small community of no value and importance. 
It can be considered that most freshmen (who are becoming an adult from adolescence) spend their free time as same as their high school years. Unfortunately, our educational circumstance in high school is at low and schools can not play a role for the improvement of the young generation’s physical strength. It means that a school is just a place for reading and writing is not acting. Also schools can not teach the worth of sports and activity.
Most of all, to spend the free time efficiently, our society or school have to support the young people. We should make a place for activity and give them hours to play. In advance, we must make programs for students by the ages to spend their time efficiently. For these, the role of government is very important. The government should encourage the young people’s activities as spending free time and make a policy for them - especially the collegian who have got many free time but do not know how to control it. We can also say that there should be a system and policy for student’s club activity and leisure in the university as soon as possible. With these efforts can change the students’ free time from the useless to the fruitful.

U.S. & Canada

Exercise in recreational and sport activities has been on the rise in both the US and in Canada during recent years with the increase in the amount of free time each work week. Some 25 years ago Canadian statistics indicated that 59% of Canadians 14 years and older participated in exercise activities while 50% were involved, on a regular basis, in sports and physical recreational activities (Survey of fitness, 1976). The health boom of the past 20-30 years and the construction of new recreation facilities on university campuses have changed the direction and the emphasis of the recreation sports field within higher education. As a consequence, the student population is also evolving, changing, and the IM, recreational and leisure time programs must adapt if they are to meet the needs of the students (Hodges, 2000; Stevenson, 1988).  

There have been numerous changes that have taken place in recent years with respect to students’ educational, fitness and recreational interests (Sattler, Graham & Bailey, 1978). There has been a shift in students’ leisure-time activity preferences away from the traditional competitive sports towards emerging activities. Some of these changes include more opportunities for (1) women, (2) the physically challenged, (3) non-competitive (recreational) activities, and (4) high risk activities. Other changes involve (1) an older and different population in school with different interests and different skill levels as well as different goals and reasons for participating, (2) a wider range of facilities and equipment as a result of development in technology, and (3) an expansion of activities offered at all hours of the day and night on an individual, team, or co-educational basis (Hodges, 2000; Schrader & Wiggins, 1999). As a result of these and other changes there have been corresponding changes in the tactics and strategies relating to programming of recreational and leisure time activities.   

Taiwan

Cheng (1999, 1998) has completed two studies related to the topic of this study for the National Science Council and Ministry of Education in Taiwan during 1998-1999.  The study was designed to understand recreational sport participation of university and middle school students who are the backbone and the future in Taiwan’s society.  Based on the finding, two participation models were proposed for future success of recreational sport programs.  The data was obtained by the use of questionnaires completed by a randomly selected sample, 2500 students at all universities and colleges in Taiwan.  2272 questionnaires were usable for the study.  2208 middle school students from 7-9th grades at selective middle schools in Taipei, Taichung, and Kaoshiung City were randomly selected.  2152 questionnaires were usable for the study.  The data was evaluated by the Chi-Square tests and the discriminant analysis.  The .05 level of significance was selected to test all hypotheses.

In the study, the top favorable recreational sport both selected by university and middle school students was basketball.  University students spent two hours in recreational sport 1-2 times weekly and spent less than about $USD 15 on sport monthly. Middle school students spent 1-2 hours in recreational sport over five times weekly and spent more than $USD 6 on sport monthly.  There were significant differences between the recreational sport participation in demographic factors for both levels of students.  There were also significant differences between demographic factors in perceived susceptibility to sport, perceived benefits and barriers, information factors and social norms.  The behavioral indicator of university students’ participation was identified with 83.8% high correct classification.  The proposed model was able to classify the “grouped” selected sample correctly with a high percentage of 84.6%. The behavioral indicator of middle school students’ participation was identified with 83.8% high correct classification.  The proposed model was able to classify “grouped” selected sample correctly with a high percentage of 77.1%.

