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ABSTRACT 

AN EXAMINATION OF CHINESE BASKETBALL FANS’ PERCEPTIONS OF THE 

APPLICATION OF NBA MARKETING STRATEGIES 

Chen Gao, MS 

George Mason University, 2018 

Thesis Directors: Dr. Robert E. Baker and Dr. Jacqueline McDowell 

 

The National Basketball Association (NBA) is currently the world's most advanced, 

most globalized basketball league, with many highly successful marketing techniques. 

Meanwhile, although the Chinese Basketball Association (CBA) has made great 

progress and has some achievements since its establishment, there are still many 

problems in the current marketing development of CBA. There are many marketing 

techniques that the CBA can learn from the NBA. The purpose of this research is to 

assess CBA fans’ attitudes toward the NBA’s marketing techniques. A cross-sectional 

survey design was used to assess Chinese basketball fans’ attitude toward CBA and 

NBA’s marketing techniques. A survey link was sent to Baidu Tie Ba - basketball Bar, 

China's largest basketball fan gathering website. SPSS was used to conduct a paired 

sample t-test and ANOVAs to see if the different demographic segments influenced 

fans’ perceptions of the application of NBA marketing techniques in the CBA.
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CHAPTER 1: OVERVIEW 

NBA Background 

The National Basketball Association (NBA) is the highest level and most 

successful basketball league in the world now (Shi, 2009). In 2010, there were 212 

countries broadcasting NBA games in 42 different languages (Shi, 2009). Nowadays, 

sports leagues all over the world are trying to use international sport marketing 

techniques to become globalized. NBA owns the highest degree of globalization 

among the leagues all over the world (Ratten & Ratten, 2011).  

Since David Stern took over the commissioner’s chair in 1980s, the NBA has used 

many marketing strategies to expand its popularity around the world. For example, 

Dick and Turner (2007) noted that the NBA has a large budget for sport marketers to 

promote the NBA through Face-book, mini packs, promotional premiums, and other 

marketing strategies.. Achen (2016) found that, as a league, the NBA has adopted a 

marketing strategy known as relationship marketing to increase its ticket sales. 

Relationship marketing is a customer-focused strategy, including all marketing 

activities, directed toward establishing and maintaining successful relational 

exchanges with consumers (Kim, Trail, & Ko, 2011; Williams & Chinn, 2010) in 

order to retain customers to increase profitability (Bühler & Nufer, 2010; Payne & 
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Frow, 2005).  

As the most populous country in the world, China has the biggest basketball 

market, which has a great appeal for the NBA (China daily, 2014). In 1979, the 

Washington Bullets and the Chinese National team played an exhibition game in 

China, which is the symbol of the NBA to land in the Chinese basketball market 

(Huang, 2013). After entering the Chinese basketball market, the NBA took many 

effective measures to expand its popularity in China. For example, Sun, Meng and 

Huang (2010) believe that the NBA is trying to attract millions of basketball fans, 

especially young fans in China, to expand its popularity in China by the establishment 

of NBA China, which is a base camp for Chinese basketball fans to get new 

information about the NBA. Beside this, the NBA emphasizes the role superstars play 

in marketing strategies. For example, Yao Ming, who was the Number 1 draft pick in 

2002 and the best player in China, became the bridge between the NBA and Chinese 

basketball. Data showed that 58.7% of basketball fans in China started following the 

NBA games after Yao Ming became a superstar in the NBA, and the number of NBA 

games broadcasted in China also increased rapidly after Yao Ming’s success.(Shi, 

2009). For millions of basketball fans in China, Yao Ming is the memory of their 

youth and their first impressions of NBA (Sun et al., 2010). 

The NBA also took great efforts in their marketing in Europe. For example, in 

October 2006 and 2007, six NBA teams announced that they would hold their 

preseason training camp in Europe as a part of their “Basketball Without Borders” 
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program (“NBA to Continue”, 2008). This endeavor encompasses four continents: 

Asia, Europe, Africa and South America (NBA to continue, 2008). In the fall of 2005, 

NBA fans' interactive Jam Van (Caravan) came to China and Europe for the first time, 

and this was the first time the event was held outside the United States (Miller, 2007). 

CBA Background 

The CBA is learning from the NBA to improve its game structure (Shi, 2009). For 

example, similar to the NBA, the CBA has playoffs and championship series. Also, 

the managers allow the clubs to have more time and energy to devote to attracting and 

servicing fans, media, and sponsors similarly to the NBA (Houlihan, Tan, & Green, 

2010). However, the profitability of CBA is not materializing. Only two clubs, Guang 

Dong and Liao Ning, with exceptionally good results made a profit in 2014 (Su & 

Lian, 2015). The effect of Yao Ming and Yi Jian Lian in the NBA had a very good 

impact on CBA branding (Su & Lian, 2015), but during the period that they could not 

make any profit, many clubs frequently changed their sponsors. This shows that the 

CBA has not formed its own brand, and the investment of sponsors has also been 

caused by impulse (Su & Lian, 2015). From the regional characteristics, the 

economically developed areas have a relatively large number of teams. This shows 

that the CBA's branding has a better foundation for development in these areas (Su & 

Lian, 2015). However, the marketing development of these teams has not been as 

good as the local economic development (Su & Lian, 2015). 
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Since its establishment, the Chinese Basketball Association (CBA) has successfully 

held 16 seasons and has become one of China's most popular and fastest growing 

professional leagues (Zhu, 2013). In 2008, the CBA received China's Most Valuable 

League Award. The average audience of the CBA increased from 2,923 during the 

1995-1996 season to 3,848 in the 2011-2012 season (CBA Annual Report, 2012). The 

total number of viewers and the average number of viewers have also increased 

significantly from 2005-2006 season to 2010-2012 season (Zhu, 2013) as shown in 

Table 1.  

 

Table 1. The total number of viewers and average number of viewers of CBA. 

 

Season 2005-2006 2006-2007 2007-2008 2009-2009 2009-2010 2010-2011 

Total viewers 

Avg. viewers 

315,383,000 

1,734,747 

421,228,000 

1,488,430 

346,251,000 

1,296,820 

596,278,000 

1,257,970 

436,124,000 

1,438,430 

515,220,000 

1,734,747 

Note. Table adapted from Zhu (2012). 

 

 

Statement of the Problem  

Much research has been done in the NBA and CBA marketing, but there is no 

research on the examination of CBA fan perceptions of the applicability of NBA 

marketing strategies. Therefore, we have some understanding of the NBA’s marketing 

techniques and the current development of CBA marketing notwithstanding, but CBA 

managers still do not know which of the NBA’s marketing measures can be used in 

the CBA when they are making marketing strategies. There is no research from which 
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they could learn. So, research is needed in this field to examine CBA fans’ attitude 

toward using NBA's marketing techniques in the CBA and which the NBA marketing 

techniques can attract them to watch the game effectively. The CBA has made huge 

improvements in recent years. The level of CBA marketing in terms of ticket sales, 

audience, sponsors, television broadcast rights, media has reached to new heights 

(Zhu, 2013). However, the professionalism, marketization and branding of CBA are 

still in the early stages of development (Su & Lian, 2015). Which of the NBA’s 

marketing strategies can be accepted by Chinese fans and used effectively for the 

development of CBA’s marketing development is of great importance for the future 

development of CBA. Since there is no research to study on CBA fans’ perceptions of 

using NBA’s marketing techniques in CBA and which of these techniques CBA fans 

are most interested in, this study can fill the gap in this field. This analysis is also an 

important component for the theoretical framework of CBA marketing. Club 

managers and marketing managers in China can effectively increase their 

understanding of CBA fans’ attitude toward using the NBA's marketing techniques in 

CBA and which NBA marketing techniques can attract fans to watch the game. 

Purpose and Rationale 

The purpose of this research is to assess CBA fans’ attitudes toward the NBA’s 

marketing techniques. CBA fans’ attitudes may differ by gender, age, area, length of 

game watched CBA games, household income, and educational level. This study is 
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going to find out which of the NBA’s marketing techniques are useful for attracting 

new fans under different variables (gender, age, area, length of game watched CBA 

games, household income, and educational level) in Chinese basketball marketing. In 

this field, there is no research on the application of NBA’s marketing measures in 

Chinese basketball. So this research is helpful for the establishment of a theoretical 

system on Chinese basketball fans’ attitudes toward NBA’s marketing techniques and 

useful techniques to attract new fans in China’s special circumstances. For basketball 

managers in China, this study will play a cornerstone role in evaluating the 

application of NBA’s marketing techniques in CBA and using a more efficient method 

for the attraction of fans in different segments, which is important for the future 

development of CBA. Also, we will investigate whether fans can accept higher ticket 

prices if the quality of the game is improved so that perceived-value theory can be 

tested in our research.  

Research Questions 

This research aims to increase the understanding of the attitude of different CBA 

fans toward NBA’s marketing techniques using in CBA. The research questions of the 

proposed study are: 

1. How do Chinese Basketball Association fans perceive the effectiveness of 

CBA marketing techniques? 

2. How do Chinese Basketball Association fans perceive the effectiveness of the 
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National Basketball Association’s marketing techniques? 

3. Are the National Basketball Associations’ marketing strategies deemed more 

attractive than the strategies used by the Chinese Basketball Association? 

Additional supplemental questions that this investigation sought to answer were:  

1. Does the quality of Chinese Basketball Association games influence fans’ 

willingness to pay increased ticket prices? 

2. Do Chinese Basketball Association fans’ perceive the league has its own 

unique brand?  

