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ABSTRACT
ABSTRACT Taiwan’ s professional baseball becomes an important part of life of Taiwan’ s people, adjusting body and mind,
releasing pressure, and entertained people. Besides, it has other functions including making the society stably and purely. That' s
why Taiwan’ s professional baseball is the focus of Taiwan’ s people. Especially, Taiwan’ s professional baseball is the topic since
mass communications media report it. The image of Taiwan’ s professional baseball, however, was destroying and the ticket’ s
sales were falling when the cheating of games was happened. Fortunately, after the efforts of leagues, teams, and media reforming the
image, and great international performances, people’ s professional baseball fever is back. Hence, public relations functions
containing combinations of management and marketing strategy are becoming more and more important. This research is to
explore the problems and reactions when Taiwan’ s professional sport implements public relations strategy. After analyzing the
research, we can get the answers as follow conclusions: 1. As to the question of bad image, the response methods include charity
activities, building brand image, and getting players on advertisements. 2. As to the question of losing baseball fans, the response
methods include managing website, organizing fans clubs, having regular fans parties, show the management sincere, and enforcing
fans’ confidence. 3. As to the question of media’ unfair reporting, the response methods include regular public activities with
media. 4. As to the question of shortage of fans number, the response methods include improving image, maintaining the quality of
games and culture, launching regular activities inside or outside games, and advertisements. 5. As to the question of inhabitants’
objection, the response method is region’ s public relation activities. 6. As to the question of conflict, the response method is
cross-team cooperation.
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