The Future of Intramurals and Recreational Activities

In looking into the proverbial crystal ball it is obvious that the one constant in terms of recreational programs for college students will be change. The needs of the students will continue to change and evolve, and thus, it behooves the administrators of such college/university programs to be ready, willing and able to institute such changes when warranted. Traditional sports may no longer be the most popular leisure activities in the eyes of the students. Administrators need to be able to make changes rapidly in response not only to the change in attitudes and preferences of the students but in light of the changes in the demographics of the student body (Thompson, 1997).

Results

Conclusion 1: There were significant differences between the recreational sport participation of international university students in demographic factors.
The comparison of international student background information

There were 1779 international students (Korean 295, Japanese 378, Chinese 239, Iranian 240, American & Canadian 627) compared with 2272 Taiwanese students. The international university student background information is as follows:

Table 1: The comparison of international student background information
	Item
	International
	Taiwan

	Gender
	913 female students (51.32%) and 866 male students (48.68%)
	1193 female students (52.5%) and 1079 male students (47.5%)

	Age
	Most of them were 20 years old (19.73%), 21 years old (19.06%), and 19 years old (18.27%)
	Most of them were 20 years old (23%), 19 years old (22.4%), 21 years old (18.4%), and 18 years old (14.4%)

	Grade
	502 freshmen (28.22%), 472 juniors (26.53%), 417 seniors (23.44%), 388 sophomores (21.81%)
	773 freshmen (34%), 673 sophomores (29.6%), 449 juniors (19.8%), 369 seniors (16.2%)

	Sport club
	Only 585 students were in sport clubs on campus (33.07%) and 1184 students (66.93%) were not.
	only 638 students were in sport clubs on campus (28.4%) and 1,610 students (71.6%) were not.

	Varsity team
	only 169 students (9.73%) participated in varsity sport teams.
	only 226 students (10%) participated in varsity sport teams.

	PE grade
	564 students (39.58%) scored above 90 in their sport activity classes, 454 students (31.86%) were graded 80-89.
	950 students (47.4%) scored 80-89 in their sport activity classes, 845 

students (42.2%) were graded 70-79.

	Recreational sport participation weekly
	819 students (46.14%) participated in recreational sport 1-2 times per

week, 377 students (21.24%) took it 3-4 times weekly.
	1447 students (63.8%) participated in recreational sport 1-2 times per

week, 556 students (24.9%) took it 3-4 times weekly.

	Recreational sport time
	951 students (54.97%) spent about one hour or less for their recreational sport activities every time, 653 students (37.75%) spent two hours.
	1207 students (53.1%) spent two hours for their recreational sport activities every time, 790 students (34.8%) spent one hour or less.

	Monthly sport expenses
	681 students (38.56%) spent nothing on sport monthly, 641 students (36.30%) spent about $USD 15 or less on sport.
	1193 students (52.7%) spent about $USD 15 or less on sport monthly, 795 students (35.1%) spent nothing on sport.

	Opinion leaders
	953 students (55.60%) were influenced by their classmates or friends to participate in recreational sport and the others who influenced them were parents, no one, sport stars, others, siblings, teachers, and  public figures in that order.
	1634 students (75.9%) were influenced by their classmates or friends to participate in recreational sport and the others who influenced them were teachers, parents, siblings and others in that order.

	Father’s attitude
	1047 fathers of students (60.63%) were in support of their participation in recreational sport, 36.88% had no opinion on that.
	1523 fathers of students (67%) were in support of their participation in recreational sport, 31.9% had no opinion on that.

	Mother’s attitude
	1056 mothers of students (61.97%) were in support of their participation in recreational sport, 35.45%% had no opinion on that.
	1528 mothers of students (67.3%) were in support of their participation in recreational sport, 31.6%% had no opinion on that.

	Favorite sport
	Basketball was the most favorable sport by 558 students (31.37%), jogging was the second favorite sport (24.11%), badminton was third (18.72%).
	Basketball was the most favorable sport by 722 students (32%), badminton was the second favorite sport (14.5%), volleyball was third (10.7%).