Significance  

For better development of CBA marketing, basketball managers of China can 

increase their understanding of the attitudes toward using NBA’s marketing 

methods in CBA of CBA fans of different segmentations so that they can apply 

more efficient techniques to attract new fans of CBA. Similarly, it is very 

important for Chinese basketball managers to understand the degree of recognition 

of Chinese fans for the promotion and marketing strategies of the CBA, while 

comparing with the NBA. For the CBA, whether the measures of NBA can be 

used to help them form a unique brand is also an important step for better 

development in the future. If the CBA wants to raise ticket prices in the future, 

then CBA managers must understand whether the quality of the games will affect 

fans' willingness to spend more money. Our research will help them solve this 



8 
 

problem. There is no research on whether CBA fans would accept NBA’s 

marketing measures, consequently, this research will help other researchers 

interested in this field to broaden their knowledge of the acceptance of CBA fans 

to NBA’s specific measures and consummate theoretical system of CBA 

marketing. This study will also find out which is the most useful technique to 

attract new CBA fans in different backgrounds, which benefits all the marketers of 

CBA teams and institutions.  
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CHAPTER 2：REVIEW OF LITERATURE 

Introduction 

Since the 1980s, the NBA has experienced unbelievable change and growth in both 

global marketing and attracting fans at home and abroad (Dick & Sack, 2003). This 

chapter examines the development and current situation of NBA marketing. More 

specifically, this chapter focuses on what the NBA did in this process and NBA’s 

measures to attract fans. The reason we focus on the methods of the NBA used to 

attract fans is because for any professional league, fans are most important when it 

comes to marketing (Mason, 1999). 

This chapter will next highlight what the CBA did in regards to marketing after 

their establishment in 1995. The managers of CBA have taken many steps, including 

learning from the NBA’s successful experiences to develop the marketing of CBA 

(Huang, 2013). In their research, Su and Lian (2015) found that although many 

measures have been taken to CBA’s marketing development and great improvement 

has been made, the branding and the marketing development of the CBA are still in 

very early stages. Some problems and issues still exist in the marketing of the CBA, 

which will be discussed in this chapter.  

Although many researchers have asserted that the marketing of the CBA needs to 
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be improved, we still do not know how to take concrete measures to improve the 

CBA's marketing. There are very few studies that are involved in this area, so we 

really lack detailed research in this field. Considering the importance of fans to any 

professional league, it is necessary for us to know whether it can be accepted by fans 

if we apply the measures of NBA marketing to CBA marketing. 

NBA Marketing 

As the most successful basketball league in the world, the NBA is exerting its 

influence around the world and showing its successful marketing experience to the 

world. However, the success of the NBA was not smooth sailing. Before David Stern 

became the commissioner of the NBA in 1984, the NBA had a shaky reputation, 

plummeting attendance figures and no television contract (Swift, 1991). Swift (1991) 

also found that David Stern made great marketing efforts on licensing, special events, 

and home entertainment of NBA games and developed the league’s business to radio, 

television, concessions, licensing, real estate and home video to NBA. Graf (n.d.) 

described the NBA as a fast-developed and global marketing entertainment company, 

who is innovative, multi-faceted and generates billions of dollar. In his opinion, the 

NBA has a bright future in the sport field.  

NBA’s Measures to Attract Fans. 

While most of the NBA's revenue mix mainly comes from television and radio 

broadcast contracts, ticket sales are always important to NBA teams (Howard & 



11 
 

Burton, 2002). According to Dick and Turner (2007), the size of the crowd will 

directly determine other revenue streams such as parking, concessions, merchandise 

sales, and the value of sponsorship signage. That is why NBA teams are willing to 

take action to attract fans. Dick and Turner (2007) found that a favorite marketing 

technique for NBA marketers is “mini packs,” such as partial season ticket plans. 

They also found that group sales with discounted pricing strategies, e-mail offers via 

internet and website, promotional premium or giveaway items at the door, promoting 

star players on all NBA teams are also great ways to attract fans. Similar results have 

been found by Dick and Sack (2003). In their research, Dick and Sack (2003) listed 

21 marketing techniques used by NBA marketers, which are proven to be effective to 

attract fans. As shown in Table 2, television advertising, pricing strategy, radio 

advertising, season ticket options and business sponsorships are top marketing 

techniques used by NBA marketers. 
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Table 2. Rankings of the Perceived Effectiveness of Marketing Techniques. 

 

 

Note. Table adapted from Dick and Sack (2003). 

 

NBA’s Global Marketing. 

The American market was saturated by NBA products during 1980s and that was 

why NBA wanted to explore oversea markets in 1990s in order for a greater 

development (Andrews, 1997). After David Stern became the leader of NBA in 1980s, 

great changes have taken place in the global marketing of NBA (Chiba, 2012). In the 

1970s, 17 out of 23 NBA teams were in a state of financial deficit. However, in 2008, 

Ranking techniques 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

Television advertising 

Pricing strategy 

Radio advertising 

Season ticket option 

Business sponsorships 

News advertising 

Implement good P.R. 

Promotional strategy 

Strategic planning 

Target marketing 

Special events 

Promotional gifts 

“Star” player(s) 

Priority seating 

Mail advertising 

Ticket options 

Marketing research 

TV games as incentive 

Winning season incentive 

Magazine advertising 

Booster/special member club 
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20 out of 30 NBA teams reported profits (Chiba, 2012). According to Graf (n.d.), the 

NBA is described as a creative, multifaceted, rich and promising professional league. 

Five measures of NBA’s marketing techniques have been found by Chiba (2012), 

which includes: 

1. The NBA has expanded the number of teams since the late-1980s. 

2. The NBA started to play exhibition games in Europe during the off-season in the 

mid-1980s. 

3. NBA used the influence of “The Dream Team” in the Olympic Games to increase 

its influence all over the world. 

4. After Yao Ming entered NBA in 2002, the NBA used Yao Ming’s huge influence 

to expand its popularity in China. 

5. The NBA was established as a big entertainment company who has more than 

twenty divisions, including NBA Properties, NBA Entertainment, NBA 

International, and NBA Ventures. 

For NBA’s global marketing, one important thing is that David Stern believes that 

the globalization of the NBA is a good thing for the NBA’s development and growth in 

the future (Chiba, 2012). 

CBA Marketing 

Although the CBA is a young professional basketball league in China which was 

established in 1995, many measures have been taken in the development of CBA’s 
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marketing. In this section, “History of CBA Marketing” and “Problems of CBA 

Marketing” will show what specific measures the CBA did to improve itself in its 

marketing and what aspects of CBA marketing still need to be improved. 

History of CBA Marketing.  

Since its establishment in 1995, the CBA has successfully hosted 22 seasons and 

has become one of China's most popular and fastest growing leagues. In 2008, CBA 

was named China's Most Valuable League (Zhu, 2013). The delegation fee of the 

CBA tournament increased from 21 million RMB in the first season to 54 million 

RMB in the 2010-2011 season (2011 CBA Annual Report, n.d.). In 2004, the China 

Basketball Management Center formulated the ten year plan for the reform and 

development of Chinese basketball. In this plan, the CBA event organization was 

reformed. For example, the CBA set the regular season and playoffs, and North and 

South zoning competition system (Zhu, 2013). The CBA also attracted a large number 

of overseas high-level players, including some NBA players, such as JR Smith, 

Stephen Marbury, Tracy McGrady, Gilbert Arenas, and so on. These elite players, 

greatly improved the league level of CBA, and attracted a large number of fans, which 

enhanced the brand value of CBA (Dou, 2016).  

Beginning in 2002, CBA has used a draft system, imitating the NBA. The draft 

order is decided according to the club rankings. The lower rank the club has, the 

higher draft spot the club has. This is also an important step in CBA marketing (Bao, 
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Wang & Zhang, 2006). In addition to these measures, the CBA also attaches great 

importance to the attraction of potential young fans. CBA carried out a lot of public 

welfare activities. At present, the Chinese Basketball Association has established CBA 

libraries and CBA sports rooms in 50 schools throughout the country to help more 

people develop basketball skills and improve the popularity of CBA (Bao et al, 2006). 

The marketing of CBA has made great achievements and greatly improved the 

popularity of CBA. 

CBA Marketing Challenges 

Although a lot of progress and achievements have been made, CBA marketing is 

still in a very initial stage, and many problems need to be solved (Su & Lian, 2015). 

According to Zhu (2013), the income of CBA teams mainly comes from the sponsors 

and team’s naming fee. The income model is too simple, which seriously restricts the 

healthy development of CBA. In 2013, only 5 out of 17 teams were in a profitable 

position, which were Beijing, Liaoning, Shanxi, Jilin, and Qingdao (2013 CBA 

Annual Report, n.d.). The main source of revenue for CBA teams is the team's naming 

fee. Because the property right allocation is not clear, CBA teams get very little 

money from the basketball management association's share (Bao et al, 2006). The 

second problem for CBA marketing is the level of the referees need to be improved. 

The referee is the key to ensure fairness of the match. In CBA league, the advantage 

of the home court frequently appears, which seriously affects the quality of the game 
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and causes the fans' dissatisfaction (Bao et al, 2006). This has a negative effect on 

attracting fans. Xu and Chen (2005) had a similar opinion that the referee's unfair 

penalty in a game can lead to violence in the game, which is very bad for the public 

image of the league, and it is a problem that the CBA needs to solve.  

The third problem in CBA marketing is the low fan identification. Chinese fans 

like the CBA as well as the NBA. However, due to the difference in the level of the 

two leagues, Chinese fans have lower identification with the CBA than NBA. 

Menefee and Casper (2011) found “Chinese basketball spectators identified more 

strongly with their favorite NBA team than their favorite CBA team” (p. 198). Similar 

conclusions have been found by Shi (2009) that 64% of the fans chose the NBA as 

their favorite league, not CBA. The challenge of low fan identification is mainly 

because the quality of competition is not high enough to meet the demands of the 

fans. In particular, it is easy to see obvious deficiencies of the CBA compared to the 

NBA, which increases the difficulty of the CBA to generate ticket revenue (Bao et al., 

2006). 

Summary 

This chapter examines a successful model in basketball marketing, NBA marketing 

and the marketing and problems in a developing basketball league, the CBA league in 

China. As shown in Table 2, 21 measures have been found by Dick and Sack (2003) 

in NBA marketing to attract fans. Chiba (2012) also identified five strategies NBA 
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used in its global marketing, which include the rise of the number of NBA teams, 

NBA’s development in Europe, the influence of “Dream Team,” Yao Ming’s influence 

and the diversity of NBA. 

The measures the CBA has taken to improve its marketing level include the long-

term plan of CBA development, high-level players from abroad, draft systems, and 

grassroots activities and community relations. Although great achievement has been 

made in CBA’s marketing development, there are still many problems to be solved. 

Firstly, the revenue model of CBA teams is too simple. Secondly, the level of the CBA 

referees need to be improved. Lastly, the fans identification of CBA is low. 

