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Abstract

The purpose of this study was to explore spectator
behaviors of Super Basketball League (hereby refers to SBL)
and to 1identify the causal relationship among spectator
involvement, team identification, satisfaction, loyalty and
extension behaviors. Questionnaire for the survey entitled
“SBL Spectator Behavior”, which consisted of six sections
and measured by Likert 5 point Scale was managed to gather
data from spectators attending to the SBL games in its 5'"
operating year. The randomly sampling was applied and 480
questionnaires were distributed with a 410 wvalid response
(85.4% return rate).

Demographics, reliability and validity were measured by
Statistical Package for Social Science (SPSS), while the paths
and correlations among studied variables were measured by
AMOS. The indices of model fit, RMR =0.05 RMSEA
=0.061 GFI =0.843 AGFI=0.816 CFI=10.932 NFI=0.892,
indicate that this model fits its sample data.

The findings of this study show that the majority of

il



respondents for the study are female, ages 21-30 years old
with bachelor degree. The spectators self-considered the loyal
fans and committed to the team they support. Spectators
pointed out that they satisfied with the overall spectating
atmosphere most and willing to recommend SBL to others. The
results also indicate that the loyal fans were willing to
spectator basketball games other then the SBL, therefore the
extension behaviors are determined on this study. Finally, the
path analysis shows that involvement, team identification,
satisfaction, loyalty and extension behaviors are positive
correlated except the path from team identification to
satisfaction. The indirect effect coefficient indicates that
involvement and team 1identification indirectly 1impact

extension behaviors via loyalty.

Key words: SBL, involvement, team identification,

satisfaction, loyalty, extension behaviors.

v



vii

A ODN OWOWN

13
20
24
43
57
61

68
69
72



SBL

vi

73
73
87

90
94
96
108
117

123
126

128
132

146
149
152



2-1-1
2-1-2
2-2-1
2-4-1
2-4-2
2-4-3
2-5-1
2-5-3
2-6-1
2-7-1
3-2-1
3-2-2
3-2-3
3-3-1
3-3-2
3-3-3
3-4-1
3-4-2
3-4-3
3-5-1
3-5-2
3-5-3
3-6-1
3-6-2
3-6-3

SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL
SBL

CBA

vii

SBL

12
14
27
30
40
47
56
59
62
75
76
76
77
78
79
80
81
82
83
84
85
86
86
87



4-1-1 92

4-2-1 94
4-3-1 T 97
4-3-2 98
4-3-3

99
4-3-4 101
4-3-5 103
4-3-6

105
4-3-7

106
4-4-1 109
4-4-2 112
4-4-3 113

4-4-4 116

viii



2-4-1 33

2-4-2 35
2-4-3 ACSI 37
2-4-4 ECSI 38
2-5-1 45
2-5-2 49
3-1-1 68
3-1-2 69
3-3-1 72

4-4-1 114

X



2001

2001

1999



Basketball League, SBL
Wakefield Sloan (1995)
Anderson Fink (2002)
SBL
SBL
SBL
SBL

SBL

Super

Trail,



SBL ?

SBL

SBL

16

2007 11 30 2008 2 17

16



5 Likert

Scale

SBL

SBL



SBL
High-school Basketball
League HBL University Basketball
Association UBA



(Pitts, Fielding & Miller, 1994)
2000

SBL



2000 8.34

3.26 2-1-1
2-1-1
l. 8.34 5.00
2. 3.26 1.96
11.6 6.96
2000

http://www.dgbasey.gov.tw/dgbas03/bs4/econdexa.xls



SBL

SBL

11

30

2007

12

2007

2007

2003 4

2003 5

11

SBL
YAM



SBL

7
SBL
SBL
4
« )
5
18
18
SBL

2007 6 25

SBL

SBL



2007
2000 12 7

2007

1965 6

40

1994

CBA

2007

1983 2000

1973 1974

1968 1969

-10 -



1995

2-1-2

1999

SBL
SBL
SBL

SBL

CBA SBL

-11 -



2-1-2 CBA SBL
SBL
CBA
24 30
45~60
CBA ESPN
NIKE
ESPN
( CBA

200

-12 -



2000
2003
SBL
SBL

SBL

SBL

1947 Sherif Cantril
Krugman
1965
Engel Blackwell (1984)

Antil (1984)

Howard

-13-



Sheth (1969)

Funk, Ridinger

Moorman (2004)

Laurent Kapferer (1985)
2-2-1
2-2-1
Sherif & 1947 ego
Cantril involvement
Krugman 1965
Howard & 1969

