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A Study on the Determinants of Fans’ Team Identification
in KBO League
: Focused on the Effects of Kids Marketing

Seung-Nyun Choi"”
1Dept. of Business Administration, Sahmyook University
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Abstract This study examined the factors affecting the team identification of professional baseball fans. The factors
were divided into the fan factor, game factors, and other factors. For the analysis, two investigators visited stadium
three times in total and a total number of 297 spectators were sampled using a convenience sampling method from
three baseball teams. For the fan factor, a fan who began supporting his/her team from childhood or after childhood
was used as a dummy variable. The interaction effects between the fan factor and other variables were investigated
to offer a stereoscopic understanding about the role of kids marketing. In addition, three game factors and four
non-game factors were analyzed. The results regarding fan variable and interaction effects were obtained. Fans from
their childhood have much stronger team identification, and show interaction effects with the players. Regression
analysis revealed player, promotion and fan service, price, and regional connection to have positive relations with team
identification. This study is especially meaningful in a sense that it has proposed positive results regarding marketing
to children, and the results will contribute to both the academic field and the industry.
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Table 1. Summary of related studies and variables of
this study
Domain Variables Related studies 4.1 _E_ A_-! EH *o}
Product(Performance, Coach, Star — -
? H o] B AALe J-
player), Promotion(Fan book, Fan = ﬂ—ﬂ—"] T':_'EH <= 2015 KBO E]j‘oﬂ 7‘(:’0:] 0}1
sign mccting, Mi!cagc, Price off, S{lT‘:‘ Eio]:-‘lll‘:_} % 37H %(Z':E 2 251 ;(]l:ﬂ— 19)4 _g_
Marketin Direct marketing, Events), o N = o -
= =] A= =] RIS
o, & Place(Stadium, Facilities, [1,22831] A7E dFEshe & WECth 53] & A7 obsTld
Accessibility), Price(Ticket price 2908 X3k Aol o] FH BAATo|BE o}E7]
Other costs), PR(Regional B ) o o R K
connection, Advertising, Word of 14’ 6] B 4 ]9'] —]F Agt T':}‘jl ‘:H}\o]' o= 5 PE' 75—16}131 Iq—ﬂ]—/ﬂ
mouth, On-line communication) ;ﬂ% 20‘“ O]}‘o]'o }\é?lg.i ?:5_]’;(6] 3]—02] @%’:% _}r_xt} 6}9}
Victory, Results, Competition. —
Game, Player, Coach, Stadium, E]' }—/\]'T: }\].ﬁoﬂ E%E—] 2(‘?19’] }_}\]-%o] 9% 26%‘101]}\1
Brand equityor Brar?d mark, Logo, Mot?ler ﬁrm, 29% /\],o]oﬂ = ] }ﬂ ;q;]j 7617]78-% Hg%g}oq /REU\] 3]_93\
Brand Regional factor, Nostalgia, Pride, [3,4,34,35] " o L " I
Association Tradition, Acceptance by peer i E 5]%] B‘%Lx}—é‘ Zﬂ 9]351’ < 2975% ﬂ*c‘??':@u oﬂ /\]'
Eni . B
group, Enjoyment, Supporting, %6]_ I:]— HHEHN'Z]—Q] %_]1:1 ;5' _}_él/‘é% Table 2'9]_ 7LE}
Knowledge
Performance, Players, Skill
Product | Mierehandise, Licensing, Stadium [7,13] Table 2. General characteristics of sample
and facilities, Event and fan
service, Team image n (%)
Environmental quality(Facilities Gender Male 188 63.3
Accessibility), Process Female 109 36.7
quality(Human resource, Team 2029 137 101
Service employee, Interactivity), Results [8,14,45-47] - .
quality(Value, Benefit, Needs 30~39 86 29.0
satisfac_tion), Additional ben_eﬁts, Age 40~49 62 20.9
Promotional events, Convenience
— - 50~59 11 3.7
Facilities, Promotion, Events
Giveaway, Fan service, Costs, above 60 1 03
Spectating Game, Results, Performance, Salaried worker 133 44.8
. [5,6,41-43]
Factors Entertainment, Players, Team Students %3 279
image, Convenience, Regional ’
connection Occupation Self-employed 28 9.4
Game factors : Result, Player, Housewife 19 6.4
Variables Coach Others 3 | 1S
of Other factors : Promotion and N
this study service, Human resource, Price, 12 time(s) 30 10.1
Regional connection 3-4 times 77 259
Number of visiting 5.6 times 7 25.9
stadium(per year) .
7-8 times 34 115
. Fon Factor] 9 times or more 79 26.6
(when began suppor-
ting, Dummy) from elementary 85 286
When schoolchild or before ’
Began supportin,
g pporting after elemegtary 2 714
[Game Factors] schoolchild
= Results
= Player
= Coach
T -
{dentification 42 =8
[Non-game Factors] - - =
- Promotion H5-H8 O\i:l‘Loﬂ’q /\}’%% 7—11' ‘_Z':g] é;@» 601'%’5% E}%]—/ijl].
= Human resource
= Price A VS [ Z o =90 =z ] =lod o
= Regionalfactor \_]_ﬂ (S]O] Q—E% 7] pu \_:‘_?LE = ?HJ—O]'O:] ?L JO]'M-—EL
AR 53 BAE(Likert)H £ 5 o §3FATh A
Aoz FANAAF XY AAsAE AA o] HE
$937] AAAAEAT BARGOT AR S

