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Abstract

In the society today, when global sports continue to grow, and the economy keeps integrating with
the economy, the sports industry has been gained rapid development, and become the most active
industry with the most competitive potential in the global cultural industry. In the marketing
process of this event, as there are all kinds of uncertainty, therefore, the effect of event marketing
need to be evaluated to exercise control over the process of event marketing, so that the planning
and implementation process of the event marketing can be as consistent as possible. Organizers
and operators of golf tournament need to understand and master the effects of the marketing
strategies they apply; and on the basis of its analysis, find the problems and make adjustment
in a timely manner, so as to maximize their own interests. In this paper, through the analysis
on the effect of large scale individual golf tournament marketing, it adopts scientific research
methods, and selects the relevant indicators to build the golf tournament marketing effectiveness
evaluation indicator system of our country. After the confirmation of the individual golf
tournament marketing effectiveness evaluation indicator system, it applies the decision tree fuzzy
comprehensive evaluation model to build the large-scale golf tournament marketing effectiveness

fuzzy comprehensive evaluation model of our country.
Key words: GOLF TOURNAMENT, EVENT MARKETING, FUZZY COMPREHENSIVE
EVALUATION MODEL, MARKETING STRATEGY

1. Introduction

With the continuous development of global sports,
the integration of sports and economic keeps deepen-
ing, and the global sports industry has been rapid de-
veloped, which has become the most active industry
with most competitive potential in global cultural in-
dustry [1]. Moreover, although China's sports indus-
try started late, in recent years, as China's economy
continues to develop, the marketization level contin-
ues to increase, especially after the success of Beijing
2008 Olympic Games, China's sports industry has
ushered into a golden development Period. Where-
in, the competition performance industry as the main
body of sports industry has been the focus of attention
of people [2].

Sports events marketing is an important compo-
nent part of sports marketing, and also an important
manifestation of sports marketing. Currently, many
scholars have done research on the relevant contents
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of sports event marketing and have made certain
research achievements. In the existing studies, the
definition of the meaning of sports events marketing
is relatively consistent. Most scholars agree that the
meaning of sports events marketing needs to be stud-
ied from two angles [3]. Document [4] states that:
Event marketing include two aspects, starting from
the event itself, sports marketing is considered the
multi-faceted marketing activities carried out by the
event organizer for the sports event itself. From the
business point of view, the document [5] thinks that
sports events marketing is a new strategy adopted by
businesses, companies and other institutions and or-
ganizations different from traditional marketing strat-
egy and media advertising, i.e. the enterprise "sports
marketing” that we usually refer to.

The evaluation of the effect of enterprise sports
events marketing is currently a research focus domes-
tically. Document [6] points out that: As the biggest
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risk of sponsorship marketing lies in the inability to
have clear individual evaluation on the effect, thus
companies often cannot scientifically assess the fea-
sibility of a sponsorship activity. Document [7] puts
forward criticism in the study on the domestic enter-
prises that do not pay close attention to sponsorship
evaluation and the sponsor organizers do not provide
evaluation services to enterprises, and points out that
enterprises should entrust a third party to evaluate the
implementation of sponsorship. These evaluations in-
clude not only the image benefit of sponsors, sales
and media coverage evaluation, but also shall be an
overall evaluation framework, in which the evalua-
tion on the sales volume change is only a small part.
Document [8] points out that, sports sponsorship eval-
uation shall include three parts: 1) pre-evaluation, the
evaluation of consistency between sponsorship goals,
procedures, programs and business objectives; 2)
Evaluation in the event, mainly surrounding the in-
ternal and external environment changes, sponsor im-
plementation, and evaluation on stage effect; 3) Post
evaluation, mainly including evaluation of exposure,
achievement rate, recollection degree, images, sales
results and other evaluation. As can be seen, in re-
spect of sports event marketing evaluation research,
many domestic scholars have made analysis from dif-
ferent angles. However, it also can be seen from the
existing literature that, there is almost no research on
the evaluation of the competition events marketing
effectiveness itself.

