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ABSTRACT
The purpose of this study was to explore thespectator’ s motivation, constraint, and team identification to fans of CPBL. There are
three main researching directions in this study. First one is analyzing difference between spectator’ s motivation and constraintin
different demographic characteristics. Second one is analyzing the correlation between team identification and demographic
variables. Last one is to analying the correlation between the spectator’ s motivation and constraint to team identification. An
on-line questionnaire was conducted in this study anda total of 900 valid questionnaires were completed. The data was analyzed by
descriptive statisyics, one-way ANOVA,Chi-square tests and Structural Equation Modeling,SEM. The conclusions are: 1. There are
significant differences in spectator’ s motivation whenCPBL fans’ demographic backgrounds are different. 2. There are significant
differences in constraint when CPBL fans’ demographic backgrounds are different. 3. There are significant differences in team
identification when CPBL fans’ demographic backgrounds are different. 4. There are positive correlation between spectator’ s
motivation and team identification. 5. There are negative correlation between constraint and team identification
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