Sheth

-14-



Zaichkowsky

Celsi &
Olson

Swinyard

Menon &
Kahn

Peter &
Olson
Schiffman &
Kanuk

Hahha &
Wozniak

1985

1988

1990

1993

1995

1999

2000

2001

-15-



(Zaichkowsky,
1986)
1 Involvement with Advertisement
(Greenwald Leavitt, 1984)

1990

2 Involvement with Product
(Warrington Shim, 2000)
(Bloch Richins, 1983)

-16 -



3 Involvement with Purchase

Myung  Mittal (1989)

(Houston Rothschild, 1978)

1 Situation Involvement

(Celsi & Olson, 1988)

1990

-17 -



2 Enduring Involvement

Houston Rothschild (1978)

(Bloch & Richins, 1983)
Venkatramen (1989)

1998

3 Response Involvement

1993  Rothschild (1979)

Tyebjee (1979)

-18 -



Engle Blackwell (1984)

C )
Laurent Kapferer (1985)
(Involvement Profile, IP)
Likert

Consumer Involvement Profile
CIP
1
2
3
4
( ) Personal Involvement Inventory
PII

Zaichkowsky (1985)

-19-



20

PII
PII
20
Mcquarrie Munson (1992) PII
PII 8 2 10

RPII ( Revised Personal Involvement Inventory)
PII

Zaichkowsky (1985)

Capella
(2002)
SBL

SBL

=20 -



Bronfenbrenner (1960)

(Hall, 1996)

Parsons (1951)

1987

-21-



1987

Bandura (1969)

1987
Mael Ashforth (1992)
Spectators
Wann Branscombe (1996)
Fisher Wakefield (1998)

-22 -



Tajfel Turner (1985)

In-group Favoritism

SBL

2005

SBL

-23-



SBL Wann Branscombe (1993)

1965
Cardozo
Howard Sheth (1969)
Hempel (1977)
Tse Wilton
(1988)
Engel, Blackwell Miniard (1995)
Hernon, Nitecki Altman (1999)

-4 -



Kotler (1999)

1. Transaction-Specific

Oliver (1981)

Woodruff (1983)

Hunt (1977) ,

Bolton Drew (1991) Bitner (1990)
2. Cumulative

Woodside Daly (1989) Bearden Teel
(1983) Churchill Surprenant (1982)

Fornell (1992)

-25-



1. Cognitive

Westbrook (1980)

Miller (1977)

Oliver (1980)

Disconfirmation

2. Affective

Westbrook (1980 )

Churchill

Oliver (1981)
Woodruff (1983)

=26 -

Kotler (1991)

Surprenant (1982)



Cadotte
Jenkinds (1987)

2-4-1

Oliver(1981)

Bolton &
Drew(1991)
Bitner(1990)
Woodruff(1983)
Hunt(1977)
Woodside &
Daly(1989)
Bearden &
Teel(1983)
Churchill &
Surprenant(1982)
Fornell(1992)

-27-



Kolter(1991)

Westbrook(1980)

Oliver(1980)

Churchill &

Suprenant(1982)

Cadotte &

Jenkinds(1987)

Woodruff(1983)

Oliver(1981)

Westbrook(1980)

=28 -



Oliver (1981)

Expectancy Disconfirmation

Theory

2-4-2
1999 2001 2004

-29-



2-4-2

Adler &

Robinson(1980)
Expectancy Gloia &
Disconfirmation Stearns(1980)
Theory Oliver(1980)

Festinger(1983)

Dissonance Kotler(1991)
Theory

Folkers(1984)
Attribution Weiner(1985)
Theory Folkers,Doletsky

& Graham(1987)

Sherif &
Assimilation Hovland(1961)
V Contrast Olshavsky &
Theory Milier(1972)

Anderson(1973)
Olson &
Dover(1979)

-30 -



Latour &

Satisfaction Peat(1979)
Theory

Thibaut &
Comparison Kelley(1959)
Level Theory

Latour &
Adaptation Peat(1979)
Theory Bearden &

Teel(1983)
LaBarbera &
Mazursky
(1983)
Oliver &
Equality Theory Desarbo(1988)
Huppertz,
Arenson &
Evan(1980)
Latour &
Psychological Peat(1979)
Consistency

Theory

231 -



Expectancy Disconfirmation Theory

2-4-1
Tse Wilton (1988)
l. Dissonance Theory
(Festinger, 1983)
2. The Perceived Performance Models

(Churchill &

Suprenant, 1982)

3. Norms in Models of Consumer

Satisfaction

(Woodruff, Cadotte & Jenkins, 1983)
4. Multiple Process Models

(Tse & Wilton, 1988)

5. Adaptation Theory

-32-



(LaBarbera & Mazursky, 1983)