Considering the NBA has faced most of the problems and successfully resolved them, 

we might be able to imagine using NBA measures to solve the CBA problems. This 

will also be discussed in later chapters. 

Perceived-Value Theory 

The perceived-value theory of marketing states that if you price your product 

higher than your competitors', consumers may believe yours is superior. If you price 

your product below that of your competitors, you will attract customers who believe 

you and your competitors offer the same basic quality and shop exclusively on price 

(“Examples of Marketing Theories”, n.d.) 

The range of average ticket price of NBA is $50-$129. The range of average ticket 

price of CBA is $8-15$. However, the league average attendance of the NBA in 2017-



18 
 

2018 season was 17,951, which is far more than CBA’s average attendance: 3903. The 

fundamental reason for the difference in attendance of the two leagues is the quality 

of the game. The "value" that audiences get from the scene is different; so while the 

NBA's ticket price is much higher than that of the CBA, the NBA's attendance rate is 

still far higher than that of the CBA. At the same time, the NBA's popularity in China 

is higher than that of the CBA, which partly explains that ticket prices do not fully 

determine the audience's willingness to go to the stadium to watch the game. The 

audience believes that the NBA ticket price matches the quality of the game it brings 

to the audience. It also shows that the key of the CBA attracting the audience is not 

only the pricing strategies, but also improving the quality of the CBA game. If the 

CBA uses the pricing strategy to attract fans, then the CBA must improve the quality 

of the game and the audience's viewing experience, so that the audience will accept 

higher ticket prices. At the same time, if the CBA reduces the ticket price and 

improves the quality of the game, it will be easier to attract more fans. 

Position Marketing Theory 

A basic marketing theory states that to maximize sales, a company must position 

its products or services in the marketplace in such a way that consumers believe they 

need a particular product for service or that a product or service they need has a 

particular benefit. This is also known as creating an image or brand (“Examples of 

Marketing Theories,” n.d.). 
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Using the NBA's marketing strategies in the CBA will help the CBA better learn 

from the NBA and develop its own brand. The CBA needs to roll out some strategic 

marketing measures, which will make the CBA very distinctive. This is very 

important for the CBA to attract audiences. It is important for both leagues to make 

their own league special. In other words, make your league unique and attractive. The 

NBA's uniqueness lies in its irreplaceable high-quality of the game, which is why the 

NBA is so attractive. It may take a long time for the CBA to catch up with the NBA in 

the quality of the game. However, while improving the quality of the game, the CBA 

needs to create its own characteristics to attract the audience, especially the Chinese 

audience. Most of the players in the CBA are Chinese players, which is a major 

feature of the CBA and an important reason to attract Chinese audiences. While 

improving the quality of the game, make the CBA full of Chinese characteristics, 

which is an important way for the CBA to establish its own brand. 
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CHAPTER 3: METHODOLOGY 

The purpose of this research was to assess CBA fans’ attitudes toward the NBA’s 

marketing techniques. CBA fans’ attitudes may differ by gender, age, area, length of 

game watched CBA games, household income, educational level. This study is going 

to find out which of the NBA’s marketing techniques are useful for attracting new fans 

under different variables (gender, age, area, length of game watched CBA games, 

household income, and educational level) in Chinese basketball marketing. For other 

researchers, the research results could help to provide a broader understanding of the 

attitude of Chinese basketball fans toward NBA’s marketing techniques and which of 

these techniques was most useful to attract new fans in China’s special circumstances. 

For CBA teams, the results could also help them to develop specific marketing 

strategies for specific market groups. 

Research Design and Data Collection 

A cross-sectional survey design was used to assess Chinese basketball fans’ 

attitudes toward NBA’s marketing techniques. More specifically, a survey link was 

sent to Baidu Tie Ba - basketball Ba, one of China's largest basketball fan gathering 

websites, where subscribers discuss the players and even marketing techniques of 

NBA and CBA. The Basketball Ba has more than 1.7 million members and more than 

13 million basketball-related posts. In basketball Ba, there are on average 

approximately 200 people online at the same time (Wubandaqian, personal 
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communication, July 4th, 2018). This research design allowed for efficient and 

effective data collection, as many Chinese CBA basketball fans were found online 

through the basketball Ba. The disadvantage of this design was that personal 

information provided by participants, such as age, could not be verified. Moreover, 

some people may intentionally not provide honest data, such as the fact that they did 

not take the investigation seriously and provide untruthful results. 

Prior to collecting data, the study received approval from George Mason 

University’s Institutional Review Board. The study’s survey was created on the 

Chinese survey development website, Wen Juan Xing. This is a free website that 

allows users to create and analyze surveys. To ensure that the survey link had high 

visibility, the survey link was reposted 10 times over two days, during May 2018, in 

basketball Ba, keeping it in the top position all the time. The questionnaire took each 

participant approximately 10-15 minutes to complete.  

Population and Sample 

The population for this research study consists of all Chinese adult basketball 

fans, including NBA and CBA fans. Adam Silver, the current president of the NBA, 

speculates that there are 3 billion Chinese basketball fans. According to (Tell you the 

real CBA fans, 2016), 60 % of CBA fans are male; and 40% are females.  

In this research, non-probability convenience was used to collect data. The 

reason to make this choice was that it was easy to get access to all the participants. 
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There were so many fans of basketball in the basketball bar to communicate with each 

other. From them, research could be very easy, very fast, and free to get the results of 

the survey. More importantly, the subjects were available. This was also an important 

reason to make this choice.  

Seventy-nine people accessed the survey. Of the 79 participants, 71 were men, 

accounting for 89.87% of the total. Approximately 8 were women, accounting for 

10.13% of the total. The low percent of females in the sample was not surprising, 

given that men tend to be more active on online sport media. Only questionnaires 

completed by adult fans aged 18 or older were included in the final sample. Of all the 

people surveyed, 51 were aged 18-25, accounting for 64.56% of the total. There are 

14 people aged 26 to 30, accounting for 17.72% of the total number. There were 7 

people aged 31-40 and 4 people aged 41-50. Only 1 person over 50 took part in the 

survey.  

According to participants' responses, people from 20 provinces or municipalities 

directly under the central government participated in the survey. Of these, 19 are from 

Henan province, 22 are from Shandong province, 8 are from Liaoning, 7 are from 

Beijing, and the rest provinces are all have one or two people participated in this 

survey. Provinces or municipalities directly under the central government which have 

two people participated in this survey include Shanghai, Shanxi, Guangdong, Hunan, 

Guizhou, Hebei, Zhejiang, and Sichuan provinces. Provinces or municipalities with 

participation of one include Tianjin, Xinjiang, Fujian, Anhui, Heilongjiang, Jiangsu, 
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Zhejiang, Chongqing and Jiangxi. Shandong and Henan provinces were the second 

and third most populous provinces in China. Both of their total population were over 

94 million (China's provincial population ranking, n.d.). 

Participants were also asked, "how many years have you watched the CBA 

game?" Of the 79 participants, 31 people watched for three years or less, which was 

39.24% of the total population. 18 people watched four to six years, which was 

22.78% of the total. 13 people watched 7-9 years, accounting for 16.46% of the total 

number. 17 people watched 10 years or more, accounting for 21.52% of the total 

number.  

All the participants were asked, "how many CBA games do you watch every 

year?” That includes watching through the media and going to the stadiums to watch 

the games. According to the survey results, 32 people watched five or fewer games, 

accounting for 40.51% of the total number. 15 people watched 6 to 10 games, 

accounting for 18.99% of the total. 32 people, of 40.51% of the total, watched 10 or 

more games per year. 

I also surveyed participants about their education level and family income. Of 

these, 22 people $20,000 or less per year, accounting for 27.85% of the total. Family 

income between $20,000 and $29,999 were 38 people, which accounts for 48.1% of 

the total. There were 5 people whose family income was between $30,000 and 

$39,999, which has 6.33% of the total. 2 people, of 2.53% of the total, were paid 

$40,000 to $49,999. People who were paid between $50,000 and $59,999 accounted 
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for 2.53% of the total, which had 2 in this area. There were 10 people that earned 

$60,000 or more per year, accounting for 12.66% of the total number. The result is 

shown in Table 3. 

 

Table 3. Household income range of participants 

 

Household Income Range Amount Percentage (%) 

<$20,000 22 27.85 

$20,000-$29,999 38 48.1 

$30,000-$39,999 5 6.33 

$40,000-$49,999 2 2.53 

$50,000-$59,999 2 2.53 

>$60,000 10 12.66 

 

Among all the respondents, 18 had a degree below undergraduate level, 

accounting for 22.78% of the total number. 44 people had undergraduate degrees, 

accounting for 55.7%. The remaining 17 were graduate students or higher, accounting 

for 21.52% of the total. 

Instrumentation 

The questionnaire was designed by the researcher with questions from Dick and 

Sack (2003). In my questionnaire, I made some changes and got 23 survey questions 
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about the CBA and the NBA based on their research on 21 marketing measures of 

NBA. Survey participants were first shown a consent form that notified them that this 

survey was entirely voluntary to ensure that those who participates in this survey were 

not coerced, and that the results participants gave were more authentic and credible. 

Completion of the survey implied consent. The investigator's contact information was 

sent to the participants so they could contact the investigator if there was any 

problem. In the questionnaire, participants were first asked to fill out their basic 

information, such as gender, age, area, how many years watched CBA games, 

household income, and educational level. Next, two tables, corresponding to the CBA 

and NBA respectively, provided participants with 23 different marketing measures 

(see Appendix A). Sample statements included: The price of CBA/NBA is expensive, 

the special events of CBA/NBA are attractive and so on. Participants were asked rate 

each question on a scale of 1 to 5: 1 was strongly disagree, 2 was disagree, 3 was 

neutral, 4 was agree, and 5 was strongly agree.  

Participants were also asked two open-ended questions that related to the 

Perceived-value theory and positioning marketing theory. The first was about the 

price of CBA tickets. I first introduced the current average ticket prices of NBA and 

CBA respectively. Then everyone was asked, if the CBA game quality improves in the 

future, can you accept that the CBA has higher ticket prices? If so, what is the 

acceptance range? If no, why not? In order to obtain fans’ opinion about the formation 

of the CBA brand, participants were also asked if they thought the CBA has formed its 
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own unique brand. Participants were finally asked if there additional marketing 

strategies you believe the CBA should be using? If yes, please list the marketing 

strategies. 