This study hopes through the analysis on the over-
all effect of golf tournament event marketing, based
on the theoretical research, oriented by the practical
application, so as to achieve the following research
purposes:

1) Analyze the specific structure of golf market-
ing effectiveness, and study its influencing factors,
the evaluation indicators and the logical relationship
between the indicators. 2) Build golf tournament mar-
keting effectiveness evaluation model.

2. Fuzzy clustering evaluation algorithm based
on the decision tree

Clustering is an unsupervised classification meth-
od, which in the absence of pre-defined classification,
divides a large data set into several categories, with
the requirement that the data in the same catego-
ry shall be as similar as possible, while the data in
different categories shall be as different as possible.
Researchers have proposed a lot of data clustering al-
gorithm, the relatively famous ones as previously de-
scribed K-Means, K-Center, DBSCAN and OPTICS
etc.

Common tree algorithm has ID3, C4.5, and C5.0
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etc. C5.0 algorithm applies information theory meth-
ods to make information volume analysis on the fea-
tures of a large number of practical cases, calculate
the interactive information of each characteristics,
adopts the attribute gain rate maximization as the
node tree, to form the decision tree on the basis of
information entropy.

Take the attribute X calculation as an example.
Calculate its information gain rate Gain ( x ). S rep-
resents a set of samples, p,is the probability of any
sample belonging to D,, indicated by —- . Assuming
category attributes have n different Va“fues, and de-
fines n different categories D, (i=1,---,n). Set S, as
the number of samples in category D. Info (S) repre-
sents the current sample entropy, the calculation is as
follows

Set X with n different attribute values {x, x,,--- x,}
, use X to divide S into n subsets {s,,s,,--S,} . Info
(S,X) represents the information entropy required to
use attribute X to divide S, the calculated is as fol-
lows:

Gain (X) will increase naturally, thus excluding
the impact of this factor, namely, dividing SplitInfo
(X) and eliminate the impact of the category number
n, to eliminate the deviation value with huge amount
of attributes, the calculation is as follows:

Fuzzy clustering evaluation is a method to evalu-
ate clustering results, and a clustering pattern to seek
data concentrating most of the vector data in a cluster
with high clustering cluster attribute. A fuzzy cluster
is represented by the membership matrix P=[Pij]. Pjj
here represents the membership degree of the j-th el-
ement belonging to the category i. Thus the key indi-
cator division factor

Both fuzzy clustering evaluation method and C5.0
adopts information entropy to evaluate the member-
ship degree, while there is a correlation between the
information entropy, and the fuzzy clustering evalua
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tion methods that can be drawn are also correlated to
the decision tree algorithms, therefore, the clustering
fuzzy evaluation method for the size of entropy divi-
sion to some extent decreases with the increase of the

(The meaning of each symbol in the formula is:
Categorical target attribute has N different values

As can be known from the theorem, the size of en-
tropy division by fuzzy clustering evaluation method
key indicators decreases with the increase of the deci-
sion tree information entropy gain to a certain extent,
while the key indicator entropy division decrease in-
dicates better clustering effect, the greater the entro-
py gain is, the better the decision tree categorization
effect. As the value of Gain (x) can indicate the com-
pliance extent of different categories with the actual
categorization, the higher the resulting information
entropy Gain (x), the better degree of compliance it
shows. Therefore, it can be drawn that from the exe-
cution of the decision tree, the clustering results have
actually been tested, and the decision tree process can
simulate a fuzzy clustering evaluation process.

3. Construction of large scale gold tournament
marketing effectiveness evaluation model of our
country

For large-scale events of individual sports, such
events often represents the highest level of certain
sports items, which are subject to the restrictions of
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decision tree information entropy gain reduction.
Proof:
Convert the above formula into vector product:

(1,2,3 ... i ... n), the original data set can be divided
into C categories according to attribute X.

relevant provisions of the General Association of
International Sports Federations on the athlete qual-
ification for the match, event sponsors and partners
selection, etc. In addition, China has not fully geared
to the international standards in the operation of mar-
ket-oriented sporting events, and still retains part of
the operation mode in the planned economy period,
mainly shown in the transfer of television rights of
golf games not fully market-oriented. Therefore, for
the golf tournament organizers or operators in our
country, the principal objective to carry out event
marketing is to attract more consumers to watch the
live games on spot. Events audiences are the direct
experience group of the golf tournament marketing
effectiveness. All their own experiences, awareness
of the events products, satisfaction to the events and
services etc. can reflect whether the events marketing
is good or not. At the same time, for our golf tourna-
ment organizers or operators concerned, the most di-
rect marketing purpose is to organize events to make
profit. Therefore, the financial evaluation is also an
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indispensable part of the golf tournament marketing
effectiveness evaluation in our country.