—
A
2-4-1
2004
25
( ) Perspective of Interest Model
l. Equity Theory

Huppertz, Arenson

Evans (1978)

Output Input

-33-



Oliver Desarbo (1988)

Attribution Theory

Binter (1990)
Folkes (1984)

Redress Theory

Parasuraman, Zeithmal Berry(1993)
2-4-2

-34 -



A\ 4

2-4-2

2004
ADSL
22
American Customer
Satisfaction Index ACSI
Fornel ACSI
2-4-3

-35-



Customization

Relability

-36 -



2-4-3 ACSI

2004
ADSL
23
Fornel Swedish Customer
Satisfaction Barometer SCSB
ACSI
ECSI Hard Ware
Human Ware
ECSI
2-4-4

-37-



XTI

2-4-4 ECSI

2003
38
Czepiel, Larry Adebayo (1974)
overall satisfaction
Day Landon (1977)

-38 -



(Westbrooks, 1980
1980)

Pfaff (1977)

Simple Satisfaction Scale

Not Satisfied

Mixed Scale

Expectational Scale

Attitude Scale

-39 -

Oliver,



Affect Scale

2005
2-4-3
2-4-3
Czepiel, Rosenberg 1974 1
& Akerele 2
3
Westbrook 1981 1
2
3
Crosby & Stephens 1987 1
2
3
Zeithaml 1988 1
2

- 40 -



[a—

Walter & Jack 1996

AN L B W

Zeithaml & Binter 1996 1

N B W N

2005

2006
SBL

Kotler

1996

-41 -



SBL

SBL

(Zeithaml, 1988)

(Zeithaml, 1988)

-42 -



Jacoby David (1973)

Parasuraman, Zeithmal Berry (1993)
( Loyalty )
l.
3.
5.
Prus Brandt (1995)

-43 -



Jones Sasser (1995)

Kandampully (1998)

Raphel Raphel (1995)

2-5-1

Prospect

Shopper

Customer

Client

- 44 -



Advocate

2-5-1
2003

- 45 -

30



Oliver (1999) Jacoby Chestnut (1978)

Cognitive Loyalty

Affective Loyalty

Conative Loyalty

Action Loyalty

Action Inertia

Chaudhuri Holbrook (2001)

- 46 -



Jacoby &
David

Parasuraman,
Zeithmal &

Berry

Kandampully

Jones &

Sasser

1973

1988

1998

1995

-47 -



Prus &
Brandt

Raphel &
Raphel

Oliver

Chaudhuri
&
Holbrook

1995
1995
(Prospect)
(Shopper)
(Customer)
(Client)
(Advocate)
1999
1.
2. 3
2001 1.

- 48 -



1999 Shoemaker Lewis

Royalty Triangle 2-5-2

Value Added

Value Recovery

2-5-2

2005

28

- 49 -



Attribution Theory

Bem (1972)

-50 -



Consumer Decision Process

Attitude Models
Fishbein Ajzen (1975)

Repeat Purchasing
Assael (1987)

=51 -



2. Purchase Acceleration

3. Brand Expansion

(Blattberg
& Neslin, 1990)

4. Brand Expansion

(Blattberg & Neslin, 1990)

-52.-



12

2002

NCR

5%

-53-

60%~100%



(Jacoby & David, 1973)

Fornell (1992)
Gronholdt,

Martensen Kristensen (2000)

Jones Sasser (1995)

-54 -



Griffin (1997)

2002

-55-



2-5-3

Janes & Sasser 1995

Griffin 1997

Gronholdt et al 2000

2002

2005

W N

A~ W N A~ W N

BOW N

Fornell (1992)

- 56 -



SBL

2005

(Reichheld, 1996)

(Lassar, Mittaal, &
Sharma, 1995) Kotler (1997)

2004

-57 -



(Hartman, Price, & Duncan,

1990 Park, Milberg, & Lawson, 1991)

(Kotler, 1997)

Aaker
Keller (1990)

SBL HBL UBA

-58-



1991 Park, Milberg, & Lawson, 1991

(Aaker & Keller, 1990 Boush & Loken,

Keller & Aaker, 1992

Broniarczyk & Alba, 1994 Sheinin & Schmitt, 1994 Lane,
2000)

2-6-1

2-6-1

Aaker & 1990
Keller
Boush & 1991
Loken
Park, 1991
Milberg &
Lawson
Keller & 1992
Aaker
Broniarczy 1994

k & Alba

-59.



