Exploring Consumer Behavior of Sport Gambling in Central Taiwan
Oooooood

E-mail: 375077@mail.dyu.edu.tw

ABSTRACT
In Taiwan, there is a popular sports game market demand that has existed for a long time, a large population prefers to watch sports
competitions and participate in sports betting in their favorite events . The purpose of this study was to explore the consuming
behavior of sports gambling with survey methods in Central Taiwan, total of 300 valid questionnaire were received. The SPSS with
descriptive statistics, independent sample t test, one-way ANOVA, and chi-square analysis were utilized in testing of samples for
analysis. The results obtained are as follows: 1.The majority of sports gambling consumer are males; ages from 18 to 25 years; like
watching baseball games and play basketball. 2. Sports betting behavior, most of the them had betting experience for one year or
less, spent a maximum of $ 1,000 for each bet on one sport event. 3. The longer experience they had in sports betting, the higher bet
and more betting event target were purchased each time either in sports gambling or sports lottery. Based on the above results, the
researchers recommended that the government sports lottery should enhance competitiveness, increase sports lottery betting play
and provide diversified sporting events in responsing the demands of sports game consumer.

Keywords : Sports Betting[(] Sports Lottery
Table of Contents

OO0 iAbstractii 0D 000 ivOOOviO0OOviiODO0DODO0O 100000000000 100000000 200
gboooboo3f0oooboooooo 400000000 ebODbOOLOODOBUDOODODLOOODOUDOOO
goobooboooobuobobooouobbo120b0b00b0bOoooobOobbOOoDObO 2600 00OD00ODOOO
Uo00o0oobo0oobo 300000000 400000048 000000000DO040000000O0O0O 4900
oooopoosogboooooboosotboobooboosigbooooobooossoooouooooogs3uogn
gboooboobobobobogssbugbooboboobooboobosrobgboobuooboobobo
gooobgooobssoooobooobooboobobooboobooesbobboboobooboobobo
goooboob @oobooboobdgve0booboOgebO00bDOoO0whOobObOObLOO0ODO 780000 800
oo 85

REFERENCES

000000 Howard, L. N.,James, H.F. (200000 O 0D 00O OOO) D 00:0000000DO0ODOODOODOOROgOIOODOOO
OO0[0D0O00]00D0: http://tt8888.net/ [2008, August 1] D 000 D0 (2008)0 0000000 [00 D O]00O: http://tt8888.net/ [2008,
Augustl] 00D OD0OO0O@OIOOODO:0O0D00OD0OODOODOOODOODEG)DOOODOODOODOO: OO0 ObO0ODbObOOOOOn
groos) 00D OIDOODOODODODOODOODOODO:OD0ODODOODOOODOODOOOOOEIg DO ODODODOODOOOOn
OO0[0D0O00]000: http://www.i-win.com.tw/ [2008, May 2] D D D0 O00O0DDO(19990000000000000: 0000000
0000000 ODOD0OD0ODO0ODO0OD00N: 000000000 00000 o0b0bOoooDo:0o0ooooon
00 0000000@DODOD0ODO0ODO0000D00OD0ONDODnODe3n147-1510 DO 0O (oQUDODOOOOOODOONO
0000000000000 0000620197-2030 OO0 (009D O DOCO0OOOODO:0D0D00ODO DODORIOOODOOOOODOODOO
00:000000000 000D 0D 0D0ooo@mooooon:
http://times.hinet.net/times/magazine.do?magid=1920&newsid=1378249 [2009, March 5]0 OO0 (006)D 00000000 OCO0ODODOO
00000, 000000,0000000@3UOODDODOOOOO00000000000000,0000,0000 00O0(1997)0
O000000000000000D000:00000000D000 ODO0(2007,September5) 0000060000000 0000O0O
OAd00 0000000 EOSIDDDOODONONDODO0NDO0O0ND0O0DOOoDOoooysdes-1000 OO ODODODOOOO
gbooooooobooboboboobooboooo,OoooOo,Ob0ob bUObU201200b0UbObODOOODODODODObOOOO
00000000 00,0000,0000 0000000190000 0000ODO:000000 DO(2001,August25 000000
00000300 gooEos)yoooiooooooo0ooooooooooo, 00000000 0oooooooogog
019790 00@0)000:00000 00000000000 (2004, November 100 0000030000060 00000(C0O)06
OO0 DoOdo@Eecs) 0o ooobOoxobofdob0obob0ooo0ooo,0boooLO,000D0Ob00obOO0ObOobOobO(2007,



September )0 000 0000000000000 O)DA DD 000D ODODUOODODODOODODUOOODUOODOOOOOOO
go0oOoOoOoOoOOoO0OOOOOOOOO0OO0OOU0U0O0OEY)UUUOLULULOULULDULULULDULUUDULUODUOLULLOO
O00OO00O0O0O0OD0O 000 (2007, September 40 00 000000000000 OO@O)OA3DD ODO0O0OOO Assael, Henry. 1987.
Consumer Behavior And Marketing Action, 3rd ed. Boston, MA: Kent Publishing Company. Blackwell, D. R., P. W. Miniard & J. F. Engel (2006),
Consumer behavior, 9thed., Harcourt, Inc. Engle, J.F., Blackwell, R.D.,& Miniard, P. W. (1995). Consumer Behavior (8th ed.). Orlando Florida:
Dryden-Press. Eibhorn, H. J. and Hogarth, R. M. 1981. “ Behavioral Decision Theory: Process of Judgment and Choice” Annual Review of
Psychology 32: 53-88. Hawkins, D. 1., E. J. Best and K. A. Coney. 1989. Consumer Behavior: Implications for Marketing Strategy, 4th ed. Boston,
MA: Richard D. Irwin, Inc. Hirschman, Elizabeth C. and Morris B. Holbrook(1982), — Hedonic Con sumption:Emerging Concepts, Methods and
Propositions,[1 Journal of Marketing. Kotler, P. (1998). Marketing management: Analysis, planning, implementation and control (9th ed.). New
Jersey: Prentice-Hall. Pratt, J. W. (1974). Measuring Purchase Behavior, Handbook of Marketing.New York: McGraw-Hill. Park, C. W., Joworski,
B. J. and Machlnnis, D. J. (1986). — Strategic Brand Concept-Image Managementd , Journal of Marketing. Nicosia, F. M. (1966). Consumer
Decision Process, Marketing and Advertisinglmplication. New Jersey: Prentice-Hall. Schiffman, L. G.,& Kanuk, L. L. (1991). Consumer Behavior
(2nd ed.). NewJersey:Prentice-Hall. Strahilevitz, M. A. and Georage F.L.(1998), — The effect of ownership history on the valuation of objects,

O Journal of Consumer Research. Hawkins, D. E. (1982). Tourism policy considerations. Social and economic impact of tourism on Asian Pacific
Region. In D.E.Hawkins(Ed.), p.208.