Data Analysis 

Survey data was collected and analyzed, by SPSS, on the Wen Juan Xing 

website. First, the frequency was calculated for gender, age, area, household income, 

educational level, how many years they watched CBA games, and how many CBA 

games watched per year. Next the mean and standard deviation was calculated for all 

of the CBA and NBA marketing techniques. To determine if there were significant 

differences between the opinions of Chinese adult basketball fans about marketing 

techniques of NBA and CBA, a two-sample t-test was conducted for each marketing 

technique. Given the low percent of female responses, gender differences were not 

explored; but a chi square was conducted to determine differences by the number of 

watched CBA games, household income, and educational level.   
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CHAPTER 4: RESULTS 

The purpose of this study is to investigate the views and attitudes of Chinese 

basketball fans on the application of NBA marketing strategies in the CBA. This 

chapter will report the results of this survey, including the results of three parts of the 

questionnaire, as well as the scores of CBA and NBA respectively, and their 

comparison. 

Perceptions of CBA Marketing Techniques 

To investigate the effectiveness of CBA marketing techniques, study participants 

were provided 23 different marketing techniques compiled from Dick and Sack 

(2003). Statements about techniques were rated on a scale from 1 (strongly disagree) 

to 5 (strongly agree). The result was shown in table 4. A chi-square test of 

independence was performed to examine the relation between household income and 

educational level and CBA marketing techniques. Nothing was found to be 

significant. Gender differences were not explored, as only 10% of the sample was 

comprised of females.  
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 Table 4. Perceptions of CBA marketing techniques 

 

Marketing techniques Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

The CBA TV 

advertisements are 

attractive 

14 

(17.72%) 

12 

(15.19%) 

39 

(49.37%) 

12 

(15.19%) 

2  

(2.53%) 

The ticket price of 

CBA is expensive 

5  

(6.33%) 

6  

(7.59%) 

43 

(54.43%) 

17 

(21.52%) 

8  

(10.13%) 

CBA season tickets 

appeal to me 

12 

(15.19%) 

12 

(15.19%) 

36 

(45.57%) 

17 

(21.52%) 

2  

(2.53%) 

CBA's business 

sponsorship attract me 

to the game 

18 

(22.78%) 

25 

(31.65%) 

26 

(32.91%) 

6  

(7.59%) 

4  

(5.06%) 

CBA’s naming rights 

attracts me to the 

game 

20 

(25.32%) 

21 

(26.58%) 

27 

(34.18%) 

6 

(7.59%) 

5  

(6.33%) 

I want to see more 

CBA news in the 

media 

11 

(13.92%) 

15 

(18.99%) 

22 

(27.85%) 

15 

(18.99%) 

16 

(20.25%) 

CBA has implement 

good Public Relations 

13 

(16.46%) 

14 

(17.72%) 

31 

(39.24%) 

17 

(21.52%) 

4 

(5.06%) 
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CBA promotional 

strategy attract me 

15 

(18.99%) 

11 

(13.92%) 

34 

(43.04%) 

16 

(20.25%) 

3 

(3.38%) 

CBA has good 

strategic planning 

15 

(18.99%) 

10 

(12.66%) 

31 

(39.24%) 

18 

(22.78%) 

5 

(6.33%) 

The CBA promotion 

measures are targeted 

14 

(17.72%) 

13 

(16.46%) 

33 

(41.77%) 

16 

(20.25%) 

3 

(3.8%) 

The special events 

(e.g. all-star games) of 

CBA are attractive 

14 

(17.72%) 

11 

(13.92%) 

26 

(32.91%) 

18 

(22.78%) 

10 

(12.66%) 

CBA teams provide 

good promotional 

gifts 

8  

(10.13%) 

4  

(5.06%) 

34 

(43.04%) 

22 

(27.85%) 

11 

(13.92%) 

I wish to get some 

promotional gifts 

4 

(5.06%) 

2  

(2.53%) 

18 

(22.78%) 

32 

(40.51%) 

23 

(29.11%) 

the priority seating of 

CBA attract me 

6 

(7.59%) 

6  

(7.59%) 

28 

(35.44%) 

25 

(31.65%) 

14 

(17.72%) 

I want to receive 

advertisements of 

CBA by email 

12 

(15.19%) 

11 

(13.92%) 

34 

(43.04%) 

14 

(17.72%) 

8 

(10.13%) 

I wish CBA offer 

group sales with 

4 

(5.06%) 

1 

(1.27%) 

26 

(32.91%) 

33 

(41.77%) 

15 

(18.99%) 
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discounted pricing 

strategies 

CBA does a good job 

in marketing its games 

14 

(17.72%) 

9 

(11.39%) 

38  

(48.1%) 

15 

(18.99%) 

3 

(3.8%) 

I am satisfied with the 

ranking of my CBA 

team 

6 

(7.59%) 

6  

(7.59%) 

26 

(32.91%) 

25 

(31.65%) 

16 

(20.25%) 

I wish more 

advertisement of CBA 

in magazine 

10 

(12.66%) 

4 

(5.06%) 

33 

(41.77%) 

21 

(26.58%) 

11 

(13.92%) 

A special club for 

season ticket holders 

will attract me more to 

the game 

4 

(5.06%) 

10 

(12.66%) 

40 

(50.63%) 

16 

(20.25%) 

9 

(11.39%) 

I wish to see more star 

players in CBA 

3 

(3.38%) 

3 

(3.38%) 

18 

(22.78%) 

25 

(31.65%) 

30 

(37.97%) 

I am satisfied with the 

price and quality of 

CBA games 

6 

(7.59%) 

9 

(11.39%) 

40 

(50.63%) 

18 

(22.78%) 

6 

(7.59%) 

I prefer CBA games to 

NBA games 

14 

(17.72%) 

19 

(24.05%) 

29 

(36.71%) 

8 

(10.13%) 

9  

(11.39%) 
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In this survey, I divided the ages of all the respondents into 6 age groups: 18-25 

years old, 26-30 years old, 31-40 years old, 41-50 years old and 51-60 years old. Of 

the 79 respondents, the 6 age groups account for: 51,14,7,4, and 1. Given the 

inequitable distribution of age groups, a chi square test was also not performed for 

age. According to the survey results, the majority of the fans are 18-25 years old. This 

is in line with a xinhuanet.com survey on the age structure of CBA fans. In their 

survey, they said, CBA fans are mainly from the post-85-90 generation, mainly 

college students (“Tell you the real CBA fans”, Xinhua net). Therefore, an analysis of 

the opinions of fans aged 18-25 on the marketing techniques of the CBA marketing 

was deemed appropriate. 

As noted in Table 5, the top five opinions shared by 18- 25-year-old participants 

were: “I wish to see more star players in CBA,” “I wish to get some promotional 

gifts,” “I wish CBA offer group sales with discounted pricing strategies,” “I am 

satisfied with the ranking of my CBA team,” and “the priority seating of CBA attract 

me.” As for the "superstar" option, the average score among these fans is the highest. 

It is obvious that in the minds of young fans, "superstars" have unparalleled attraction. 

For this fan base, the introduction of superstars and making the game more exciting 

and entertaining may be the best way to attract them to the game. A more detailed 

discussion of the study results are below.  
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Table 5. The means of CBA marketing techniques by age groups. 

 

Marketing 

Techniques 

Age groups and Means Total 

(N=79) 18 

(N=2) 

18-25 

(N=51) 

26-30 

(N=14) 

31-40 

(N=7) 

41-50 

(N=4) 

51-60 

(N=1) 

The CBA TV 

advertisements are 

attractive 

2.5 2.65 2.71 2.71 3.75 1 2.7 

The ticket price of 

CBA is expensive 

3 3.12 3.64 2.71 3.75 4 3.22 

CBA season tickets 

appeal to me 

2 2.78 2.57 3.29 3.5 3 2.81 

CBA's business 

sponsorship attract 

me to the game 

4 2.24 2.86 2 3.25 1 2.41 

CBA’s naming rights 

attracts me to the 

game 

4 2.29 2.64 2.29 3.25 1 2.43 

I want to see more 

CBA news in the 

media 

4 3.12 2.93 3.57 3.25 1 3.13 

CBA has implement 4 2.8 2.57 2.57 4 1 2.81 
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good Public 

Relations 

CBA promotional 

strategy attract me 

4.5 2.76 2.5 2.43 3.75 1 2.76 

CBA has good 

strategic planning 

4.5 2.73 3 2.43 4.25 1 2.85 

The CBA promotion 

measures are targeted 

4.5 2.71 2.79 2.43 3.5 1 2.76 

The special events 

(e.g. all-star games) 

of CBA are attractive 

4 2.88 3.14 3.14 3.5 1 2.99 

CBA teams provide 

good promotional 

gifts 

4.5 3.24 3.07 3.43 4 4 3.3 

I wish to get some 

promotional gifts 

5 3.8 3.71 4.14 4 4 3.86 

the priority seating of 

CBA attract me 

5 3.37 3.43 3.57 4 1 3.44 

I want to receive 

advertisements of 

CBA by email 

5 2.9 3 2.57 3.25 1 2.94 
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I wish CBA offer 

group sales with 

discounted pricing 

strategies 

5 3.61 3.5 4.14 3.75 4 3.68 

CBA does a good job 

in marketing its 

games 

4 2.73 2.93 2.57 3.5 1 2.8 

I am satisfied with 

the ranking of my 

CBA team 

5 3.55 2.86 3.86 3.5 4 3.49 

I wish more 

advertisement of 

CBA in magazine 

5 3.18 3.14 3.71 3.25 1 3.24 

A special club for 

season ticket holders 

will attract me more 

to the game 

5 3.1 3.21 3.29 3.25 4 3.2 

I wish to see more 

star players in CBA 

5 4.02 3.57 4.14 3.75 4 3.96 

I am satisfied with 

the price and quality 

3 3.08 3 3.29 3.5 4 3.11 
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of CBA games 

 

Advertisement Strategies  

When asked about CBA television advertisements, only 17% of participants agreed 

that they were very attractive. Thirty-nine percent hope to see more CBA 

advertisements in the media. When asked about CBA email advertisements, the 

participants were split on this question. 29% disagreed that they hope to receive 

advertisements of CBA by email while 27% were interested in CBA’s email 

advertisements. In magazine advertising, more people chose to accept. 30% agreed that 

they wish more advertisement of CBA in magazine, while 18% felt that they did not 

wish more advertisement of CBA in magazine. The relation between the number of 

CBA games watched per year and “I wish more CBA advertisements in magazine” was 

significant, X2(2, N=79) =19.502, p<0.05. People who watch more than 10 games per 

year are significantly more likely to see more CBA advertisements in magazine.  