Sheinin & 1994
Schmitt

Lane 2000

Sheinin 2000

Taylor & 2002

Bearden

- 60 -



Sheinin & Schmitt (1994) Lane (2000)

Zaichkowsky (1985)
Oliver Bearden (1983)
Laverie

Arnett (2000)

2002

2002

-6l -



2004

2006
2-7-1

1997

2000

2003

-62 -



2003

2004

2004

2006

Madrigal (1995)

-63 -



Kassarjian Sheffet (1981)

(Petty, Cacioppo, & Schumann, 1983

Fisher & Wakefield (1998)

Laverie Arnett (2000)

2004

- 64 -

2001



Bitner (1990)
Reicheld Sasser (1990)

(Reidenbah & Minton,

1991) Anderson Sullivan (1993)
Hallowell (1996) 37%
Neal (1999) 10

Oliver

Millan (1992)

- 65 -



Jones Sasser (1995)

SBL

SBL SBL

Aaker Keller (1990)

(Reciprocal Effect) Lassar, Mittal Sharma (1995)

Moshkin Shachar (2002)

- 66 -



(Telser, 1979 Harlan, Krishna,
Lehmann, & Mela, 1995) SBL 12 3
HBL UBA

SBL HBL UBA

-67 -



-1-1

- 68 -




Xll—»‘
X24—>»

X25

1177 07T

—> X12

N

01

A

-1-

X29

X30

X131

X392

bée

!

Kolter(1997)

- 69 -



H1

HI-1
HI1-2
HI-3
Hi1-4
HI1-5
H1-6
H1-7
H2

H2-1
H2-2
H2-3
H2-4
H2-5
H2-6
H2-7
H3

H3-1
H3-2
H3-3
H3-4
H3-5

-70 -



H3-6
H3-7
H 4

H4-1
H4-2
H4-3
H4-4
H4-5
H4-6
H4-7
H5

H5-1
H5-2
H5-3
H5-4
H5-5
H5-6
H5-7

Ho6
H7
HS
HO9
HI10
HI11

-71 -



A

\ 4

-F=—-—=-

A

3-3-1

-72 -

\ 4




SBL
16 96
97 1 13

2006 2005 2005

SBL
SBL

Likert-Type Five-Points Rating Scale

16 SBL

-73 -

12 28

2006



96 11 30 96 12 16

320 280
87.5%
SPSS 10.0
1
27% 0.05
2
0.5
2006
Mcquarrie Munson
1992 RPII Revised Personal Involvement
Inventory 10

27%
0.05
3-2-1

- 74 -



3-2-1 SBL
CR p
-17.00 .000
-12.54 .000
-14.61 .000
-17.51 .000
-12.08 .000
-14.88 .000
-14.28 .000
-18.69 .000
SBL -17.50 .000
SBL -16.45 .000
KMO 0.93 0.5 Barlett’s
1635.42 p 0.001
57.97%
3-2-2
3-2-2 SBL
SBL 0.84 0.71
0.82 0.67
0.81 0.66
SBL 0.81 0.65

-75 -



0.76 0.58
0.75 0.56
0.73 0.54
0.73 0.53
0.71 0.50
0.64 0.41
% 57.97
3-2-3 Cronbach’s
Alpha 0.92,
3-2-3 SBL
[tem-Total Cronbach’s
Correlation Alpha
0.67
0.56
0.69
0.77
L 0.63
0 69 0.92
0.66
0.75
SBL 0.79
SBL 0.75

-76 -



2005

Wann Branscombe
(1993) 4
5 4 3 2 1
27%
0.05
3-3-1
3-3-1 SBL
CR p
SBL XX -19.70 .000
SBL XX -20.01 .000
SBL -19.71 .000

SBL -17.80 .000

-77 -



KMO 0.77 0.5 Barlett’s

627.33 p 0.001

73.27%

3-3-2

3-3-2 SBL
SBL XX 0.89 0.80
SBL 0.85 0.72
SBL XX 0.84 0.70
SBL 0.84 0.71
% 73.27
3-3-3 Cronbach’s

Alpha 0.88,

-78 -



3-3-3 SBL

Item-Total Cronbach’s

Correlation Alpha
SBL 0.80
XX
SBL 0.73
SBL XX 0.71 0.88
SBL 0.72

2006
Zeithaml (1988)
12

27%
0.05

=79 -



3-4-1

3-4-1 SBL

CR p
SBL -10.56 000
SBL -10.07 000
SBL -9.22 .000
SBL -10.96 .000
SBL -12.86 .000
SBL -13.01 .000
SBL -12.83 000
SBL -14.02 .000
SBL -14.41 .000
SBL -12.91 .000
-10.21 000
-3.26 002

KMO 0.88 0.05 Barlett’s

1541.68 p 0.001
66.02%
1 SBL

SBL

- 80 -



3 SBL

KMO 0.89 0.5 Barlett’s
1351.20 p 0.001
67.27%
3-4-2
3-4-2 SBL
SBL 0.88 .82
SBL
0.86 .80
SBL
0.77 .65
SBL 0.63 .44
0.85 .80
0.85 .74
SBL 0.72 .59
SBL 0.63 .64
SBL
0.58 .59
% 36.13 31.14
% 36.13 67.27

