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ABSTRACT
This study aimed to explore the fansC] perception of brand imagel service quality(] and loyalty within Chinese Professional
Baseball League (CPBL) based on their participative behaviors; secondly the relationships between brand imagel service quality
O and loyalty among fans of six teams are examined. The survey was conducted with convenience sampling during the 19th season
of CPBL games at the Taichung Baseball Stadium and 880 were received as valid questionnaires. The collected data were analyzed
by SPSS 12.0 using descriptive statisticst] dependent t-testd] pearson’ s rlJ one-way ANOVA and simple regression. The results are
as the following: 1. Chinatrust-whale fansCJ perception were significantly higher than other teams in recognizing brand image and
evaluating service quality of CPBL. Moreover{ the highly involving fans showed greater loyalty toward CPBL than the lower ones.
2. Second[ positive correlations are found existed among CPBL’ s brand imagel service qualityd and loyalty. And the fansC
perception of brand image and service quality is proved to significantly influence their loyalty toward CPBL. FinallyO based on the
findings( it is suggested that the CPBL should build an unique brand style and the brand value among sport fans in promoting fans
O recognition. Nonetheless(] to improve field’ s surroundings and equipments increasing the fans loyal behavior to word CPBL in
the future.
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