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The Investigation of Service Marketing to Promote Sport

Facilities
Meng-Yuan Sung?®, Chia-Yi Cheng? Shih-Pei Chang®
! National Chin-Yi Institute of Technology, Department of Recreation and Sport Management, 2 National

University of Tainan, The Graduate Institute of Sport and Health and ® Central Taiwan University of

Science and Technology, Department of Physical Education.

Abstract
The sport management area in our country had always attached great importance to the sport
facility management. In the past few years, related study had continuously increased. To make the
sport facility management in the school much efficiently, the following issue used the marketing
strategy to integrate the service, to promote the efficiency. It would not only ensure the user’s
safety, but also increased the income from the sport facility, if the sport facility management in the
school is well performed. Therefore, how to expand the sport facility in the school by ministrant

marketing strategy is the significant scholastic affair.
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