-81 -



3-4-3 Cronbach’s
Alpha 0.89,

3-4-3 SBL

Item-Total Cronbach’s

Correlation Alpha
SBL 0.73
SBL 0.74
0.85
SBL 0.64
SBL 0.51
0.68
0.59
SBL 0.59
0.86
SBL 0.72
SBL 0.68

Alpha 0.89

-82-



2005

5
5 4 3 2 1
27%
0.05
3-5-1
3-5-1 SBL
CR p
SBL -10.88 .000
-11.88 .000
SBL
SBL -12.89 .000
SBL -12.70 .000

SBL -8.45 .000

-83-



KMO 0.76 0.5 Barlett’s

525.01 p 0.001

57.67%

3-5-2

3-5-2 SBL
SBL 0.84 0.70
0.83 0.69
SBL
SBL
0.75 0.57
SBL 0.68 0.47
SBL
0.68 0.47
% 57.67
3-5-3 Cronbach’s

Alpha 0.80,

-84 -



3-5-3 SBL
[tem-Total Cronbach’s
Correlation Alpha
SBL 0.69
0.66
SBL
SBL 0.55
0.80
SBL 0.54
SBL 0.54
2006
Sheinin Schmitt (1994) Lane
(2000) 4
5 32 1
27%
0.

3-6-1

-85 -



3-6-1 SBL

CR p
UBA -13.42 .000
HBL
UBA -19.21 .000
HBL
-19.41 .000
UBA HBL
-18.61 .000
UBA HBL
KMO 0.76 0.5 Barlett’s
699.32 p 0.001
72.29%
3-6-2
3-6-2 SBL
UBA 0.91 0.83
HBL
UBA 0.90 0.82
HBL
0.89 0.80
UBA HBL
0.67 0.44
UBA HBL

% 72.29

- 86 -



3-6-3 Cronbach’s

Alpha 0.80,
3-6-3 SBL
[tem-Total Cronbach’s
Correlation Alpha
UBA 0.80
HBL
UBA 0.73
HBL
0.88
0.72
UBA HBL
0.71
UBA HBL

SPSS for Windows10.0 Amos7.0
SPSS

Amos

1. Descriptive Statistics

- 87 -



2. Item Analysis

0.3
2000 0.5
2001 0.5
3. Factor Analysis
Bartlett’s Test of Sphericity KMO

Kaiser-Meyer-Olkin Measure of Sampling Adequacy

Principle

Component Analysis 1.0
4. Reliability Analysis
Cronbach a o
a .70

.80 .90
( 2000)
5. T T-Test

SBL

6. One Way Analysis of Variance,
ANOVA

- 88 -



SBL

Scheffe’ Method

Structural Equation Model, SEM

2001

p<0.05
p 0.05

-89 -



410

215

SBL

96 12 28 97 1 13
SBL
480
85.4%

195 47.6%
52.4% SBL

-90 -



21 30 214

52.2% 16 20 38.8% SBL
16 30
265
64.6% SBL
244
59.5% SBL
20,000 258
62.9% SBL
160
134 32.7% 20.7%

20.5%

-91 -



%

16-20
21-30
31-40
41-50
51

195
215
159
214
26

S NDo

66
44

265
34

25
24
32
11
12
46
14
244

47.6
52.4
38.8
52.2
6.3
2.2
0.5

0.2
16.1
10.7
64.6

N N9 W N

-92-



%

20,000

20,001-30,000
30,001-40,000
40,001-50,000
50,001-60,000
60,001-70,000
70,001

258
52
52
22

11
136
142
132
18
10
12

85

84
134

63

34.6
32.2
4.4
2.4
2.9
1.0
20.7
20.5
32.7
15.4

-93.



SBL

SBL
4-2-1
1 SBL SBL
M=4.27 SD=0.65 SBL
2 SBL SBL
M=3.81 SD=1.05
3 SBL SBL
M=3.79 SD=0.77
4 SBL
SBL M=4.15 SD=0.78
SBL
5 SBL
UBA HBL M=3.50
SD=0.84 SBL SBL
4-2-1
SBL 4.27 0.65
SBL 4.15 0.75
SBL 4.13 0.82
SBL 4.06 0.83
SBL 3.83 0.87