Pricing Strategies  

A minority of study participants (14%) felt that the CBA tickets were not expensive, 

but only 24% were interested in season tickets. There were 30% people were satisfied 

with the price and quality of CBA games, while 19% chose disagree about that. The 

majority of people, which was 51%, felt neutral about the price and quality of CBA 

games. They additionally, wished that CBA would offer discounted group ticket prices 
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and they would like to see more star players. 

Sponsorships Strategies  

The majority of participants (over 50%) stated that CBA business sponsorships and 

naming rights did not attract them to the game. If analyzing them separately by age 

group, for young fans aged 18 to 25, business sponsorships and naming rights were the 

least attractive, scoring an average of 2.24 and 2.29, respectively. By contrast, for fans 

aged 41 to 50, things were slightly better, with both business sponsorships and naming 

rights averaging 3.25.  

Public Relations  

The participants were almost split on the assessment of the CBA’s public relations. 

Thirty-four percent disagreed that the CBA has implemented good Public Relations; 

whereas 26% felt that the CBA had good public relations. What was interesting was 

that most respondents, which was 52% of the total, felt that they were satisfied with the 

ranking of his favorite CBA team. Only 15% were not satisfied about the ranking of his 

favorite CBA team. A chi-square test of independence was performed to examine the 

relation between the number of CBA games watched per year and fans were satisfied 

with their ranking of their favorite CBA teams. The results of the test was significant, 

X2 (2, N=79）=20.808, p < 0.01. Participants who watched more games each year were 

significantly more satisfied with their support teams than the average level. 
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Marketing Strategies  

When asked about promotional gifts, the majority of participants were neutral or 

wanted promotional gifts. Only 7% of participants did not want promotional gifts.  

The respondents were similarly split about the CBA’s promotional strategy. Thirty-three 

percent disagree that the strategy is attractive; while, 24% agree that the CBA’s 

promotional strategy attracts them to the league. The respondents were also split about 

the CBA’s strategic planning. 32% felt that the CBA did not have strategic planning 

while 29% believed that the CBA had good strategic planning. When asked about the 

CBA’s promotion measures, thirty-four percent disagreed about “CBA’s promotion 

measures are targeted”, which was slightly more than people who agreed, which was 

24%. When asked, "The special events (e.g., all-star games of CBA) are attractive,” 32% 

disagreed about that, while 35% agreed that opinion. 42% respondents felt that “CBA 

teams provide good promotion gifts,” which was much more than people who disagreed 

about this opinion, which was only 15% of the total. Similarly, only 7% felt that they 

did not wish to get promotional gifts when they watched CBA games, while 42% agreed 

that they looked forward to getting some promotional gifts in the game. The majority 

of people felt neutral about “CBA does a good job in marketing its games”, while 29% 

respondents disagreed about that and 24% agreed about that. When asked about the 

special club for season ticket holders, the majority of people, which was 50%, chose 

neutral about this. 32% agreed that the special club for season ticket holders will affect 

their decision and make them more willing to go to the game. 18% disagreed that the 
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special club for season ticket holders had a positive influence for their decision to go to 

the game. The participants did, however, agree that priority seating attracted them to 

CBA games. 

Perceptions of NBA Marketing Techniques 

In this part of the questionnaire, the topic was about NBA marketing techniques. 

Similarly to the last part, I divided this content into 21 different descriptions, each 

description has a corresponding score, 1 was strongly disagree, 2 was disagree, 3 was 

neutral, 4 was something, 5 was strongly something. Participants could choose the 

corresponding score according to their views. All of the 21 descriptions were 

corresponding to the promotion strategy of the CBA in the previous part. I would like 

to investigate the opinions of CBA fans on the marketing strategies used by the NBA, 

which could always be compared with their attitudes towards the CBA. This would be 

helpful to analyze the opinions of CBA fans in the following part of the research, so 

that I could find out which marketing measures of NBA can be used in the future 

promotion of the CBA. The result was shown in Table 6. A chi-square test of 

independence was performed to examine the relation between the number of CBA 

games watched per year, educational level and NBA marketing techniques. No 

relation between the number of CBA games watched per year, educational level and 

NBA marketing techniques was found to be significant. A detailed discussion of the 

study results are below.  
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Table 6. Perceptions of NBA marketing techniques 

 

Marketing Techniques Strongly 

Disagree 

Disagree Neutral Agree Strongly 

agree 

The NBA TV 

advertisements are 

attractive 

4  

(5.06%) 

7 

(8.86%) 

22 

(27.85%) 

29 

(36.71%) 

17 

(21.52%) 

The ticket price of 

NBA is expensive 

4 

(5.06%) 

2  

(2.53%) 

21 

(26.8%) 

32 

(40.51%) 

20 

(25.32%) 

NBA season tickets 

appeal to me 

7 

(8.86%) 

11 

(13.92%) 

33 

(41.77%) 

20 

(25.32%) 

8 

(10.13%) 

NBA's business 

sponsorship attract me 

to the game 

10 

(12.66%) 

12 

(15.19%) 

31 

(39.24%) 

16 

(20.25%) 

10 

(12.66%) 

NBA’s naming rights 

attracts me to the game 

10 

(12.66%) 

14 

(17.72%) 

30 

(37.97%) 

15 

(18.99%) 

10 

(12.66%) 

I want to see more 

NBA news in the 

media 

8 

(10.13%) 

5 

(6.33%) 

27 

(34.18%) 

22 

(27.85%) 

17 

(21.52%) 

NBA has implement 

good Public Relations 

5 

(6.33%) 

3 

(3.8%) 

18 

(22.78%) 

36 

(45.57%) 

17 

(21.52%) 
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NBA promotional 

strategy attract me 

5 

(6.33%) 

4 

(5.06%) 

27 

(34.18%) 

26 

(32.9%) 

17 

(21.52%) 

NBA has good 

strategic planning 

4 

(5.06%) 

2 

(2.53%) 

25 

(31.65%) 

27 

(34.18%) 

21 

(26.58%) 

The NBA promotion 

measures are targeted 

4 

(5.06%) 

2 

(2.53%) 

25 

(31.65%) 

28 

(35.44%) 

20 

(25.32%) 

The special events 

(e.g. all-star games) of  

NBA are attractive 

4 

(5.06%) 

1  

(1.27%) 

13 

(16.46%) 

29 

(36.71%) 

32 

(40.51%) 

the priority seating of 

NBA attract me 

4 

(5.06%) 

5 

(6.33%) 

26 

(32.91%) 

24 

(30.38%) 

20 

(25.32%) 

I want to receive 

advertisements of 

NBA by email? 

10 

(12.66%) 

9 

(11.39%) 

27 

(34.18%) 

22 

(27.85%) 

11 

(13.92%) 

I wish NBA offer 

group sales with 

discounted pricing 

strategies 

4 

(5.06%) 

3 

(3.8%) 

24 

(30.38%) 

27 

(34.18%) 

21 

(26.58%) 

NBA does a good job 

in marketing its games 

4 

(5.06%) 

3 

(3.8%) 

27 

(34.18%) 

23 

(29.11%) 

22 

(27.85%) 

I am satisfied with the 6 5 21 29 18 
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ranking of my favorite 

NBA team 

(7.59%) (6.33%) (26.58%) (36.71%) (22.78%) 

I wish more 

advertisement of NBA 

in magazine 

7 

(8.86%) 

10 

(12.66%) 

25 

(31.65%) 

23 

(29.11%) 

14 

(17.72%) 

A special club of NBA 

for season ticket 

holders will attract me 

more to the game 

7 

(8.86%) 

6 

(7.59%) 

40 

(50.63%) 

15 

(18.99%) 

11 

(13.92%) 

I like the super stars in 

NBA 

3 

(3.8%) 

2 

(2.53%) 

15 

(18.99%) 

22 

(27.85%) 

37 

(46.84%) 

I am satisfied with the 

price and quality of 

NBA games 

4 

(5.06%) 

4 

(5.06%) 

35 

(44.3%) 

18 

(22.78%) 

18 

(22.78%) 

I prefer NBA games to 

CBA games 

8 

(10.13%) 

9 

(11.39%) 

20 

(25.32%) 

17 

(21.52%) 

25 

(31.65%) 
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Advertisement Strategies  

The majority of people (over 50%) stated that the NBA TV advertisements are 

attractive. They additionally, agreed that they want to see more NBA news in the media 

(50%) and magazine (75%) and want to receive advertisements of the NBA by email 

(57%). Only 6% respondents stated that they did not wish more advertisement of the 

NBA in the magazine and 9% felt unpleased to receive the NBA advertisements in the 

email. Fourteen percent of the people chose NBA TV advertisements are not attractive 

and 16% participants felt they did not want to see more NBA news in the media. 

Pricing Strategies  

As noted in Table 5, 66% respondents felt that the ticket price of the NBA was 

expensive, whereas only 8% stated that they did not feel the price of the NBA was 

expensive. A chi-square test of independence was performed to examine the relation 

between household income and NBA marketing techniques. The relation between 

household income and “the ticket price of NBA is expensive” was significant, 

X2(2,N=79)=35.628, p<0.05. People whose household income is between $40,000 and 

$49,999, 50.00% chose the neutral position, which would be significantly higher than 

the average level of 26.58%. People whose household income is between $50,000 and 

$59,999, 50.00% chose the neutral position, significantly higher than the average level 

of 26.58%. People whose household income is between $30,000 and $39,999, 40.00% 

of respondents strongly agreed, which was significantly higher than the average of 
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25.32%.  

