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Abstract © This study investigated the moderating effect of factors related to spectator attendance on
the relationship between professional baseball spectators' viewing satisfaction and their revisit. The
analysis focused on spectators who visited and watched games at professional baseball stadiums. A
survey was conducted with a total of 457 participants from May 20 to June 25, 2024. Data analysis
was performed using the SPSS 26.0 statistical program, including frequency analysis, exploratory factor
analysis, reliability analysis, simple regression analysis, and moderating effect analysis. The results of
the analysis revealed that viewing satisfaction positively influences revisit. Furthermore, stadium place,
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product, price, and promotion, which are factors related to spectator attendance, were found to
positively moderate the relationship between viewing satisfaction and revisit. In conclusion, it is

suggested that well-managed factors related to spectator attendance, such as professional baseball
stadium place, product, price, and promotions, enhance viewing satisfaction and revisit intention,
thereby contribute to the growth of professional baseball spectator.
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Table 1. Characteristics of the subject of investigation

Classification Items frequency(N) percent(%)
Male 292 63.9
Gender Female 165 36.1
Sum 457 100.0
20 242 53.0
30 84 18.4
Age 40 69 15.1
50 62 13.6
Sum 457 100.0

Table 2. Contents of the survey tool

Variables

sub factor and Contents

Question number

Classification Gender, Age 2
Purchase decision factors Place, Product, Price, Promotion 14
Satisfaction
Revisit

Sum 23
E Aot AA, BAEFZEAHA B4 B KMOZE Zho] .730, Bartlett®] 34 AA &
Lot Afe BN Aite (Table 3>3 ot oJgE o] p<0012 Yeht AHgtelH, g
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Table 3. Validity and reliability of passion

A
%
re
Bl

question 1 2 3 4
various event 770 .096 .169 -.079
. easy to purchase ticket 157 .046 102 .059
promotion various benefit .685 124 114 178
game time .655 .140 .021 231
ticket price .089 .760 .138 113
. food price .065 667 .408 -.087
price transportation price 155 .666 155 138
club product price 157 .616 -.167 374
team performance 178 .096 763 .066
product team style 172 .052 718 .282
star player .029 .348 .698 137
main stadium facility 177 .043 .062 677
place amenities -.010 219 122 .659
seat .140 .084 342 .603
Eigenvalues 3.984 1.557 1.183 1.105
Dispersion(%) 28.458 11.123 8.453 7.890
accumulate(%) 28.458 39.581 48.034 55.924
Cronbach's @ 721 674 664 627
Table 4. Validity and reliability of satisfaction
question 1
satisfied with watching the game in stadium .857
) . watching the game was a good choice .833
satisfaction ¢ )
watching was a pleasant experience .802
watching the game was satisfied 7116
Eigenvalues 2.587
Dispersion(%) 64.666
accumulate(%) 64.666
Cronbach's @ .810
Table 5. Validity and reliability of revisit
question 1
i think should continue revisit .902
revisit active revisit .890
active revisit recommendation .866
Eigenvalues 2.356
Dispersion(%) 78.542
accumulate(%) 78.542
Cronbach's @ .863

- 943 -



Table 6. Effect of satisfaction on revisit
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Independent variable B SE Vs t p
(constant) 2.200 .163 13.485 .000
satisfaction 443 .047 401 9.341 .000

R*=.161, F=87.262, p<.001

Table 7. Moderation effect of place

Coeff SE t p LLCI ULCI
(constant) 5.495 1.123 4.894 .000 3.289 7.702
satisfaction -.463 323 -1.431 153 -1.098 173
place =797 .269 -2.966 .003 -1.325 -.269
interaction .219 077 -2.966 .005 .067 371
F=32559""" | R?= 421, AR?= 177"
LLCI: 95% lower limit confidence mterval, ULCI: 95% Upper limit confidence interval
Table 8. Conditioning effects of place using mean values

Effect SE t p LLCI ULCI
M-1SD 313 .066 4.779 <.001 185 442
Mean 446 .047 9.481 <.001 354 .538
M+1SD 578 .067 8.619 <.001 447 710