-94 -



SBL

SBL
SBL
SBL

SBL
SBL
SBL
SBL
SBL

SBL

SBL
SBL
SBL

SBL

A W W W W

.81

.61

.60
51

.79

17
.72
.69

.66
.15

.13
.05

.30
.24

o O o o O

.05

.10

.87
.97

17

.86
.83
.73

.85
.78

.73
.78

.02
.01

-95-



HBL

HBL

HBL

HBL

HBL

UBA

UBA

UBA

UBA

UBA

3.50

3.45

3.35

3.33

3.50

0.84

0.79

0.85

0.82

0.84

4-3-1

- 96 -



4-3-1

T
3.74 6.67 404.88  -4.00%*
4.01 6.74
3.48 3.57 401.80  -3.44%*
3.78 3.48
3.44 5.66 407 ~6.10%*
3.79 4.70
3.59 3.53 393.43  -5.31%*
3.94 3.20
3.24 2.89 399.21  -4.43%%
3.55 2.74
*kp< 01  *p<.05
4-3-2
16-20
21-30 16-20
SBL
16-20 21-30
31-40

-97-



4-3-2

F
a.16-20 4.12 6.50 9.31** a>b
b.21-30 3.71 6.68
c.31-40 3.82 6.23
d.41-50 3.70 6.00
e.51 4.05 0.71
a.16-20 3.93 3.21 8.15** a>b
b.21-30 3.44 3.61
c.31-40 3.47 3.54
d.41-50 3.42 3.87
e.51 4.38 0.71
a.16-20 3.82 5.13 7.63%*%* a>b,c
b.21-30 3.51 5.22
c.31-40 3.38 6.10
d.41-50 3.56 5.05
e.51 3.61 2.12
a.16-20 4.03 3.27 10.03** a>b,c
b.21-30 3.62 3.43
c.31-40 3.53 2.80
d.41-50 3.62 3.52
e.51 3.90 0.71
a.16-20 3.57 2.98 3.89%% a>b
b.21-30 3.31 2.71
c.31-40 3.16 2.98
d.41-50 3.45 2.99
e.51 3.38 0.50
*%xp< 01 *p<.05
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4-3-3

4-3-3
F

a. 3.85 3.54 6.00%** b>d,e
b. «C ) 4.19 6.42

c. 3.94 5.89

d. 3.84 6.97

e. 3.54 5.48

a. 3.50 5.66 9.22%% b>d,e
b. «C ) 4.13 3.26

c. 3.77 3.12

d. 3.56 3.54

e. 3.11 3.29

*%p<. 01  *p<.05
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3.50 0.71 4.92% b>d,e
() 3.87 5.58
3.68 4.77
3.58 5.41
3.36 4.43
3.60 1.41 8.03**  b>d,e
« ) 4.10 3.22
3.89 3.09
3.73 3.48
3.33 2.96
3.38 0.71 4.41% b>d,e
( ) 3.73 3.17
3.39 2.71
3.35 2.74
3.21 2.96
**p<. 01 *p<.05
4-3-4
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4-3-4

F
3.27 7.63 4.84*% h>a
3.75 5.73
3.73 8.35
3.49 5.09
3.73 5.77
3.80 6.75
3.93 6.62
4.01 6.36
4.01 0.71
2.94 3.80 3.74** h>a
3.64 3.31
3.48 4.21
3.09 2.84
3.38 2.97
3.57 3.71
3.48 3.83
3.78 3.34
3.88 3.54

**p<.01

*p<.05
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a. 3.14 6.46 4.33** h>a
b. 3.54 5.29

c. 3.41 5.04

d. 3.40 3.32

e. 3.44 5.67

f. 3.65 5.39

g. 3.43 5.25

h. 3.73 5.14

1. 3.78 4.24

a. 3.26 3.76 5.21*% h>a
b. 3.47 2.82

C. 3.53 3.78

d. 3.60 1.10

e. 3.57 2.82

f. 3.66 3.50

g. 3.74 2.92

h. 3.93 3.36

1. 3.60 1.41

a. 3.16 3.13 2.22%
b. 3.31 2.66

c. 3.31 2.21

d. 3.00 2.41

e. 3.31 2.38

f. 3.20 2.65

g. 3.32 3.95

h. 3.52 2.90

1. 3.63 2.12

**p<.01 *p<.05
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20,000
30,001-40,000
4-3-2
F

.20,000 4.00 6.31 4.14%*
.20,001-30,000 3.69 6.69
.30,001-40,000 3.66 7.80
.40,001-50,000 3.66 8.26
.50,001-60,000 3.39 3.85
.60,001-70,000 3.85 5.61

70,001 3.71 7.60

20,000 3.76 3.32 3.77%
.20,001-30,000 3.57 3.90
.30,001-40,000 3.32 3.93
.40,001-50,000 3.35 3.91
.50,001-60,000 2.82 2.69
.60,001-70,000 3.85 3.85