People were split in NBA season tickets. 35% respondents agreed that the season 

tickets of the NBA were attractive to them and 23% people felt not interested in NBA’s 

season tickets. However, people did agree that they wished the NBA offered group sales 

with discounted pricing strategies, whereas only 14% did not like NBA’s group sales 

with discounted pricing strategies. The relation between household income and “I wish 

NBA offer group sales with discounted pricing strategies” was significant, X² （2, N=79）

=34.506, p<0.05. When household income is less than $20,000, 44.74% of the 

respondents chose to agree, which would be significantly higher than the average level 

of 34.18%. When asked “I am satisfied with the price and quality of NBA games,” 45% 

respondents stated agreed the 45% of them felt neutral. Only 10% people felt that they 

were not satisfied with the price and quality of NBA games. 

Sponsorships Strategies  

People were split when they were asked about NBA’s business sponsorship and 

naming rights. 28% respondents disagreed that NBA’s business sponsorship attracted 

them to the game and 30% participants felt that NBA’s naming rights were not attractive. 

However, 33% people stated that NBA’s business sponsorship was attractive and 31% 

respondents agreed that the NBA’s naming rights could attract them to the game.  

Public Relations  

The majority of people (67%) stated that the NBA had good Public Relations, 
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whereas only 10% disagreed about that. However, the majority of respondents (52%) 

chose neutral when asked about “I am satisfied with the ranking of my favorite NBA 

team,” 32% people were satisfied with the ranking of their favorite NBA teams and 16% 

respondents disagreed about that. 

Marketing Strategies  

As noted in table 5, 54% respondents agreed that the NBA is promotional strategy 

attracted them, while only 11% people felt that NBA promotional strategy was not 

attractive. Similarly, majority people (over 50%) agreed that the NBA had good 

strategic planning and the NBA promotion measures are targeted. People also loved the 

NBA all-star game very much. 77% respondents felt that the special events (e.g., all-

star games) of NBA were attractive, whereas only 6% disagreed about that. 61% 

respondents agreed that the priority seating of the NBA attracted them, while only 9% 

people were not interested in the priority seating of the NBA. When asked about “NBA 

does a good job in marketing its games,” people chose agree (47%) was more than 

people chose disagree (21%). The relation between household income and “The NBA 

did a good job in marketing its games” was significant, X2(2, N=79) =34.453, p<0.05. 

The higher the household income, the more likely they are to agree with “The NBA did 

a good job in marketing its games.” Similarly, 45% respondents stated that a special 

club of NBA for season ticket holders would attract them more to the game, whereas 

10% people were not interested in the season ticket holders club of the NBA. Majority 
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respondents (53%) liked to see more super stars in NBA. However, 21% people 

disagreed that super stars of NBA were important for them. 

CBA versus NBA 

As for the last question of CBA marketing techniques part, we asked "I prefer 

CBA games to NBA games." More people preferred the NBA than the CBA, which 

can be reflected in the survey results. 14 people chose "strongly disagree" and 19 

chose "strongly disagree,” accounting for 17.72% and 24.05% respectively. By 

contrast, only 8 people chose "agree,” while 9 chose "strongly agree,” accounting for 

10.13% and 11.39% respectively. The remaining 29 chose neutrality, accounting for 

36.71%. 

A two-sample t-test was done to compare if there was significant difference of 

the scores between the marketing techniques of CBA and NBA. By using Online 

SPSS Analysis of Wen Juan Xing, the mean, standard deviation, the value of t and the 

value of p of NBA and CBA marketing techniques were shown in table 7. 

As noted in Table 7, there were 6 measures, which p value was greater than 0.05. 

That meant there were not significant differences between the NBA and the CBA in 

these 6 marketing techniques. The priority seating of both the NBA and CBA were 

attractive to Chinese basketball fans. Similarly, the Chinese basketball fans were 

interested in the group sales with discounted tickets, both the NBA and the CBA. 

What is interesting was that respondents were equally satisfied with their favorite 
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team's rankings in the NBA and the CBA. For the advertisements in magazines, data 

showed that our respondents slightly agreed that they hope to see more advertisements 

of both the CBA and the NBA in magazines. For the special club for season ticket 

holders, both the NBA and CBA could slightly attract the fans to buy their season 

tickets. Majority of respondents were strongly agreed that they hope to see more super 

stars in the games, both in the NBA and the CBA. 
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Table 7. Results of two-sample t-test for NBA and CBA marketing techniques. 

 

Marketing Techniques CBA 

(mean, SD) 

NBA 

(mean, SD) 

t p 

TV advertisements are 

attractive 

2.70±1.02 3.61±1.08 -6.172 0.000** 

The ticket price is expensive 3.22±0.96 3.78±1.02 -3.709 0.000** 

Season tickets appeal to me 2.81±1.03 3.14±1.07 -2.220 0.029* 

Business sponsorship attract 

me to the game 

2.41±1.08 3.05±1.18 -5.170 0.000** 

Naming rights attracts me to 

the game 

2.43±1.14 3.01±1.18 -4.543 0.000** 

I want to see more news in the 

media 

3.13±1.32 3.44±1.20 -2.276 0.026* 

Good Public Relations 2.81±1.11 3.72±1.05 -5.649 0.000** 

Promotional strategy attract 

me 

2.76±1.10 3.58±1.08 -5.675 0.000** 

Good strategic planning 2.85±1.17 3.75±1.04 -5.489 0.000** 

Promotion measures are 

targeted 

2.76±1.09 3.73±1.03 -6.514 0.000** 

The special events (e.g. All-

star games) are attractive 

2.99±1.27 4.06±1.04 -6.375 0.000** 
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The priority seating attract me 3.44±1.11 3.65±1.09 -1.447 0.152 

Email advertisements 2.94±1.16 3.19±1.20 -2.131 0.036* 

Group sales with discounted 

pricing strategies 

3.68±0.97 3.73±1.06 -0.394 0.695 

Marketing its games 2.80±1.07 3.71±1.08 -5.546 0.000** 

The ranking of my favorite 

team 

3.49±1.13 3.61±1.14 -0.903 0.369 

Advertisement in magazine 3.24±1.16 3.34±1.18 -0.842 0.403 

A special club for season 

Ticket holders will attract me 

more to the game 

3.20±0.98 3.22±1.07 -0.090 0.929 

I wish to see more star players 3.96±1.06 4.11±1.05 -1.146 0.255 

I am satisfied with the price 

and quality of games 

3.11±0.97 3.53±1.06 -2.740 0.008** 

*p<0.05 **p<0.01 
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Perception of CBA Ticket Prices 

In this part, I wanted to know if the CBA fans were willing to pay more money 

for the CBA if the game quality of the CBA could be improved in the future. First of 

all, we introduced the current average ticket prices of CBA and NBA to the fans, so as 

to let them know the difference between the average ticket prices of CBA and NBA. 

The range of average ticket price of NBA is $50-$129. (Average NBA ticket prices, 

n.d.). The range of average ticket price of CBA is $8-15$. Then, fans were asked, "If 

the quality of CBA games is increased in the future, are you willing to pay more to 

attend the games?" If the fans said "yes,” they were offered seven different price 

ranges, from $15 to $46 or more, for fans to choose the maximum price they could 

afford. If the fans said no, they were asked why they could not accept a higher price. 

Of course, this was an open question, and fans could explain why they were not 

willing to accept a higher ticket price based on their own opinions. 

According to the survey results, the majority of respondents chose "yes.” Among 

79 respondents, 71 chose “yes” and 8 chose “no.” Among the 71 who chose "yes,” 27 

of them, accounting for 38.03%, accepted the CBA's highest ticket price of $15-20. 8 

people chose $21 to $25, with ratio of 11.27% of the total. Next, the number of people 

who chose $26- $30, $31- $35, $36- $40, $41- $45 and $46 or more are in the 

following order: 4, 7, 8, 6, and 11, with ratio of 5.63%, 9.86%, 11.27%, 8.45% and 

15.49% respectively. 

Among the 8 people who chose “no,” they all gave reasons why they could not 
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accept a higher price. These reasons could be divided into four categories. The first 

was “I don't believe the CBA will improve significantly,” which was expressed by 

four people. The second category was “I prefer the NBA, so I don't want to spend 

more money for the CBA.” For this reason, two people made choices. The third 

category was "CBA referees are too low," one respondent told us. The fourth category 

was "too much financial pressure on me to raise the ticket price", according to one 

respondent. 

Perceptions of CBA Unique Brand? 

In this part, I wanted to directly ask the fans about whether the CBA has formed 

its own unique brand. So the question is, "Do you feel that the CBA has formed its 

own unique brand?". All 79 respondents answered this question. According to the 

statistics, 37 of them expressed their positive opinions directly. All 37 people thought 

the CBA has developed its own unique brand. This group accounted for 46.83% of the 

total number of respondents. Another 12 people expressed the opinion that “the CBA 

is forming a unique brand.” That is 15.19% of the total. The remaining 30 expressed a 

negative opinion that the CBA did not form its own unique brand at all, which 

represented 37.97% of the total. In addition, some fans described in great detail the 

reasons for their choice. For example, one fan wrote, "I think the CBA is on its way to 

brand itself. As a business league, the CBA's brand value has been recognized at 

home and can be expanded overseas. Of course as a competitive sport, players and 
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teams need to meet certain standards first, whether through referrals or through 

special training.” 

Additional Marketing Strategies 

In the last section of the questionnaire, in order to ensure that all the marketing 

strategies that fans hope to be included in are all within the scope of our investigation, 

this question was posed, “Are there additional marketing strategies you believe the 

CBA should be using? If yes, please list the marketing strategies” so that we could 

make fans supplement to the questionnaire. 