The different international student background information
1.For China’s students:

Basketball, badminton, table-tennis were the top three sport participated by university students; Most of the students participated in recreational sport 1-2 times weekly, each time took about 1 hour, and monthly spending on recreational sport was about $USD 0-15; over 50% of university students were influenced by classmates or friends most in terms of recreational participation; Most of the parents encouraged their children participate in recreational sport.

2.For Iran’s students:

Aqua sport, volleyball, basketball were the top three sport participated by university students; Most of the students participated in recreational sport 1-2 times weekly, each time took about 1 hour, and usually they did not pay anything for recreational sport in terms of monthly spending; 31.93％ of the students were influenced by classmates or friends most in terms of recreational participation; Most of the parents encouraged their children participate in recreational sport.

3.For Japanese students:

Jogging, bowling, and billiard were the top three sport participated by university students; Most of the students participated in recreational sport 1-2 times weekly, each time took about 1 hour, and usually they did not pay anything for recreational sport in terms of monthly spending; over 50% of university students were influenced by classmates or friends most in terms of recreational participation; most of the parents had no opinion on their children’s recreational sport participation.

4.For Korean students:

Basketball, billiard, and badminton were the top three sport participated by university students; Most of the students participated in recreational sport 1-2 times weekly, each time took about 1 hour, and monthly spending on recreational sport was about $USD 0-15; university students were influenced by classmates or friends most in terms of recreational participation; over 50% of parents encouraged their children participate in recreational sport.

5.For US and Canada’s students:

Basketball, weight training, volleyball were the top three sport participated by university students; Most of the students participated in recreational sport 1-2 times weekly, each time took about 1 hour, and usually they did not pay anything for recreational sport in terms of monthly spending; about 50% of the students were influenced by classmates or friends most in terms of recreational participation; Most of the parents encouraged their children participate in recreational sport.

6. There were significant differences between the recreational sport participation in selective factors for different countries’ students including:

(1) Differences in time/ weekly recreational sport participation. There was 0 time/weekly participation of Japanese students (34.48%) and Korean students (25.39%); There was 1-2 times/weekly participation of Taiwan’s students (63.80%) and US & Canada students (24.66); There was 3-4 times/weekly participation of US & Canada students (51.99%) and China’s students (15.65%); US & Canada students and Japanese students participated more 5 times/weekly than the other countries’. 

(2) Differences in hour/time recreational sport participation. There was less than 1 hour recreational sport participation each time for US & Canada students (35.33%) and Japanese students (23.55%); There was 2 hours/time recreational sport participation for Taiwan’s student (53.10%) and US & Canada students (37.06%); There was 3 hours/time recreational sport participation for US & Canada students (35.11%) and Japanese students (26.60%); Korean students (28.13%) spent more than 4 hours/time on recreational sport participation then the other countries’.

(3) Differences in recreational sport participation spending/monthly. US & Canada (31.86%) and Japanese (23.79%) students didn’t spend anything on recreational sport monthly; Taiwan’s (52.70%) and US & Canada (26.99%) students spent less than $USD 0-15 on recreational sport monthly; US & Canada (44.53) and Korean (21.88%) students spent $USD 15-30 on recreational sport monthly; US & Canada (64.84%) and Japanese (13.28%) students spent $USD 30-60 on recreational sport monthly; US & Canada and Japanese spent more over $USD 60 on recreational sport monthly than the other countries’.

(4) Differences in the influencer in terms of the student recreational sport participation. Iranian (33.33%) and US & Canada (31.84%) were influenced more by their parents and teachers in terms of recreational sport participation; Taiwan’s (71.90%) and US & Canada (31.48%) were influenced more by their classmate(s) or friend(s) in terms of recreational sport participation; China’s (27.97%) and US & Canada (25.42) students were influenced more by sport stars in terms of recreational sport participation.

Conclusion 2: There were significant differences between demographic factors in perceived susceptibility to sport, perceived benefits and barriers, information factors, and social norms.

China

1. There were significant age differences in perceived susceptibility to sport and perceived benefits toward sport participation.

2. There were significant grade differences in perceived susceptibility to sport, information factors, and perceived benefits toward sport participation.

