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Abstract:

The purpose of this study is to investigate the spectators’ marketing and public
relations and sport event satisfaction with their participation in the Taipei 2017
Universiade. Meanwhile, based on the comparison of different personal background
variables, this study compares the attractiveness and satisfaction of the spectators’
marketing and public relations recognition, marketing and public relations attitude,
event planning and sport event services. A random sampling method is adopted in this
study. Among spectators, university students of the Taipei 2017 Universiade are
selected. A total of 700 questionnaires are distributed and 680 valid questionnaires are
collected. The effective recovery rate is 97.14%. The research tool of this study is
“Satisfaction scale of marketing and public relations effect and sport event satisfaction
of the Taipei 2017 Universiade”. This study uses statistical methods such as descriptive
statistics, independent sample t-tests, and so forth. The results of this study are: (1) In
the Taipei 2017 Universiade, spectators have the highest attractiveness with “Internet”
in “media tools” of marketing and public relations recognition, followed by the factor of
“TV”; (2) In “marketing and public relations attitude” of the Taipei 2017 Universiade,
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“marketing and public relations present efforts and earnest of Taiwan” ranks the
highest, followed by “marketing and public relations are impressed”; (3) In “sport event
services” of the Taipei 2017 Universiade, “auditorium” ranks the highest, followed by
“broadcast notification”; (4) There is no significant difference in the attractiveness and
satisfaction among spectators with different personal background for “marketing and
public relations recognition”, “marketing and public relations attitude”, and “sport
event services” in the Taipei 2017 Universiade.

Keywords: Taipei 2017 Universiade, sport event satisfaction, marketing and public
relations effect.

1. Introduction

1.1. Research Background and Motivation

In recent years, for large-scale sports events, it is an important activity for urban
development. In addition to driving tourism benefits, gaining international recognition,
and being able to gain exposure in the international media. Therefore, in order to
become an international metropolis, all major cities in the world could achieve this goal
by applying for a large-scale sport event (Hung, 2017). All countries in the world host
international sport events to create economic benefits and employment opportunities
(Li, Blake, & Thomas, 2013).

After five rounds of bidding, Taipei finally succeeded in winning the host city of
Universiade which is known as the “Little Olympics”. The main effect of the Taipei 2017
Universiade would be: increase international exposure. It would attract global media to
compete for interviews, increase popularity of Taiwan and marketing Taipei, and it
would also expand opportunities for exchanges between Taiwan and the rest of the
world, and enhance urban competitiveness and increase Taiwan’'s exposure (Chen, Lin,
& Hung, 2015).

By organizing international sport events, in addition to breaking the gap
between people and promoting the people’s recognition of sport events and the contact
between national people and international community, it could also attract the attention
of the media and the public, provide positive benefits to the country’s popularity and
image, and promote international exchanges and cooperation (Liu, & Yeh, 2003; Cheng,
2004). The sport events could be reported by the mass media to expand the promotion
effect and promote the development of sports. Sport marketing has become an
indispensable factor in sport events (Giatsis, Kollias, Panoutsakopoulos, &
Papaiakovou, 2004). In Liu’s (2011) research of college students” understanding of the
Shenzhen 2011 Universiade, it is pointed out that the lack of publicity of the
Universiade and the lack of information in the public media revealed that some
students have no idea that the 2011 Universiade is held in Shenzhen.

Therefore, this study would explore the university students among spectators as
a research object, investigate the satisfaction of Taipei 2017 Universiade, and analyze
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the marketing and public relations effect. The results of this research would provide a
reference for Taiwan’s attempted international sport events and relevant research, and
enhance the quality and the effectiveness of marketing and public relations of other
international sport events.

1.2. Research Purposes

According to the research background and motivation, this study explores marketing
and public relations effect, sport event satisfaction, and the correlation between these
two. The specific purposes are as follows: investigate the “marketing and public
relations effect” and “sport event satisfaction” of the college students among spectators
in the Taipei 2017 Universiade; explore the differences in the effectiveness of
“marketing and public relations” between different genders on the spot; explore the
differences in “sport event satisfaction” between different genders on the spot.