Fig. 1. Research Model
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o
&1k S{d6]0] 9175 Fxsto] cofo7f wpEa
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wt?ﬁmlo_%;‘éﬁ 0o Ly
eTEE PR e LT,
N o :‘1‘:_\}_{‘_‘1:1‘11& R FO‘E‘
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= o o 2 ) N
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EHEEUE
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Hg R mloaﬁl =
BEzaf &
oo S w B
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N oo 2R
T o N 2
off ok >, FLE%
ol 2 rr rIN N
2 = o~

1,
e 2
¥,

Table 3. Items for each variable and related studies

Related

Variables Items .
studies

To win the game

To advance into the post season
Game Result match [3,17]

To advance into the championship
match

Favorite player

Beholdable star player
Star Player Good play [7,13,17]

Ground manner

Skill

Charisma

Contribution to victory
Coach [3]
Instruction knowhow

Fame

Giveaway

Promotional event

Promotion and

Entertai t 1,2,5
Fan Service plertainmen [1.25]

Promotional literature

Popular attraction

To be polite and kind

Quick reaction to fans' request
Human Resource [8,46]
To be trustworthy

To be clean-cut

Reasonable ticket price

Reasonable price compared to costs
for other leisure activities

Price Reasonable price for food and [2.5:41]
beverage

Reasonable price compared to costs

for other items of sports
Regional solidarity
i To enhance regional pride
chlonlal A [3.31.42]
Connection Pride of the city

To improve city image

5 A

BoATs 98 S4E BE WG5S i 29
H g5 ¢, Cronbach’s agk 4714

0.904, A5 0.808, 75 0.869, A= = = An)

0.856, 212291 0.888, 7124 0.886, <1 1x
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Table 4. Descriptive statistics and correlation matrix