Most fans agree that the survey had included all the marketing strategies they 

wanted, however, there were still some fans who did some supplement responses to 

the questionnaire, and gave their suggestions for the CBA. For example, one fan 

wrote, "I think the CBA should also go more into schools and shopping malls, which 

will help cultivate children's interest in basketball." Another fan wrote, “the CBA 

should pay more attention to quality and make foreign players better integrated into 

our culture, such as Beijing's Marbury, a good example.” Another fan put forward four 

suggestions to the CBA in one breath: “increase the number of games, increase the 

news about the game, increase the number of players and increase the sales of 

merchandise around the team.” Another fan protested about the CBA's scalpers, 

saying, “please, hit them. I'm really fed up with them when I go to the game.” Some 

fans also put forward professional opinions on the CBA, “the CBA should not blindly 
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study the NBA and build its own image according to its regional culture.” 
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CHAPTER 5: DISCUSSION 

The purpose of this research was to assess CBA fans’ attitudes toward the NBA’s 

marketing techniques. More specifically, this thesis sought to investigate CBA fans’ 

perceptions of the effectiveness of CBA and NBA marketing techniques and compare 

the attractiveness of marketing techniques used by the two leagues. This study 

additionally explored how the quality of CBA games influence fans’ willingness to 

pay increased ticket prices and their perception of CBA’s brand image.  

As noted in the results, no differences were found for educational level for NBA 

and CBA marketing strategies. The cause of this situation may be related to Chinese 

culture. May be in China, the need for them to make marketing segmentations is low. 

However, income differences were found for participants’ perceptions of the cost of 

NBA ticket prices, availability of group ticket sales, and marketing effectiveness. The 

more games people watch each year, the more interested they become in the CBA. 

Therefore, they would prefer to see advertisements about the CBA in magazines. The 

higher the household income, the higher the affordability of NBA ticket prices. As a 

result, when household is more than $40,000, more people chose neutral. People with 

lower incomes will feel that NBA ticket prices are higher than they can afford. 

Therefore, people in lower household income group were more likely to choose “NBA 

ticket price is very expensive.” For the same reason, people in lower household income 
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group were more eager to get discounted tickets of NBA. Interestingly, these are not 

reflected in the CBA marketing techniques. The possibility may be that the CBA is 

considered to be China's domestic league. Therefore, people may have a greater 

tolerance for CBA ticket prices. People had higher fans loyalty of CBA than NBA 

therefore they are more willing to give more support to the CBA, whether their 

household income is high or low. For the group tickets sales of the CBA, there is no 

doubt that the CBA should adopt some new pricing strategies such as mini-plans and 

group tickets to attract fans, which can be easily obtained from the survey results. In 

fact, this strategy has been one of NBA managers' favorite marketing techniques. For 

sports managers, the magic of group sales is that it allows people to participate in 

activities they may never have participated in. Once people have their first experience 

and get a good feeling, they will form a habit and want to continue to participate (Dick 

& Sack, 2003). The CBA should try to improve the quality of these activities while 

holding more activities. For example, the CBA all-star game should be set up with more 

interesting activities to make it more attractive. At the same time, the CBA should create 

opportunities for players to reach out to fans, like walking into a mall or a campus. This 

will not only make players interact with fans better, but also help the CBA form a unique 

brand. 

The CBA fans’ attitudes differed the number of CBA games watched. The degree 

to people’s satisfaction with their support for the team may have a positive effect on 

their willingness to watch the game. When their team is better ranked and wins more 
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games, people are more likely to watch the game.   

How do Chinese Basketball Association fans perceive the effectiveness of CBA 

marketing techniques? 

 People thought that the CBA had done a good job in promoting its own league, 

but it was obviously inferior to the NBA. The mean score of the CBA was 3.04, lower 

than NBA’s average score, 3.55. However, in sponsorship and naming rights of CBA, 

CBA only scored 2.41 and 2.43 respectively, which shows that CBA needs a great 

improvement in these areas. It is worth noting that both CBA sponsors and naming 

rights are considered unattractive, according to the survey results. Interestingly, 

however, sponsorship and naming rights are an important source of revenue for the 

CBA (Zhu, 2013). The CBA got great revenue in sponsorship and naming rights; 

However, both of them did not offer enough attractiveness to the CBA. This shows 

that the CBA's sponsors and naming companies have not won the favor of fans. In 

future publicity, this is what they need to improve. 

How do Chinese Basketball Association fans perceive the effectiveness of the 

National Basketball Association’s marketing techniques? 

 People think the NBA has done a good job of promoting its own league. The 

NBA's average score for all marketing measures is 3.55, which is significantly higher 

than CBA’s average score, 3.04. People especially like the special events and super 

stars in the NBA, where NBA scored 4.06 and 4.11 respectively. 
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Are the National Basketball Association’s marketing strategies deemed more 

attractive than strategies used by the Chinese Basketball Association? 

For the majority of the marketing techniques, the participants believed that the 

NBA has better marketing techniques compared to the CBA. For example, in all 22 

marketing techniques, the mean score of NBA was higher than the mean score of 

CBA. When asked “NBA or CBA did a good job in marketing its games,” the NBA 

scored 3.71 while CBA only scored 2.80. When asked “Promotional strategy attract 

me,” the NBA scored 3.58 while CBA only scored 2.76. When asked “I prefer CBA 

games to NBA games,” more people preferred the NBA than the CBA, which can be 

reflected in the survey results. 42% people disagree that they prefer CBA than NBA. 

By contrast, only 22% participants admit that they like CBA more. The remaining 29 

chose neutrality. This also agrees with the results found by Menefee and Casper 

(2011). In their research, they found that Chinese basketball spectators liked the NBA 

more than the CBA. They regarded the NBA as their favorite basketball league, not 

the CBA. 

Does the quality of Chinese Basketball Association games influence fans’ 

willingness to pay increased ticket prices? 

The majority of CBA fans believe that if the quality of CBA games improves, 

they are willing to pay a higher ticket price. Most CBA fans are willing to spend more 

money for the CBA league if the quality of its games is improved. In fact, 32 people, 
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accounting for 40.5% of the total, could afford to pay more than $30, doubling the 

CBA's existing ticket price in the future if the quality of CBA games improved. It 

should also be noted that the average score of 79 participants in the “I am satisfied 

with the price and quality of CBA games” option was 3.114. At the same time, 40 

people made their choice with “neutral.” However, the NBA was much more satisfied 

with the corresponding option, " I am satisfied with the price and quality of NBA 

games." The average score of this option reached 3.532, higher than that of the CBA, 

which was shown in Table 6. This shows that there is still much room for 

improvement in CBA game quality. A significant number of fans are willing to pay 

more for the CBA, but only if the CBA's game quality improves. In their mind, the 

quality of CBA games can be improved; But at present, the quality of CBA games has 

not reached a satisfactory level. By contrast, the quality of NBA games is much more 

satisfying. This is also an important aspect for the CBA to learn from NBA. Actually, 

for improving the quality of CBA games, improving the quality of referees is also an 

important aspect. If the level of the referee was raised, it is also very helpful for the 

spectators to watch the games better. At the same time, given that CBA fans are 

willing to accept higher ticket prices, if the CBA game quality improves, a higher 

income for the league could also pay for the training of referees, which creates a 

virtuous circle. As for “what is the largest amount you can accept,” it is easily 

founded that all of the seven price ranges set got their supporters. This shows that if 

the quality of CBA matches is significantly improved in the future, the ticket price 
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will not be the main reason to prevent fans from watching CBA matches. CBA teams 

can formulate different fare schemes according to the situation to meet the 

requirements of different income groups. 

Do Chinese Basketball Association fans perceive the league has its own unique 

brand? 

Some people believe that the CBA has formed its own unique league brand, while 

others believe that the CBA has not formed its own league brand. This also agrees 

with the findings of Sun and Lian (2015). In their research, Su and Lian (2015) found 

that although many measures have been taken to CBA’s marketing development and 

great improvement has been made, the branding and the marketing development of 

CBA are still in very early stages. Some fans also agree with this point. For example, 

one fan wrote, "I think the CBA is on its way to brand itself. As a business league, the 

CBA's brand value has been recognized at home and can be expanded overseas. Of 

course as a competitive sport, players and teams need to meet certain standards first, 

whether through referrals or through special training.”  

Should CBA hold more promotional events to attract fans?  

The CBA should hold more promotional events to attract fans. Those promotional 

events have been able to attract some fans, but there are still some fans who think 

those promotional events are not attractive enough. By contrast, the NBA's 

promotional events look significantly more attractive, which can be easily concluded 
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from their higher average scores. Therefore, it can be seen that fans are looking 

forward to more activities organized by the CBA to allow more interaction and 

exchanges between the CBA and the fans. Meanwhile, CBA promotional events 

should pay more attention to quality and should aim at catching up with the level of 

the NBA promotional events. 

  



60 
 

 

CHAPTER 6: CONCLUSION 

This research is helpful for the establishment of a theoretical system on what is 

the attitude of Chinese basketball fans toward the NBA’s marketing techniques and 

which of these techniques is most useful to attract new fans in China’s special 

circumstances. In addition, this thesis analyzes the views on the marketing techniques 

of the CBA, especially from the perspective of Chinese basketball fans. This study 

helped determine which marketing techniques score highest in the minds of Chinese 

basketball fans and what marketing measures from the NBA they most expect to be 

used in the CBA. Also, Chinese basketball fans’ views on some certain issues were 

solicited. For example, is the CBA ticket too expensive? and what is the maximum 

price they can accept and so on. The CBA should adopt some new pricing strategies 

such as mini-plans and group tickets to attract fans, while holding more promotional 

events is also considered as a great method to attract fans and improve their favorable 

impression of the CBA. Most CBA fans are willing to spend more money for the CBA 

league if the quality of its games is improved. For CBA fans, "improving the quality 

of the game" is a very important prerequisite to attract them. 

This study is also helpful for basketball managers in China because this research 

will play a cornerstone role in evaluating the application of NBA’s marketing 

techniques in CBA and using a more efficient method for the attraction of fans in 
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different segments, which is important for the future development of CBA. 

The research also compares the CBA and NBA. The NBA scores significantly 

higher than the CBA in terms of the same marketing techniques scored by Chinese 

basketball fans. This also proves that the NBA is more popular than CBA in Chinese 

basketball fans. At the same time, most of the Chinese fans hope that CBA can take 

measures to learn from the NBA, based on the successful experience of the NBA, and 

apply some NBA marketing measures, to improve the level of the CBA league. 