2. Research Methods

2.1. Research Object

In this study, the spectators of Volleyball Championships in the Taipei 2017
Universiade are officially sampled. The questionnaires are issued from August 20 to 29,
2017. A total of 700 questionnaires are issued, and 680 valid questionnaires are
collected. The effective questionnaire recovery rate of this study is 97.14%.

2.2. Research Tools

This study refers to the “sport event services management scale” compiled by Chiang
(2006) and the “marketing and public relations effect scale” compiled by Lin (2007) as
the framework, and uses self-editing “international sport event’s marketing and public
relations effect and sport event satisfaction of the Taipei 2017 Universiade” as study
tools.

The reliability analysis of this study uses Cronbach’s a system to obtain the
internal consistency of the scale and the a value of the activity planning subscale is .923;
the a value of the sport event services subscale is .928; the a value of the total scale is
.936. The a value of the marketing and public relations recognition subscale is .935; the
a value of the marketing and public relations attitude subscale is .872; the a value of the
total table is .965, indicating that the reliability of the scale is good, and the internal
consistency is high.

2.3. Data Processing

The data of this study is statistically analyzed using SPSS 20.0 statistical software
package. The statistical analysis methods are as follows: descriptive statistics is used to
understand the characteristics of demographic variables; independent t-test is used
applicable to compare mean between variables to see if there is a difference; the
significant levels of all statistical tests in this study are set at a=.05.
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3. Results

3.1. Narrative Analysis of Sample Characteristics

This study collects 680 valid questionnaires. The personal characteristics include
gender, exercise habits, and channel of getting competition information. The personal
characteristics of the respondents are shown in Table 1. It shows that most of the
respondents are male, the majority work out 2-3 days a week, and most of them get the
information on television broadcasts.

Table 1: Sample Basic Data Number Allocation Table

Variables Option Number of Percentage
people %
Male 382 56.0
Gender Female 298 43.8
No exercise habits 228 33.3
pobensasd
woek 141 20.7
Friends and family 72 10.6
Sports magazine 68 10.0
Television broadcast 312 45.9
Channel of getting Tourism promotional 08 41
competition information materials
Internet 156 22.9
Newspaper 3 0.4
Others 41 6.0

3.2. Analysis of Marketing and Public Relations Recognition’s Attraction on
Spectators in the Taipei 2017 Universiade

As shown in Table 2, among each facet of marketing and public relations recognition’s
attraction, the “marketing and public relations” factor ranks the highest (M=3.66),
followed by the factor “media tools” (M=3.57). According to the mean of each factor, the
marketing and public relations recognition’s attraction on spectators in the Taipei 2017
Universiade is not “attractive”. Among them, the highest score is “Internet”, with a
mean of 4.07, followed by “TV” with a mean of 3.89, indicating that Internet and TV are
more attractive media tools.
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Table 2: The Analysis Summary of
“Marketing and Public Relations Recognition’s Attraction” in the Taipei 2017 Universiade

Standard

Facets Variables Mean . . Rank
deviation
) Newspaper 3.27 1.11 9
Media tool (M=3.57) .
Magazine 3.28 1.05 8
TV 3.89 1.10 2
Broadcast 3.38 1.06 7
Internet 4.07 1.14 1
Marketing and public relations Public place poster 3.65 1.03 5
(M=3.66) Spokesperson promotional activity ~ 3.75 0.98 3
Cooperation with foreign tourism 355 0.86 6
bureaus
Promotion in large sport events 3.72 0.83 4

3.3. Analysis of Marketing and Public Relations Attitude on Spectators in the Taipei
2017 Universiade

In the Taipei 2017 Universiade, the spectators’ attitude of “marketing and public
relations” is shown in Table 3. The mean of each facet is 3.60. According to the results of
this study, the spectators have a positive attitude towards marketing and public
relations. Among these items, the highest is “marketing and public relations present
Taiwan’s efforts and earnest”, with a mean of 3.82; followed by “marketing and public
relations is very impressive”, with a mean of 3.72. The differences in personal
marketing background do not reach significant differences in marketing and public
relations attitude.