LLCIL: 95% lower limit confidence interval, ULCI: 95% Upper limit confidence interval
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Fig. 1. Conditioning effects of place mean values.
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0.6
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Al
Fig. 2. Conditioning effects of Johnson—Neyman.
Table 9. Moderation effect of product
Coeff SE t D LLCI ULCI
(constant) 4.622 1.147 4.300 .000 2.368 6.877
satisfaction -.464 .332 -1.399 163 -1.116 .188
product -.565 265 -2.131 .034 -1.087 -.044
interaction 212 .077 2.764 .006 .061 .363

ETEY

F=36.362""7 , R*= 441, AR?*= 194

LLCI: 95% lower limit confidence interval, ULCL: 95% Upper limit confidence interval

Table 10. Conditioning effects of product using mean values

Effect SE t p LLCI ULCI

M-1SD 312 .067 4.693 <.001 181 443
Mean 438 .047 9.401 <.001 .346 .530
M+1SD .564 .064 8.843 <.001 .439 .689

LLCI: 95% lower limit confidence interval, ULCI: 95% Upper limit confidence interval
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Fig. 3. Conditioning effects of product mean values.
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[= =1
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Zr =

Fig. 4. Conditioning effects of Johnson—Neyman.

Table 11. Moderation effect of price.

Coeff SE t D LLCI ULCI

(constant) 5.421 1.133 4.783 .000 3.193 7.648
satisfaction -.610 .336 -1.813 .076 -1.271 .051

price =737 257 —-2.865 .004 -1.243 -.232
interaction 241 .076 3.158 .002 .091 391

F=33441""" | R°= 426, AR’= 181"
LLCI: 95% lower limit confidence interval, ULCI: 95% Upper limit confidence interval

G AT Fig H9 gowl, A7)l By A JHdel z@ave A% F#: (Table
WA AR PAE S AOA 1D 2ok B4 Aw, puusi gugels
ol ZAF/II} Q= Ao et Atolof| A 7HA2 A FIHCoeff=.241, t=3.158,
p=002E St Aoz EAHYh A
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vEEol Augelzel vAt 9 Al ASAL, 1 Ave (Table 12)3 2k 24
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Table 12. Conditioning effects of price using mean values
Effect SE t D LLCI ULCI
M-1SD .298 .065 4.558 <.001 .170 427
Mean 430 .047 9.136 <.001 .338 523
M+1SD .562 .060 9.319 <.001 443 .680

LLCI: 95% lower limit confidence interval, ULCI: 95% Upper limit confidence interval
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Fig. 5. Conditioning effects of price mean values.
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Table 13. Moderation effect of promotion.

Coeff SE t D LLCI ULCI
(constant) 4.273 1.021 4.184 .000 2.266 6.279
satisfaction -.260 .303 -.859 391 -.854 335
promotion -.490 244 -2.009 .045 -.969 -.011
interaction .166 072 2.314 .021 .025 .306

F=31.919"" | R?= 418, AR?= 175"
LLCI: 95% lower limit confidence interval, ULCI: 95% Upper limit confidence interval

Table 14. Conditioning effects of promotion using mean values

Effect SE t p LLCI ULCI

M-1SD 322 .067 4.807 <.001 191 454
Mean 429 .048 8.979 <.001 .335 523
M+1SD .535 .065 8.178 <.001 .406 .664

LLCI: 95% lower limit confidence interval, ULCI: 95% Upper limit confidence interval

—— =T (M-15D) =T Mean) =Tl {M=15D)
432
41
30
3.8
37
3.6
35 ;

e

34
3.3
3.2

2.7897 3.3906 3.9915

Fig. 7. Conditioning effects of promotion mean values.

—a— Effect LLC! ULC
OB
0.6
02
0.2
1.81.92.12.22.42.62.72.82.893.13.23.423.53.73.94.04.24 . 44.54.74.85.0
=7l

Fig. 8. Conditioning effects of Johnson—Neyman.
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