3. There were significant differences between the involvements of sport clubs in information factors.
Iran

1. There were significant differences between the involvements of sport clubs in perceived susceptibility to sport, information factors, and social norms.

2. There were significant differences between the involvements of sport varsity teams in perceived susceptibility to sport and information factors.

3. There were significant gender differences in social norms.

Japan

1. There were significant differences between the involvements of sport clubs in perceived susceptibility to sport and perceived benefits toward sport participation.

2. There were significant differences between the involvements of sport varsity teams in perceived susceptibility to sport and perceived benefits toward sport participation.

3. There were significant PE score differences in perceived benefits toward sport participation.

4. There were significant gender differences in information factors.

Korea
1. There were significant differences between the involvements of sport varsity teams in social norms.

2. There were significant differences between the involvements of sport clubs in perceived benefits toward sport participation.

US & Canada

1. There were significant differences between the involvements of sport clubs in perceived susceptibility to sport, social norms and information factors.

2. There were significant differences between the involvements of sport varsity teams in perceived susceptibility to sport and social norms.

Taiwan

1. There were significant differences between the involvements of sport varsity teams in perceived susceptibility to sport, social norms, information factors and perceived benefits toward sport participation.

2. There were significant differences between the involvements of sport clubs in perceived susceptibility to sport, social norms and perceived benefits toward sport participation.

3. There were significant gender differences in perceived susceptibility to sport, information factor, social norms, perceived benefits and barriers toward sport participation.

4. There were significant PE scores differences in perceived susceptibility to sport and perceived benefits toward sport participation.
Conclusion 3: The participation model of recreational sport was identified and had the high percentage of correct classification (81.8%). The percentage of “grouped” selected sample correctly classified was 76.09%.

Participation model

The participation model identified by the discriminant analysis, which can predict the levels of students’ recreational sport participation through the indicator mix classified from the questions of the questionnaire in the study.  The total score of an indicator mix was the sum of classified independent variables and their scores answered by students.  It is predicted as a high level of recreational sport participation, when the indicator’s score is positive and vice versa.  In developing a participation model, constant 500 was used as a standard score in defining the high-low level of university student’s involvement in sport and the constant score was 404. 

Therefore, the student whose score exceeds 500 of the indicator mix is considered a high level participant.  The participation model for international university students was developed in Table 2 .  The indicator of international university students’ participation was identified with 81.8% high correct classification.  The proposed model was able to classify the “grouped” selected sample correctly with a high percentage of 76.09%. classification.

Table 2:  Recreational Sport Participation Model for International University Students 

	Item
	Indep. Var.
	Question
	Ans.
	Score

	Demographic
Factors
	SGENDER1
	gender
	male
	37

	
	SGROUP1
	involvement of sport club
	yes
	46

	
	SSPORT1
	involvement of sport varsity team
	yes
	101

	
	SSPEND1
	monthly recreational sport spending 
	$USD 0
	-65

	
	SSPEND3
	monthly recreational sport spending 
	$USD 15-30
	95

	
	SSPEND4
	monthly recreational sport spending
	$USD 31-60
	89

	
	SSPEND5
	monthly recreational sport spending
	$USD 61-91 
	107

	Perceived Susceptibility to Sport 
	Q1_2_4
	importance of recreational sport 
	important
	44

	
	Q1_3_5
	importance of recreational sport
	very important
	63

	
	Q1_4_4
	concepts of creational sport
	familiar
	28

	
	Q1_4_5
	concepts of creational sport 
	very familiar
	63

	
	Q1_6_2
	my sport ability can meet the needs of recreation 
	OK
	-24

	Social Norms
	Q2_2_1
	Influences of family members 
	none
	-40

	
	Q2_8_2
	Influences of social norms 
	little
	-35

	Perceived

Benefits of Rec. Sport Participation
	Q3_2_5
	Improvement of physical fitness 
	agree most
	40

	
	Q3_5_5
	Improvement of physical appearance and figure
	agree most
	-52

	
	Q3_7_5
	Psychological benefits
	agree most
	49

	Perceived

Barriers of Rec. Sport Participation
	Q4_4_1
	budget
	no influence
	36

	
	Q4_7_1
	Physical and health condition


	no influence
	48

	
	(Constant)
	
	
	404


University student participation model

There were 19 independent variables identified and classified as the indicators of high level of involvement (Table 2 ).  There were 4 indicator mixes identified in this model, which includes demographic factors, perceived susceptibility to sport, perceived benefits and barriers. (Table 3). The separated models for different countries are collected in Table 4 .