Table 3: Analysis Summary Table of
“Marketing and Public Relations Attitude” in the Taipei 2017 Universiade

Standard

Facets Variables Mean . . Rank
deviation

Marketing and public relations are easy to 360 0.970 4
understand
Mal"ketmg and public relations are very 3.05 0.895 6
boring

Marketing and public Marketmg @d public relations are worthy 370 0.966 3

) ] of appreciation

relations attitude Marketi 4 public relati de full

(M= 3.60) Marketing and public relations provide fu 366 0.950 5
information on the event
Marketu.lg and public relations are very 372 0.998 5
impressive
Marketing and public relations present 3.8 1.013 1

Taiwan’s efforts and earnest
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3.4. Satisfaction Analysis on Sport Event Services in the Taipei 2017 World
Universiade

Among each factor, the highest score of “event services” satisfaction, “auditorium”
(M=3.74) is the highest, followed by “broadcast notification” (M=3.67), “peripheral
products” (M = 3.66), “peripheral activities” (M = 3.63), and “marking guidelines” (M =
3.59), while the lowest score is “service personnel” (M = 3.51), as shown in Table 4. The
mean of each factor shows that spectators do not reach the satisfaction level for the
Taipei 2017 Universiade. In each item, the highest score is “How do you feel about the
cleanliness of the auditorium” in the “auditorium” factor, with a mean of 3.78. Huang
(2000) points out that if the overall consideration of the hardware facilities and
convenient transportation of the sport event venues, it would be helpful for spectators’
participation.

Table 4: Satisfaction Analysis of Spectators on “Sport Event Services”

Facets Variables Mean Star,ld?rd Rank
deviation
How do you feel about the brightness and comfort
oo oo 3.71 1.03 2
Auditorium of the auditorium
M=3.74 i
( ) HOVY do. you feel about the cleanliness of the 3.78 103 1
auditorium
. How do you feel about the overall service attitude 350 0.99 1
Service personnel of the service personnel
(M=3.51) How do. you feel about the interpretation ability of 351 0.98 1
the service personnel
Broadcast How. do you feel about the venue audio playback 368 1.00 4
notification quality
How do you feel about the clarity of the
(M=3.67) . . 3.67 0.98 5
interpretation of the conference broadcasters
How do you feetl abogt the marking guidelines for 3.57 0.99 10
Markine euidelines conference service offices
(M=3.5 9g) 8 How do you feel about the traffic flow guidelines
' for the sport event venue provided by the 3.62 0.99 8
conference
How do you feel about the design and quality of
. . 3.70 1.04 3
Peripheral products the souvenirs sold by the conference
(M=3.66) How do you feel about the contents of the event
3.63 1.00 7
manual produced by the conference
How do you feel about the travel information
: - : 3.65 1.02 6
Peripheral activities provided by the conference
M=3.63 i iviti
( ) How do you feel about the peripheral activities 361 0.99 9

information provided by the conference

3.5. Differences in Marketing and Public Relations Recognition’s Attraction of
spectators between Different Genders

As shown in Table 5, the independent sample t test verifies the differences in marketing
and public relations recognition’s attraction between different genders in the Taipei
2017 Universiade. The spectators with different genders have no significant differences
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in media tools (p<.05) and marketing and public relations (p<.05). Media tools are more
attractive for female spectators (M=3.60) than males (M=3.59). In these facets, marketing
and public relations, females (M=3.67) are significantly higher than males (M=3.63).

Table 5: Analysis Summary Table of Differences in Marketing and Public Relations
Recognition’s Attraction of spectators between Different Genders

Facets Gender Number of Mean Star.lde.lrd t p
people deviation value value
M 382 3.59 1.12
Media tool 0.795  0.323
F 298 3.60 1.30
. . M 382 3.63 1.12
fg;i:s::g and public 0539  0.890
F 298 3.67 1.11
* p<.05

3.6. A Summary Analysis on the Differences in Marketing and Public Relations
Attitude of Spectators with Different Genders

The independent sample t test verifies the difference in marketing and public relations
attitude of spectators with different genders in the Taipei 2017 Universiade. The
spectators with different genders have no significant difference in marketing and public
relations attitude. The male spectators” (M=3.60) marketing and public relations attitude
is significantly higher than the female’s (M = 3.56), which could be seen in Table 6.

