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ABSTRACT
This study is a qualitative analysis of the current level of public relations activities in sport associations of Asian and Olympic Games. The purposes of the study are exploring public relations practice in sport associations of Asian and Olympic Games and offering strategies for effective and proactive public relations. Back, Blatter, and Bughin (2004) argued that sport organizations are facing increasing commercial pressure and need to explore a better way to attract customers. Thus, it would appear that public relations can prove to be a valuable tool for sport organizations. Furthermore, various research has shown that establishing good relationships with publics is critical for enhancing a sport organizations’ image, creating an identity, and increasing ticket sales. Promoting a positive image to constituents helps increase sales and builds successful relationship with the public (Pharoah, 2006). It is critical for sport organizations to establish a sound reputation through getting people to think and feel positively about sport teams’ activities. Thus, sport organizations need to recognize that public relations can differentiate sport teams and gain competitive advantages by developing the public relations function within their communications (Hopwood, 2005). In addition, to fill the gap of previous research using quantitative approach, this study will be conducted using the qualitative approach, which helps gain deep and insightful data concerning public relations practice in sport associations of Asian and Olympic Games. Finally, this study will help sport public relations practitioners evaluate their current knowledge of public relations and improve the practice of public relations in Taiwan’s professional sports. This case study will offer theoretical and methodological insight into sport public relations research. Very little sport public relations research has focused on the actual description of the interactive discourse embedded in the practice of public relations of sport associations of Asian and Olympic Games and how the practice impacts the roles of public relations and models of public relations. Consequently, I selected sport associations of Asian and Olympic Games in order to: 1. Explore the roles and models of public relations practiced by sport public relations practitioners in sport associations of Asian and Olympic Games. 2. Generate a description that highlights the strategies of public relations practiced by sport public relations practitioners in sport associations of Asian and Olympic Games. 3. Gain a better understanding of the profile of sport public relations practitioners.