70,001 3.30 2.71

**p<.01 *p<.05
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4-3-2

F
a.20,000 2.50 5.15 4.23%%*
b.20,001-30,000 3.57 5.17

¢.30,001-40,000 3.44 5.54

d.40,001-50,000 3.43 6.93

€.50,001-60,000 3.00 5.23

£.60,001-70,000 3.42 4.40

g.70,001 3.37 4.08

a.20,000 3.91 3.31 6.60%* a>c
b.20,001-30,000 3.75 3.46

¢.30,001-40,000 3.49 3.32

d.40,001-50,000 3.41 3.23

€.50,001-60,000 3.17 2.67

£.60,001-70,000 3.25 2.76

g.70,001 3.47 4.32

a.20,000 3.52 2.88 4.27%* a>c
b.20,001-30,000 3.29 2.10

¢.30,001-40,000 3.03 2.70

d.40,001-50,000 3.34 3.11

€.50,001-60,000 3.36 3.99

£.60,001-70,000 3.47 2.90

g.70,001 3.11 3.05

*%xp< 01 *p<.05
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SBL
SBL
4-3-6
F
a. .72 .87 7.47% c>a
b. -89 .70
c. .03 .40
a. 49 .20 3.88%* c>a
b. .62 10
c. 19 .23
a. 44 94 11.271%* b,c>a
b. .66 .65
c. 17 18
a. 54 .99 13.53%% b,c>a
b. .84 71
c. 95 .36
*kp<. 01 *p<.05

- 105 -



a. 3.31 2.61 4.71%* c>a
b. 3.32 2.91
c. 3.56 3.02

x¥p< 01 *p<.05

4-3-7
4-3-7
F

a. 3.47 5.87 5.22%% e>h
b. 4.01 4.38
c. 3.53 5.40
d. 4.15 7.77
e. 4.09 5.83
f. 3.77 5.95
g. 4.00 6.42
h. 3.63 8.93

x¥p< 01 *p<.05
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F

3.42 2.93 7.76%% e, f,g>h
b. 3.78 3.48
C. 3.02 3.23
d. 3.69 4.11
e. 3.92 3.15
f. 3.69 3.17
g. 3.77 3.38
h. 3.03 4.00
a. 3.39 5.53 S5.11** e,g>h
b. 3.74 3.56
C. 3.43 4.43
d. 3.39 7.23
e. 3.75 4.41
f. 3.49 5.33
g. 3.79 5.05
h. 3.37 6.43
a. 3.53 3.66 S5.12%* e,g>h
b. 3.94 2.16
C. 3.48 2.39
d. 3.80 3.74
e. 3.94 2.91
f. 3.67 3.31
g. 3.94 3.15
h. 3.43 4.42
% p< 01 *p<.05
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a. 3.67 2.40 2.20%*
b. 3.33 5.33
C. 3.38 2.43
d. 3.38 4.20
e. 3.56 2.60
f. 3.25 2.82
3.44 2.77
h. 3.26 2.96
*%p< 01 *p<.05
AMOS
Bagozzi Yi 1988
(Freliminary Fit Criteria) (Overall Model
Fit) (Fit of Internal Structure of
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Model)

2.

3.

4. 4 .95

5.

4-4-1
T

X1 .38 13.76%%* 67 028
X2 .20 13.56%%%* 73 015
X3 31 13.43%%% 75 023
X4 21 12.57%%* .85 017
X5 .24 13.43%%% 75 018
X6 .25 12.97%%x* .82 019
X7 .26 13.30%%* 78 020
X8 21 12.85% %% .83 017
X9 17 11.75% %% .89 015
X10 .30 12.81%%* .83 023

*%x%xp< 001
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X11
X12
X13
X14
X15
X16
X17
X18
X19
X20
X21
X22
X23
X24
X25
X26
X27
X28
X29
X30
X31
X32

.36
.21
.31
.20
.33
.25
22
.31
.34
.26
.37
.45
.43
.14
.11
.16
.74
.56
.45
.23
.06
.14

12.03%**
11.33%%*
I1.11***
10.18%**
13.28%**
11.86%%**
11.40%**
12.45%**
12.84%**
12.88%**
13.471***
13.77%**
13.63%**
10.28***
9.86%**
11.17%**
13.93%**
13.38%**
13.72%**
12.40%***
5.38%**
9.25%%*

.82
.85
.86
.89
.66
.81
.83
.76
.13
.72
.64
.54
.58

.88
.89
.86

50

.68
.62
.81
.95
.90

030
018
028
020
025
021
019
025
026
020
027
033
031
013
011
014
053
042
033
019
012
015