Variables | Mean | sd. | X2 | X3 | X4 | X5 | X6 | X7 | X8| Y
X2 12.084 | 2.747
X3 | 20714 | 3365 |02
X4 | 14239 | 3.486 0‘,:09 0.398
X5 17.562 | 3.491 0:37 0;123 0;;19
0.195{0.290(0.372
X6 | 13882 {3.004 [0084] 0| v | e
0.151]0.218{0.337]0.251|0.424
X7 10.088 | 2.272 sk | kkk | ek | ekl | ek
0.162{0.320{0.372|0.422{0.358 |0.363
X8 14.461 | 2.860 k| okkk | okkk | kbl | okl | kkk
0.25210.612{0.278|0.41410.229{0.301 [ 0.406
Y 22976 4650 *okok Fokok Fokok dokok sokok Fokk Fokk
¥ T p<0.10, *: p<0.05, * *: p<0.01, * * *: p<0.001
teow dolEe e e Asolt. ¢4
SEEAge] BAE WA 292 F157] 9l
VIF(Variance Inflation Factor) #t2 E& ®W47F X&)
g FARARE 25 Vo ® T uf X89] 1.4389] 7t
A =L Fola(Table 5), HE RSN E F&
VIFZte] Yo eroky] wiite] BE 3|AAGe] F750
SR OR A8 dBe WA selths A2 Sl
T AT
Eg W Ao 281 dolee] eaEe] SR
3 714, ard 71, 2Elal SHA TH ol SEE A
£ Fold A9, 94 SRS WAREE Fo) 2 ¥
A7 ek A FAsEE, AT AR ARl
£ 3215}7] 918k Shapiro-Wilk, Kolmogorov-Smirnov,

Cramer-von Mises, Anderson-Darling 57 %2 &2}
f3lo] ¥ty W3S v|Fow ZFzZ: 0.990, 0.045,
0.100, 0.637¢1™, z} Fhell et FeJgEe] o4
00501422  AFA e AAFHALL
Shapiro-Wilk #£(0.990)2] 73-%-

= UERk=], Q-Q plot&el A3, ke meel o]
217F Aol ol A7} U2 o HRlth gAYk o]
g A= d Hs 2 Zlem gzl
Anderson-Darling A4 237} 242 0.050]/d0] &
Q7] wEel olE 2AE AT TS vEEe €4
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Table 5. Variance inflation factor

Table 8. Hypotheses test results

Variables VIF Hypotheses Results
X2 1.160 1 Age — Team identification 0
X3 1427 2 Result — Team identification X
x4 1330 3 Player — Team identification (0]
4 Coach — Team identification X
X5 1.435
5 Promotion — Team identification 0]
X6 1.382
6 Human resource — Team identification X
X7 1358 7 Price — Team identification 6]
X8 1.438 8 Region — Team identification 0
Interaction Effects
- Age x Result A
Table 6. Results of ANOVA(Hypothesis 1) 9 - Age x Player (Partially
- - Age x Promotion supported)
sk
Variable X1 estm‘lat‘e 3:327 - Age x Human resource
t-statistic (6.28)
Model Sum of Squares 754.918
F-statistic 39.44 *kx
5.2 =9|
TS AN A SANFAR L B, 254
Table 7. Results of multi regression analyses o) ATE 918 Azt o] Ao Zaka) o] Fo] 29l
piY Y b B N hl N
modell model2 model3 model4 % }\] X_}-t:?l— Y%__ ] H] 6_H %%,_]/\]9] 70]_57]_ i}‘ﬂfﬂ %E]"E‘ Zi
0.0386 0.016 -0.030 0.020 = e N
X2 (0.78) (0.33) (-0.36) (0.44) O] %‘%‘E}%{ﬂ- O]'Ef }B]—%O] ’—g‘ul?ﬂ;i Q]U] 9}]\'\:‘ 7&1}-3}-
3 | 05T #0487 e 0382 wen f0.427 e 3L BHojith o] B4 SHAE 7]EY] ~Xx 2 AHYd
(1090 | 033 | €% | (20 g o]y Ae] thie] 1 Ao] i FAlol A of
0.075 -0.034 -0.009 -0.018 - — _
X4 ==L Elo] Z QAL 7}=ZF = TioE =
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Independent | 0.138 ** | 0139 ** | 0133 * [19,48])7 1 Wehs o] ghr} 53] WAl dholA
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-0.018 0.007 -0.016 - 5 -
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X3 T | e Mo ® urk o) dm e =F A0E 4 9
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X1:X3 79 wadtel frad PR F S92 Rl we
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nieractions s Py o7 stog B} AT frad wHAE RS 531
0 QIS sk A2 AR AT 2 5 Sk
XIX6 o o 47] aQv 471914 2o e
Model parameters At A3} M4 Ao L gl e, 7 a8a A
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