Due to the small sample size of Iran (Table 5 ), the model could not developed.

Table 3: High Level of Recreational Sport Participation Mix

	*One factor
	Demographic factors

	*One factor
	Perceived susceptibility to sport

	Two factors
	Perceived susceptibility to sport 

Perceived benefits of sport participation

	Two factors
	Perceived susceptibility to sport 

Perceived barriers of sport participation

	Two factors
	Demographic factors

Perceived benefits of sport participation

	Two factors
	Demographic factors   

Perceived barriers of sport participation

	Two factors
	Demographic factors

Perceived susceptibility to sport

	Three factors
	Demographic factors  

Perceived susceptibility to sport 

Perceived benefits of sport participation

	Three factors
	Demographic factors  

Perceived susceptibility to sport 

Perceived barriers of sport participation

	Three factors
	Demographic factors  

Perceived benefits of sport participation 

Perceived barriers of sport participation

	Three factors
	Perceived benefits of sport participation 

Perceived barriers of sport participation

Perceived susceptibility to sport

	Four factors
	Demographic factors  

Perceived susceptibility to sport 

Perceived benefits of sport participation  

Perceived barriers of sport participation


Table 4: The Summary of High Level of Recreational Sport Participation Mix

	Fact-

or(s)
	China

(3 factors)
	Japan

(3 factors)
	Korea

(5 factors)
	US &Canada

(3 factors)
	Taiwan

(4 factors)

	1
	1.

Demographic

Factors

2. 

Perceived Susceptibility to Sport
	1.

Demographic

Factors
	1.

Demographic

Factors

2.

Perceived Susceptibility to Sport
	1.

Demographic

Factors

2.

Perceived Susceptibility to Sport
	1.

Perceived Susceptibility to Sport

	2
	1. 

Demographic

Factors + Perceived Susceptibility to Sport

2. Demographic

Factors + Perceived Benefits

3. 

Perceived Susceptibility to Sport + Perceived Benefits
	1. Demographic

Factors + Perceived Benefits
	1.

Demographic

Factors + Perceived Susceptibility to Sport

2.

Demographic

Factors + Social Norms

3.

Demographic

Factors + Perceived Benefits

4.

Demographic

Factors + Perceived Barriers

5.

Perceived Susceptibility to Sport + Perceived Benefits

6. 

Perceived Susceptibility to Sport + Perceived Barriers

7.

Perceived Susceptibility to Sport + Social Norms

8.

Social Norms + Perceived Benefits

9.

Social Norms + Perceived Barriers

10.

Perceived Benefits + Perceived Barriers
	1.

Demographic

Factors + Perceived Susceptibility to Sport

2. Demographic

Factors + Social Norms
	1. Demographic

Factors + Perceived Susceptibility to Sport

2. Demographic

Factors + Perceived Benefits

3. Demographic

Factors + Perceived Barriers

4. 

Perceived Susceptibility to Sport + Perceived Benefits

5. 

Perceived Susceptibility to Sport + Perceived Barriers

6.

Perceived Benefits + 

Perceived Barriers



	3
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Benefits
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Benefits
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Benefits

2.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Barriers

3.

Demographic

Factors + Perceived Susceptibility to Sport + Social Norms

4.

Perceived Susceptibility to Sport + Social Norms

+ Perceived Benefits

5.

Perceived Susceptibility to Sport + Social Norms

+ Perceived Barriers

6.

Perceived Susceptibility to Sport + Perceived Benefits + Perceived Barriers
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Social Norms
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Benefits

2.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Barriers

3.

Demographic

Factors + Perceived Benefits + Perceived Barriers

	4
	
	
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Social Norms + Perceived Benefits

2.

