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Abstract

Super Basketball League is the highest level in
basketball, and it’s also very popular here in Taiwan. In order
to comprehend the attraction of attendances to watch SBL, the
purpose of this research aimed to analyze the differences of
demographic variables and relationship among the spectator’s
motivation, team identification, satisfaction, and repurchase
intention. The data collected by questionnaire investigation
method, and the statistical analyzed by SPSS. A total of 500
questionnaires were distributed, and with 463 available
questionnaires. The results found that the major motive was ‘I
would like to feel the atmosphere of the game.” The major
identification was ‘In season, you will personally find out the
message that team you supported.” The major satisfaction was
‘The record information of SBL was quick and correct.” The
major intention of repurchase was ‘You will attend at SBL
again.’” By the method of path analysis, this research also

found that the direct effects that influencing the spectator’s

II



repurchase intention were mainly with team identification and
motivation. The repurchase intention was relatively little
indirectly effects of motivation through satisfaction.
Therefore, this research suggested that the marketing manager
of SBL should focus on increasing the spectator’s motivation
and team identification, and should try their best to enhancing
the spectator’s satisfaction, to avoid the lost of the original

consumers.

Key words: Motivation, Team Identification, Satisfaction,

Repurchase Intention, Super Basketball League.
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