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A Study of Service Quality and Identity on Professional Sports
for Promoting Licensing Product Intentions

Park, Bae Jin*
Park, Sun Young*

Abstract

This study is aimed at providing basic data necessary for promoting consumption of professional sports licensing in the industry
through service quality. Specifically, the current study examines the effects of service quality and licensing product intentions on
professional sports and evaluates the moderating identity.

For this study, we distributed a total of 480 questionnaires to those sampled through non-probability sampling from people living in
small and medium cities including Seoul. Collected data were coded and entered into the computer, and statistically processed using
SPSS Statistics 18

The results were as follow: First, service quality of professional sports significantly effect on licensing product intentions, but identity
could not effect on licensing product intentions. Second, Identity as a moderating variable has significantly positive effect on the
relationship between star player of service quality and Licensing Product Intentions.

In conclusion, the companies that participate as title sponsors in professional sports were proven to promotion their licensing product
intentions, as identified with sports fans through service quality of professional sports such as record, attractiveness, star player and
locally affiliated.

Keywords: professional sports, licensing, identity, service quality
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