Demographic

Factors + Perceived Susceptibility to Sport + Social Norms + Perceived Barriers

3.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Benefits + Perceived Barriers

4.

Demographic

Factors + Social Norms + Perceived Benefits + Perceived Barriers

5.

Perceived Susceptibility to Sport + Social Norms + Perceived Benefits + Perceived Barriers
	
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Perceived Benefits +

Perceived Barriers



	5
	
	
	1.

Demographic

Factors + Perceived Susceptibility to Sport + Social Norms + Perceived Benefits + Perceived Barriers
	
	


Table 5  Discriminated Analysis and Participation Levels of Iran’s Students

	
	Samples
	Total

	
	Tested Samples
	Analyzed Samples
	

	Participation Levels
	Low Participation
	74
	32
	106

	
	High Participation
	31
	14
	45

	
	Average

Participation
	68
	21
	89

	Total
	173
	67
	240


Conclusion
The results of this study were as follows:

1. The favorable recreational sport activities were different from different countries. Most of the university students participated in recreational sport 1-2 times weekly. Most of the university students spent about 1 hour in recreational sport every time. Most of the university students spent less than $USD 15 on recreational sport monthly. The recreational sport participation of university students was influenced by classmates/friends most. Most of the parents encouraged university students to participate recreational sports.

2. There were significant differences in the recreational sport participation of university students among different countries.

3. The recreational sport participation of different countries was influenced by different factors.

4. This study had successfully developed different participation models of recreational sport for different countries but Iran.
Suggestions


In order to promote the recreational sport participation of international university student, the suggestions based on the results were proposed as the following:

1. Some non-competitive sports are growing and welcomed by university students in Asia and the recreational types of sport will be the trend of sport participation.  This finding is valuable for sport marketers, promoters, and governmental officers.

2. In order to increase the level of recreational sport participation, the promoters should develop the selective recreational sport programs, which are welcomed by the university students according to the specific social environment in different country.

3. International university students rated the classmate or friend the most influencing person and this opinion leader should be treated as one of the most important consideration in developing a successful promotion strategy in terms of high recreational sport participation.

4. According to the findings, PE teachers should pay more attention on female students for their recreational sport participation than male and ask the support of their parents maybe a good strategy.

5. According to the findings, “perceived susceptibility to sport” and “demographic factors” were the two single factors in determining the high participation.  The students who were in the sport varsity teams or clubs had more positive attitude toward sport benefits and barriers than the others.  The sport experiences play a very important factor in determining the high participation. Therefore, it is a must to create an happy environment and experience for those who are in the group of “low participation”.  For PE teachers, to put more emphasis on the low & median PE grade students are also important in terms of developing the sport hobbit.

6. The effective sport marketing mix strategy can be developed based on the findings and the participation model.

7. The participation model can be testified in diversity groups (i.e. teens, seniors, women etc.) in the further studies.
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# 6. A STUDY OF TAIWAN'S FITNESS CLUB 
MANAGEMENT MODEL

INTRODUCTION


The establishment of Taiwan's fitness club was founded in 1980 and it was the first well-equipment fitness club invested by an American businessman, Clark Hatch in Taipei (Chen, 1993).  However, the business of fitness club has been booming in 1990s and more than 100 clubs have been opened recently in 5 years (Chiang, 2000).  Foreign investors from Japan, Hong Kong, and U. S. such as Sun Fish, Big Sports, California Fitness Center, Gold's Gym and so forth have been expanding their markets in Taiwan since the early 90s.  Chain-store-type fitness clubs have also formed in terms of management.  Highly competition among the local and international fitness clubs is expected in Taiwan where the people have the needs of more leisure time and quality life.  For local investors, fitness club management is relatively new and it is still a developing industry.  Therefore, the purpose of this study was to find out the management problems of Taiwan's fitness clubs and propose an effective management model for their future success.

