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ABSTRACT

Objective of this research is to discuss the influential level that potential consuming factors ( fan’s participation motives, team

recognition and team dignity) of the LaNew Bear fans can bring to fans’ consumer behavior? Besides, it also analyzes the

differences in potential consuming factors among different population statistic variances.At the same time, the research also takes the

studied baseball team’s performance to be an adjusting variance between sports fans potential consuming factors and the consumer

behaviors. Taking LaNew Bear Baseball Team fans as the research’s investigation subjects, the research collects 398 effective

questionnaires in total, analyzes the data with spss10.0 software, takes Descriptive Statistics, Independent-Sample t-test, One-way

ANOVA and Regression Analysis as research tools to analyze. Study results can be classified to the following points: 7. Sports fan’s

potential consuming factors (fan’s participation motives, team recognition and team dignity) is obviously and positively affect sports

fan’s consumer behaviors. 8. In potential consuming factors like participation motives, team recognition and team dignity, different

genders show significant differences. 9. Fans with different monthly salary levels only show significant difference in participation

motives. 10. And fans with different educational background shows significant differences in both participation motives and team

recognition. 11. Fans in different gender and with different monthly salary levels present significant differences in their consumer

behaviors. 12. Sports team’s performance significantly and positively affects sports fan’s team recognition and team dignity.
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