Limitations and Future Research 

Although this study has some exciting findings, especially in the CBA marketing 

field, limitations still exist. The main limitation is that all of the participants in this 

study came from the Internet. All of the 79 participants are attracted to participate in 

the survey by publicizing it on the Internet. One of the limitations of the survey is that 

the sources of participants are too simple. Future work should diversify the mix of 

participants. For example, researchers can find participants in the CBA arena, and 

these participants may have more professional views. On the other hand, however, all 

of the participants were found on the Internet may be an advantage. Because on the 

Internet, we can find people from different provinces more easily, which can reflects 

better to general fans in China. 

The small sample size for women was also a limitation. This research got only 79 

results in total. The reason for this result may be that the publicity time was too short. 
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This research was posted for two days, which was not a long time. At the same time, 

the propaganda may have been too simple. It was also one of the possible reasons for 

this result. Some fans also told the researcher that because the survey contained too 

many questions, they did not have the patience to complete the questionnaire. Future 

work could increase the time of publicity. Meanwhile, the investigation should be 

publicized in different post bars. Researchers could also go to the CBA stadium and 

even the schools to publicize an investigation. Finally, for the questions in the survey, 

the total number of questions in the questionnaire could be reduced, so that more 

people could complete the questionnaire more easily to attract more people to 

participate in the survey. Another problem was that this survey only got 8 female 

participants. That was also a limitation. The small number of women participants 

makes it hard to represent the general opinion of female fans. Future work should 

concentrate more on female fans so that the survey could represent more on general 

female fans’ opinions. 

The survey did not distinguish between the results of different CBA teams, which 

was also a limitation. Different teams had different specific situations and needed 

different marketing measures. At the same time, the opinion of the team's loyal fans 

about their home team would also change with the specific situation of the team. 

Future research should make the investigation more detailed. For example, the 

questionnaire could be applied to loyal fans of different teams and their results will be 

classified. In this way, CBA team managers can find out what their teams need to 
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improve, so as to meet the requirements of fans. In short, this would be a more 

targeted approach to the investigation. 

Practical Application of Research 

This study is helpful for Chinese basketball club managers and marketing 

managers. Club managers and marketing managers in China can effectively increase 

their understanding of CBA fans’ attitude toward using NBA's marketing techniques 

in the CBA and which NBA marketing techniques can attract fans to watch the game. 

At the same time, CBA team managers can understand the views of CBA fans on the 

promotion measures of CBA marketing, comparing them with their teams, so that they 

can find out what the team is not doing well and need to improve. At the same time, 

they can find out which marketing measures of their team are helpful to attract fans 

and keep them going. 

CBA teams should often do surveys like this to find out how satisfied their fans 

are and how they feel about their teams. According to the opinions of fans, CBA 

teams can specify more targeted marketing measures to attract fans. More importantly, 

different CBA teams should make different survey methods and questions according 

to their different specific situations. By using the experience of this survey, they can 

make more targeted investigations and get more reasonable results, so as to provide 

more help to the marketing of their own teams. 
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Summary 

 The most important thing for the survey results is that all Chinese basketball 

managers, club managers, and all those involved in Chinese basketball should 

understand that fans are always the most important. No matter for any league, no 

matter for any sports, the fans are the motivation and foundation to keep them going 

for the better. The reason for this research and all the marketing techniques studied in 

this thesis is to serve and better attract fans. Only when we understand this can this 

investigation really make sense. Only in this way can Chinese basketball and the CBA 

league develop better in the future. 
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APPENDIX A 

Questionnaire 

 Part 1 Basic information 

Gender                                 

Age                

Zip code                                   

How many years have you been watching professional CBA games?             

How many CBA games you watched in person or on TV per year?             

Household income：<$20,000      $20,000-$29,999      $30,000-$39,999     

 $40,000-$49,999      $50,000-59,999      >$60,000     

Education level: <college degree      college degree      master degree or 

above     

what is your favorite CBA team?                

 Part 2 Personal view 

 What is your opinion about these questions in the table below? Please tick the 

check box after the option. 1 is strongly disagree, 2 is disagree, 3 is neutral, 4 

is agree, 5 is strongly agree. 
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marketing techniques 1 2 3 4 5 

The CBA TV advertisements are attractive      

The ticket price of CBA is expensive      

CBA season tickets appeal to me      

CBA's business sponsorship attract me to the 

game 

     

CBA’s naming rights attracts me to the game      

I want to see more CBA news in the media      

CBA has implement good Public Relations      

CBA promotional strategy attract me      

CBA has good strategic planning      

The CBA promotion measures are targeted      

The special events (e.g. all-star games) of 

CBA are attractive 

     

CBA teams provide good promotional gifts      

I wish to get some promotional gifts      

the priority seating of CBA attract me      

I want to receive advertisements of CBA by 

email 

     

I wish CBA offer group sales with discounted 

pricing strategies 

     

CBA does a good job in marketing its games      

I am satisfied with the ranking of my CBA 

team 

     

I wish more advertisement of CBA in 

magazine 

     

A special club for season ticket holders will 

attract me more to the game 

     

I wish to see more star players in CBA      

I am satisfied with the price and quality of 

CBA games 

     

I prefer CBA games to NBA games      
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marketing techniques 1 2 3 4 5 

The NBA TV advertisements are attractive      

The ticket price of NBA is expensive      

NBA season tickets appeal to me      

NBA's business sponsorship attract me to 

the game 

     

NBA’s naming rights attracts me to the game      

I want to see more NBA news in the media      

NBA has implement good Public Relations      

NBA promotional strategy attract me      

NBA has good strategic planning      

The NBA promotion measures are targeted      

The special events (e.g. all-star games) of  

NBA are attractive 

     

NBA teams provide good promotional gifts      

the priority seating of NBA attract me      

I want to receive advertisements of NBA by 

email? 

     

I wish NBA offer group sales with 

discounted pricing strategies 

     

NBA does a good job in marketing its games      

I am satisfied with the ranking of my favorite 

NBA team 

     

I wish more advertisement of NBA in 

magazine 

     

A special club of NBA for season ticket 

holders will attract me more to the game 

     

I like the super stars in NBA      

I am satisfied with the price and quality of 

NBA games 

     

I prefer NBA games to CBA games      
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 The range of average ticket price of NBA is $50-$129. The range of average 

ticket price of CBA is $8-15$. If the quality of CBA games is increased in the 

future, are you willing to pay more to attend the games? 

If yes, what is the largest amount can you accept? 

$15-$20____   $21-$25____   $26-$30____   $31-$35____    

$36-$40____   $41-$45____   $46 or more____ 

If not, why? 

 

 

 

 

 

 

 Do you feel that the CBA has formed its own unique brand? 

 

 

 

 

 

 

 

 Part 3 Feedback 

 Are there additional marketing strategies you believe the CBA should be using? 

If yes, please list the marketing strategies. 

 

 

调查问卷 

 第一部分 基本信息 

性别                

年龄                

邮编                

观看 CBA 比赛的年份                  
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家庭总年收入：<13 万      13 万-20 万      20 万-27 万      27 万-34

万      34 万-41 万      >41 万     

教育程度：<本科      本科      研究生或更高     

你最喜欢的 CBA 球队是                 

 第二部分 个人意见 

 你对这些问题的看法在下面的表格吗?请在选项后勾选答案。一是强烈

反对，二是不同意，三是中立，四是同意，五是非常同意。 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

市场营销措施 
1 2 3 4 5 

CBA 的电视广告很吸引人      

CBA 的票价很贵      

CBA 的季票价格很吸引我      

CBA 的赞助商能吸引我去看比赛      

CBA 的冠名企业能吸引我去看比赛      

我希望在媒体上看到更多 CBA 的广告      

CBA 有良好的公关形象      

CBA 的推广措施能吸引到我      

CBA 有着很好的推广计划      

CBA 的市场推广措施很有针对性      

CBA 的特殊活动（比如全明星赛）很有吸引力      

CBA 的球队会在现场提供小礼物      

我希望在现场得到球队提供的小礼物      

CBA 的预留座位能够吸引我      

我希望收到 CBA 的邮件广告      

我希望 CBA能够以打折的方法销售多场比赛

的球票包 

     

CBA 在市场推广方面做得不错      

我对于我所支持的球队的排名表示满意      

我希望在杂志中看到更多的 CBA 广告      

CBA 球队的季票持有者俱乐部能够吸引我      

我希望在 CBA 中看到更多的超级球星      

我对 CBA 的票价对应的比赛质量感到满意      

相对于 NBA，我更喜欢 CBA      



70 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 NBA 的范围的平均票价是 50 - 129 美元（人民币 318-820 元）。CBA 的平均票价范围是

8-15 美元（人民币 50-95 元）。如果将来 CBA 比赛的质量提高了，你愿意花更多的钱去

参加比赛吗? 

如果是的话，你能接受的最大金额是多少? 

100 元-130 元____   130 元-160 元____   160 元-190 元____   190 元-220 元____   

220 元-250 元____   250 元-280 元____   280 元或更多____ 

如果不,为什么? 

 

 

 

 

 

 

 

市场营销措施 
1 2 3 4 5 

NBA 的电视广告很吸引人      

NBA 的票价很贵      

NBA 的季票价格很吸引我      

NBA 的赞助商能吸引我去看比赛      

NBA 的冠名企业能吸引我去看比赛      

我希望在媒体上看到更多 NBA 的广告      

NBA 有良好的公关形象      

NBA 的推广措施能吸引到我      

NBA 有着很好的推广计划      

NBA 的市场推广措施很有针对性      

NBA 的特殊活动（比如全明星赛）很有吸引力      

NBA 的球队会在现场提供小礼物      

我希望在现场得到球队提供的小礼物      

NBA 的预留座位能够吸引我      

我希望收到 NBA 的邮件广告      

我希望 NBA 能够以打折的方法销售多场比赛

的球票包 

     

NBA 在市场推广方面做得不错      

我对于我所支持的球队的排名表示满意      

我希望在杂志中看到更多的 NBA 广告      

NBA 球队的季票持有者俱乐部能够吸引我      

我希望在 NBA 中看到更多的超级球星      

我对 NBA 的票价对应的比赛质量感到满意      

相对于 CBA，我更喜欢 NBA      
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 你是否觉得 CBA 形成了自己独特的品牌? 

 

 

 

 

 

 

 

 第三部分 反馈 

 你认为这份调查,包括了所有你希望看到的市场营销策略?如果没有，请列出你想要

CBA 采用的营销策略。 
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