RESEARCH METHOD


Since fitness club services has categorized as one segment of sport industry officially, government now is putting more emphasis on this new industry. This study was a part of the project sponsored by National Council of Physical Fitness and Sports in Taiwan in 2000.  126 clubs were the valid subjects and they were randomly selected island wide. These clubs were asked to answer the questionnaire including the depth interviews with managers and owners for the best results.  The issues of 1) organization structure, 2) goals and objectives, 3) human resources, 4) daily operation, 5) marketing and management, 6) facility management and maintenance, 7) risk management were discussed in this paper and the management model was also proposed based on these finding.  This paper is the first fully study done with Taiwan's fitness club industry and recommendations are taken by government for the growth of this new industry.

RESULTS

Fitness clubs.  60% of the fitness clubs are centralized in the northern part of Taiwan, 21% of them located in the South, 15% in the central, and only 2% of the fitness clubs are in the East.  The types of fitness clubs in Taiwan can be classified as table 1.  88.6% of the fitness clubs ownership is domestic investment and there are only three clubs invested by foreigners.  38.9% of fitness clubs has been running for 3-6 years, 29.2% has been opened less than 3 years, only 5 fitness clubs have the history of 12 years and above (6.9%).  52.4% of fitness clubs' capital is 5 millions NTD (about 150,000 USD), 33.3% of them has the capital of 25 millions NTD (about 757,000 USD).  33% of the fitness club's asset is between 50-100 millions NTD (about 1.5-3.02 millions USD).

Table 1 Type of Taiwan's Fitness Clubs

	Type
	Clubs

	Professional Fitness Center
	28

	Multi-function/purposes
	63

	Social Function
	14

	Community Function
	4

	Hotel-owned
	20


Membership.  49% of the customers of fitness clubs are individual members, 38% is family members and 13% is institutional members (i.e. corporation, government, organization).  The number of male members (54.6%) is more than female members (45.4%).  The age of major customers is 35-44 (24%), 22% of members are age of 45-54, age of 18 and below only represents 8% of members.  The rate of membership lose is between 20-40%.

Facility/equipment.  The most popular facility/equipment areas of professional fitness clubs are cardio section; weight training section, and aerobic section.  For hotel-owned clubs, cardio section, sauna, and out-door pool are the most popular facility/equipment.  Indoor pool, sauna, and cardio section are most welcomed in multi-function clubs.  In social function clubs, indoor pool, weight training section, and spa/kurhaus are most popular.  Spa/kurhaus and sauna are the top two facility/equipment areas welcomed by the community club users.

Management and related aspect.  The opening time for most fitness clubs is around 06:00-0:800, and the closing time is between 20:00-22:00.  The peak/off-peak hours for professional and hotel-owned clubs is 17:00-21:00/09:00-12:00 & 12:00-14:00; For multi-function clubs, is 17:00-21:00/09:00-12:00 & after 21:00；17:00-21:00/09:00-12:00 is the peak/off-peak hour for social function clubs.  The peak hour for community clubs 09:00-12:00 and the off-peak hour is at 17:00-21:00.  The organization structure of most of the fitness clubs is flat structure.  

Current management model.  According to the results, the model can be described as: 1) objectives: all the clubs emphasized the short-term objectives (i.e. membership sale and retention); 2) human resource: 88.32% of employee are full time staffs and only 28.81% of the managers have the degree of Physical Education or related background; 3) organization structure: three levels of management are applied in the clubs; 4) facility management: the space of clubs are usually divided into exercising, administration and related services three areas and the major concerns of club managers are small space, old and limited equipments; 5) marketing: age of 35-44, individual male are the main consumers in the clubs and promotion direct mail and telephone interview are the popular strategies applied by the clubs, 6) risk management: there are few professional clubs have the plan for risk management.

DISCUSSION
Objectives and plans.  According to the results, except for the long-term objectives setting, there was no time period consideration between short term and mid term setting by fitness clubs.  It seems that the mid term objectives were ignored in fitness clubs.  The objectives of "to understand the customers needs", "to improve the service quality", and "employee's education program" were not emphasized in the organization.  Therefore, the objectives of "how to survive now" were the only concern of managers and it will influence the completion of organization plans and strategies.  When comparing fitness clubs' SWOT analysis, "human resources" was not considered as "strength" by managers and it reflects the shortage of professionals in this industry.  To increase the facility/equipment and expand the markets were the two major short-term objectives for managers, which neglect the consequence of "importance of human resource development".