Table 6: Summary of the difference analysis on Marketing and
Public Relations Attitude of Spectators with Different Genders

Facets Gender Number of Mean Star.lda.lrd t P
people deviation value value
Marketing and public M 382 3.60 1.023
relations attitude 0.539  0.580
F 298 3.56 0.979
* p<.05

3.7 Differences in Service Satisfaction of Spectators between Different Genders

The independent sample t test verifies the difference in satisfaction with the service of
the Taipei 2017 Universiade. The spectators with different genders have no significant
difference in the auditorium (p<.05). From the mean of each facet, it could be found that
the female spectators (M=3.65) have significantly higher service satisfaction than the
male spectators (M=3.63), as shown in Table 7. Robinson, Trail, Dick, and Gillentine
(2005) point out that the spectators would be attracted to the performance of the game
and the dramatic process of the game, and would be attracted to watch the game on the
spot.
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Table 7: Analysis Summary of Differences in Service Satisfaction of
Spectators between Different Genders

Facets Gender Number of people Mean Standard deviation tvalue p value

Auditorium M 382 3.73 1.050 0.85 0.399
F 298 3.75 1.002

Service personnel M 382 3.49 1.002 1.012 0.625
F 298 3.53 0.989

Broadcast notification M 382 3.67 1.159 1.013 0.351
F 298 3.68 0.753

Marking guidelines M 382 3.60 0.936 1.708 0.380
F 298 3.59 1.023

Peripheral products M 382 3.65 1.159 0.796 0.610
F 298 3.68 1.025

Peripheral activities M 382 3.65 1.025 0.996 0.958
F 298 3.61 0.956

* p<-05
4. Conclusion and Recommendations

4.1. Conclusion

From the personal background variable analysis of the spectators in the Taipei 2017
Universiade, it could be seen that most of them are male, the majority work out 2-3 days
a week, and most of them get the information on television broadcasts.

Among each facet of marketing and public relations recognition’s attraction, the
“marketing and public relations” factor ranks the highest (M=3.66), followed by the
factor “media tools” (M=3.57). The highest score is “Internet”, followed by “TV”,
indicating that Internet and TV are more attractive media tools. “Auditorium” (M=3.74)
is the highest in “event services” satisfaction, while the lowest is “service personnel”.

The marketing and public relations effect is highly positively related to sport
event satisfaction in the Taipei 2017 Universiade. The higher the appeal of the use of
marketing and public relations media tools and marketing and public relations method,
the higher the spectators’ satisfaction with the event.

4.2. Recommendations

4.2.1. Marketing and Public Relations

It is recommended that when organizers hold a sport event, they could invite sport
stars to webcast in order to expand the publicity effect and gain exposure.

Promote public relations by sport spokespersons or combined with public
welfare, and organize carnivals related to sport events for people of different ethnic
groups to enhance the public relations efficiency of sport events.

The following would be considered when holding a sport event: launch a
corporate sponsorship of the event, distinguish between corporate sponsorship levels
and rights and obligations, and encourage domestic and foreign well-known companies
to sponsor. The grant of the Universiade Logo to the company’s products allows
companies to sell their products around the world, while also demonstrating the
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Universiade in Taipei, which would catch world attention and increase international
competitiveness (Chen, 2009; Yang, & Lin, 2013).

4.2.2. Sport Event Services

When selecting a service person, the personality traits of self-confidence, willing to
serve others, and sense of humor should be considered, so that the service staff could
enjoy the work and bring good service to the customer.

For peripheral activities, the following considerations should be paid attention
to: combine local characteristics and traditional culture, plan leisure trips with sports
and sightseeing, deepen the impression of the people on the event, and let the sport
event continue to sustainable develop.
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