According to the actual situation of our country's
golf tournament marketing, the marketing activities
of our golf tournament organizers or operators are
focused on the sales of tickets and event-related sou-
venirs, through two parts of marketing campaigns to
implement the complete process of consumer aware-
ness of the events, understanding the events, and rec-
ognizing the events, and loving the events. Accord-
ingly, our marketing effectiveness of golf tournament
is constituted by two parts, one is the visual economic
effect evaluation, i.e., the financial evaluation of the
events, including how the event marketing income
is, how the event marketing efficiency is and so on;
the other is indirect evaluation of the marketing ef-
fectiveness, namely, events consumers’ response to
the events, including the event consumers’ awareness
of the events, event consumers’ satisfaction for the
events, and event consumers’ satisfaction etc. In ad-
dition, as event organizers or event operators, events
sponsors have different mode of operation in event
marketing. At present, the event sponsors of our
country mainly have two different operation modes
in the events marketing: First, the event sponsor au-
tonomous event marketing, i.e., the event sponsor
will set clear work division in the tournament organ-
izing committee for each responsible department, and
a special market development department is respon-
sible for event marketing operations. Second, event
sponsor commissions a professional event market-
ing agency, namely event sponsor will outsource the
specific event marketing organization work such as
event marketing promotion etc. to specialized event
operator. Usually the market-oriented operation level
of such events is higher. At the time when we eval-
uate the golf tournament marketing effectiveness in
our country, different event operations shall be fully
taken into account. Under different circumstances,
the identity of different event sponsors are different,
which will have different influence on the event mar-
keting effectiveness evaluation In the case that event
sponsors autonomous evaluate the event marketing
effectiveness of the golf tournament in our country,
the event sponsors undertake the role of event mar-
keting organizer, the effects of the marketing effec-
tiveness plays an important role for the event spon-
sors to know their event marketing strategy effect,
and the event marketing problems in the process.

Therefore, the evaluation on the effectiveness of
the event marketing can not only provide effective
guidance to carry out the event marketing work in the
next cycle, but also need provide a valid basis for the
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supervisory control of the event marketing in the cur-
rent event cycle. The control function is one of the four
basic functions of management; marketing perfor-
mance evaluation is an important means of marketing
control. Therefore, control theory shall be followed
to make rational design of marketing performance
evaluation method. Sports events marketing control
mainly refers to the application of a designed activity
to increase the likelihood of the right implementation
and get the desired results in event marketing process.
In evaluating the effect of the golf tournament mar-
keting in our country, self-evaluation shall be made
from the perspective of event organizer through their
own experience. And in the case of entrusted profes-
sional event organizer for the event marketing, the
golf tournament marketing organizers and executors
of our country are mainly third-party professional in-
stitutes commissioned by the event organizer. In this
case, the event sponsor plays mainly a supervisory
role to the work of the third party. When evaluating
the effectiveness of event marketing, event organizer
shall evaluate whether the professional third-party or-
ganizer can get the event marketing work well done.
In this case, since the supervisory control of the event
marketing work is not executed directly by the event
marketing third-party professional organizer, but
completed by the event sponsor, therefore, the events
marketing third-party professional organizer is not re-
quired to conduct self-evaluation on their marketing
work.

For the analysis of the golf tournament market-
ing effectiveness evaluation system based on the golf
tournament marketing realities in our country, it can
be divided into two different scenarios of autonomous
event marketing by the tournament organizers and by
the organizer commissioned professional marketing
agency. Therefore, this paper establishes the golf
tournament evaluation indicator system according
to the different characteristics of the golf tournament
marketing by the sponsor and by the commissioned
professional institutions. Based on the evaluation in-
dicator system under two different scenarios, the golf
tournament marketing effectiveness in our country
adopts fuzzy comprehensive evaluation model for the
golf tournament marketing effectiveness evaluation
in our country, so as to build a fuzzy comprehensive
evaluation model for golf tournament marketing ef-
fectiveness evaluation in our country.