*%%p< 001
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4-4-1
0.5~0.95

GFI=.856 AGFI=.829 RMR=.046

2
Hair, Anderson, Tatham, Black (1998)
(1)
x2 df=2.502 p=0.00

(GFI) =0.843 (RMSEA) =0.061

(2)
(AGFI) =0.816 (NFI)
=0.892 (CFI) = 0.932
(3)
(PNFI) (PGFI)

GFI AGFI NFI
.08 Hair et al., (1998) GFI AGFI 1

Baumgartner Homburg(1996) 1977-1994
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SEM 184 GFI
AGFI 24% 48%
4-4-2
4-4-2
l. Chi-Square test -value
( 1 ) p P=0.00
.05 ?
2. 3
2.502
y2 df <3
3. Root Mean Square
0.050
Residual, RMR 0.1
4. Root Mean
Square Error of Approximation RMSEA 0.061
0.08
5. Goodness of Fit Indices
0.843
GFI 0.9
6. Adjusted Goodness of
0.816
Fit Index AGFI 0.9
7. Comparative Fit Index
0.932
CFI 0.9
8. Normal Fit Index NFI
0.892
0.9
9. (PNFI) 0.5? 0.810
10. (PGFI) 0.5? 0.719
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(Individual Item Reliability)

AMOS
R-Square Squared Multiple Correlation (SMC)
SMC
(Composite Reliability CR)
CR
0.7 CR
0.7
(Variance Extracted VE)
VE
VE
Fornell Larcker
(1981) 0.5 VE
0.5 Fornell Larcker (1981)
4-4-3
4-4-3
1 0.5 ?
2 0.7 ?
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AMOS

B2**
.03////

42550\ oot /.16
\ 4
.33***
4-4-1
0.62 SBL
H6

0.01 SBL

H7

H8
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0.42

0.16

0.34

0.33

- 115 -

SBL
HS8

SBL
HO9

SBL
HIO

SBL
HI1



4-4-4

H1

HI-1
HI1-2
HI1-3
H1-4
HI-5
HI1-6
HI1-7
H?2

H2-1
H2-2
H2-3
H2-4
H2-5
H2-6
H2-7
H3

H3-1
H3-2
H3-3
H3-4
H3-5
H3-6
H3-7
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H4
H4-1
H4-2
H4-3
H4-4
H4-5
H4-6
H4-7
HS
HS5-1
HS5-2
HS5-3
HS5-4
HS5-5
HS5-6
HS5-7
H6
H7
H8
HO9
H10
H11
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2005

16 20
2004

2004

2002
2006

2005
21 30
38.8%
2005
2004
SBL
2000
20,000 63 %

- 118 -

SBL
52.2%
2004
51
SBL
65%
2005
60 %
SBL
2005

134



32.7%
20.5%

SBL

2007

SBL

2006
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20.7%

16-30

2004



SBL

2005 2004
2004
16-30
SBL
HBL UBA
16-20
21-30 HBL
UBA 20,000
30,001-40,000 HBL UBA

HBL UBA
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HBL UBA

SBL
SBL
SBL
SBL
2004 2006 2006
SBL SBL
SBL
SBL
SBL
SBL
SBL
2004 2004
SBL
SBL
SBL
Laverie Arnett, 2000

2004 2004
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SBL

SBL

SBL

2004

2004

SBL

HBL
SBL

2002
2006 SBL

UBA SBL
UBA SBL
HBL UBA
SBL
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2004



SBL

SBL

SBL

SBL

SBL
SBL

SBL
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SBL



SBL
HBL UBA

21-30

21-30

21-30

30,001-40,001
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16-20

16-20

16-20

20,000



16-20

21-30
20,000
30,001-40,001
16-20
21-30
SBL
SBL

SBL SBL
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SBL

SBL

SBL

SBL

SBL

SBL

CBA

SBL

SBL
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SBL

SBL
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YAM -SBL 2007
http://sports.yam.com/special/sbl/teams list.php
2005 —
(SBL)
1996
2000
2007/11/01
http://www.dgbasey.gov.tw/dgbas03/bs4/econdexa.xls
2007
http://www.espnstar.com.tw/sbl/

2002

2006

1999

2004

2001

2004
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2007

2006

(1998)

2003

2005

2004

2002

2000 SPSS
2000

2004
ADSL
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2002

2005 SBL

2004

2005

2004

2000

32
2001

1987
(1993) SOR

9 144-177
2001

1999
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87-98



1990
7(1) 15-29
2000
8 29-52
2003 91

2007
http://zh.wikipedia.org/w/index.php?title=SBL&variant=
zh-tw

2000

2004

2005 2004

2005

La new

2006

2002
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