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The Sudy of Enhancing Market Competency
—An Illustration of a Sports Club

Abstract

Concerning customers' demands has been the key to success for enterprises in recent
years. However, in order to create higher value, profits, and competitiveness for club industry,
it will be the good approach to meet the rapid change and sustain the management among the
relevant industries through appropriate marketing tactics, managerial strategies, and innovative
techniques. Hence, the study is aimed to analyze promoting competencies for the market of
regular-chain-style sport club with narratives and qualitative methods. Firstly, the related
literature and theories would be reviewed and integrated through content analysis and
document analysis. Secondly, a case study of regular-chain-style sport club in Taiwain could be
explored and applied by means of SWOT technique and Competitive Anaysis. Finaly, the
results would be practical and useful for sustainable management and the whole decisive

strategiesin the industry.

Key words: Competitiveness, Sports recreation industry, Manage the performance »
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