Firstly, under the situation that the sponsors car-
ry out autonomous event marketing, the fuzzy com-
prehensive evaluation model of the golf tournament
marketing effectiveness evaluation indicator system
in our country is established according to the sponsor
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autonomous golf tournament event marketing effec-
tiveness evaluation system, adopt fuzzy comprehen-
sive evaluation model for sponsor autonomous event
marketing to evaluate the golf tournament marketing
effectiveness of our country, so as to build a fuzzy
comprehensive evaluation model of golf tournament
marketing effectiveness under the situation of spon-
sor autonomous event marketing. The detailed steps
are as follows —

Step 1: According to the classification of indica-
tors to determine the indicator level

Let evaluation indicator set beU ={u,,u,,--u,}, in
which U ={u,,u,,--u,} is the i-th indicator in the first

level, determined by the n-th indicator in the
second level, then U =f{u,u,-u,}, Wwhere
U,={i=12,mj=12,-,n}, and so on. According
to the evaluation indicator system of marketing ef-
fectiveness of golf tournament, the various indicators
can be divided into three levels, specifically as fol-
lows: The first level: Let evaluation indicator set be
U ={u,,u,,u,} , in which U, is the economic effect, U,
is the market effect, U, is self-evaluation effect.

Level 2: Set evaluation indicator set
Ul = {UH’UIZ} 5 U2 = {Uzl’U22’U237U247U25} 5 U3 = {U31}

Level 3: Set evaluation indicator set

U, = {Um} sUp = {Ulzl} Uy = {U2117U2225U223} yUp = {U231’U232} yUp = {Uz41} ,Up = {Uz5lsUzsz’U253} ) {U311sU312’U3139U314’U315} 5

Step 2: Establish weight set to determine the weight
set is a key step in constructing fuzzy comprehensive
evaluation model. Generally the methods to determine
the weight include the following: 1) Obtained by the
evaluation experts through discussion; 2) Applying
paired comparison method; 3) Analytic hierarchy
process (AHP). This paper adopts AHP to determine
the weight W of each indicator, for the specific
methods please refer to the description above.

Given: Weight set wow w, w,... w, , in which
W(i=12-- m) is the weight of the i-th factor v, .

Under the condition of sponsor autonomous event
marketing, our golf tournament marketing indicator
weight has been described in detail in the previous
section. Our country’s golf tournament marketing ef-
fectiveness level one indicator weight set can be ob-
tained under the condition of sponsor autonomousev-
ent marketing for o according to the results:

By the same method we can calculate the level 2
indicator weight set for our country's golf tournament
marketing effectiveness under the condition of spon-
sor autonomous event marketing:

The weight of secondary indicator relative to the
total indicator weight can be calculated using the for-
mula , so as to build the secondary indicator weight
set as follows:
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Finally, establish the weight of level 3 indicators,
average the weight of level 3 indicators relative to the
weight of level 2 indicators, so as to obtain the level
3 indicator weight set, and the detailed results are as
follows:

Step 3: Establish evaluation set V

In this paper, the golf tournament marketing effect
of our country is divided into five levels, therefore,
the evaluation set

V={v,v,,v;,v,,vs}, in which v =very good,
v,=good, v, =fair, v,=poor, v;=very poor.

Step 4: Level 1 fuzzy comprehensive evaluation,
which is the evaluation on each factor in level 3.