Organization structure.  According to the results, the fitness clubs' structure was flat and the managing levels was three which were: 1) daily operation level, including receptionist, maintainer, and custodian; 2) professional services level, including trainers, counselor, and programmer; 3) managerial level such as managers of marketing, personnel, and accounting.  

Human resources management.  The industry is developing stably and it can be proved by the result of high rate (88.32%) of full time employee.  However, there were only 28.81% of managers have the degree in physical education and related majors.  There were 63.56% of aerobic coaches and trainers graduated from P. E. and related programs.  64.27% of aerobic coaches and trainers have CPR certification.  The low rate of professional managers and the lack of certificate in ACSM, ACE, AFAA, AFPA etc. will influence the service quality.

Facility/equipment management.  The main space management of fitness club includes exercise area (including warm-up space) and administration (office) and other services area (i.e. Pro. shop, restaurant, spa/kurhaus room).  The major reasons of losing membership were 1) old equipments, 2) lack of equipment, 3) crowded space.  Thus, facility/equipment management will influence not only membership retention but also the safety/risk management.

Marketing management.  The valid number of membership was around 500-2000.  The professional type clubs have least membership than the other type of clubs.  The elements of market segmentation were 1) target audience: age of 35-44, male individuals are the major market; 2) programs: aerobic programs, step aerobic, exercise counseling were the most popular services; 3) peak hours were 17:00-21:00.  Professional type clubs had the highest rate of losing membership (20-50%) and the reasons were 1) old and limited equipments, crowded space, no interest and motivation, parking problem, and moving.  The marketing managers often applied were 1) increasing new equipments, sales promotions, DM and telephone marketing.

Risk management.  According the results, all clubs have met the safety standard of rules but few clubs have developed risk management and related plan.  Specially for the professional type clubs.  

CONCLUSIONS AND SUGGESTIONS

The business of fitness health-related clubs and center are booming in Taiwan.  This industry has also been recognized as one segment in the whole sport industry by the government.  However, the current model of club management cannot meet the need of consumers and can be improved for future development based on the researcher's discussions.  Justification need to be made based on the suggestions and recommendation were made according to the results of this study as following:

1. To have a clear classification of objectives based on the importance in terms of management.

2. To understand the fitness clubs is in the service business and consumer-oriented perception and in-service training are the key for long-term development.

3. To have a human resources handbook outlining the organization structure, awards system, performance appraisal process, all positions, job description, responsibilities, polices, hiring/grievance/termination procedures and so forth for effective communication between employee and employer.

4. There is an urgent need in professional fitness club management programs in higher education such as physical education, recreational sport, and leisure management and the curriculum justification should be made.  Club owners should also encourage and provide their employee/coaches/trainers in-service training and education for career development 

5. To have an effective plan (including space management, equipment purchase and maintenance procedure) of facility/equipment management for membership retention and safety/risk management.

6. To expand the target markets of family membership, organization membership, women market.

7. To recruit the customers of age under 18 and senior people.

8. To provide the up-date and popular programs in the world by collecting international information and work with the other international partners.

9. To realize the key reasons of losing membership was not the problems of "hard" condition such as facility/equipment but the "soft" conditions of consumers.  Product-oriented marketing concept should be changed and put more emphasis on consumers' needs.

10. Creativity and interaction should be the successful elements in having long-term partnership with all membership holders.

11. In order to prevent the unexpected crisis and accidents, it is necessary to hire certificated personnel and have well planned safety/risk/crisis management.  Training and practicing are also needed on the regular basis.
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		Country

		Korea

		USA

		Japan



		GDP

		USD$4,4550 bil.

		USD$7,636 tril.

		¥531 tril.



		Sport Industry

		USD$10.245 bil.

		USD$255.5 bil.

		¥19.389 tril.



		Ration of GDP

		2.30%

		3.35%

		3.89%