Hence level 3 single factor membership matrix
degree is:
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Step 5: Level 2 fuzzy comprehensive evaluation.
If a single factor evaluation matrix is level 2 fuzzy
comprehensive evaluation matrix, then:

Step 6: Level 3 fuzzy comprehensive evaluation,
the single factor evaluation matrix U is:

Secondly, under the condition that the sponsor
commissioned professional institutes to carry out
events marketing, our country’s golf tournament mar-
keting effectiveness fuzzy comprehensive evaluation
model is established based on the golf tournament
marketing effectiveness evaluation system under
the condition of sponsor commissioned professional
institutes event marketing, adopting fuzzy compre-
hensive evaluation model to evaluate the golf tour-
nament marketing effectiveness in our country under
the condition of sponsor commissioned professional
institutes, so as to establish a fuzzy comprehensive
evaluation model of golf tournament marketing effec-
tiveness of our country under the condition of spon-
sor commissioned professional institutes for the event
marketing. The detailed steps are basically consistent
with the fuzzy comprehensive evaluation model of
golf tournament marketing effectiveness of our coun-
try under the condition of sponsor autonomous event
marketing, but only different on the confirmation of
indicator level set and indicator weight set.

4. Golf tournament marketing effectiveness tri-
al evaluation

The evaluation of consumer behavior is mainly
measured in two aspects, the proportion of new cus-
tomers and customer loyalty.

According to Shanghai golf tournament spectator
survey, in 2012 spectators who came to site to watch
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Shanghai golf tournament for the first time account-
ed for 55.2% of the total number of the respondents,
which shows that new customers in Shanghai golf
tournament accounted for 55.2% of the total num-
ber of spectators in the survey. The spectators who
repeatedly come to the site to watch ATP1000 Tennis
Masters Cup accounted for 45.8% of the total num-
ber of the respondents, which shows the attention of
spectators to the golf tournament.

2012 Shanghai golf tournament advertising ef-
fectiveness status:. In the survey of the spectators on
site, 89 7% of the respondents said they were aware
of Shanghai golf tournament 2012 advertisement,
10 3% of the respondents said they never saw 2012
Shanghai golf tournament advertising. The awareness
of respondents on site of the advertising awareness of
the Masters Cup is still relatively high. The Master
Cup’s events products and services have loyal con-
sumers accounting for 45.8% of the total number of
people in the survey. The purpose is to facilitate the
consumers to consume the product, and in the re-
spondents, 58.9% of the respondents said Shanghai
golf tournament event advertising messages had a di-
rect influence on their buying behavior, 41.1% of the
respondents said that Shanghai golf tournament event
advertising information has no direct impact on their
buying behavior. Therefore, the events advertising on
consumer buying behavior has a certain degree of in-
fluence on the consumer buying behavior, but fails to
influence the majority of consumers of the event.

1). Level 1 fuzzy comprehensive evaluation

Firstly establish level 1 fuzzy evaluation matrix,
namely:

Indicator D11 ticket and licensed merchandise
sales growth percentage Fuzzy Matrix

Indicator D121 Tickets and Merchandise Sales
Revenue Ratio of Total Event Expenditure Evaluation

Indicator D21 Public Awareness Fuzzy Matrix

Indicator D22 Consumption Satisfaction Fuzzy
Matrix

Indicator D23 Consumer Behavior Fuzzy Matrix
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Indicator D24 Market Competition Fuzzy Matrix

Indicator D25 Advertising Effect Fuzzy Matrix

Make level I fuzzy transformation according to
the formula, with the results as follows:
B11=[0.0841 0.3359 0.0841 0 0]

B12=[0 0.1120 0.0559 0 0]
B21=[0.0142 00028 0 0 O]
B22=[0.0052 0.0196 0.0054 0.0018 0]
B23=[0.007 0.0347 0.0416 0 0]
B24=[0 0.0085 0.0085 0.034 0]
B25=[0.0189 0.0378 0.0567 0 0]
B31=[0.0057 0.0314 0.0428 0.0057 0]

2). Level 11 fuzzy transformation

Matrix R formed from level I fuzzy evaluation re-
sults

W1=[0.5036 0.1679]
B1=V1*R1=[0.0424 0.1880 0.0517 0 0]

W2=[0.0571 0.2801 0.1086 0.0292 0.0063 0]
B2=V2*R2=[0.0103 0.0594 0.0292 0.0063 0]
R3=[0.0057 0.0314 0.0428 0.0057 0]

V3=[1]

B3=V3*R3=[0.0057 0.0314 0.0428 0.0057 0]

3). Level III fuzzy transformation
Matrix R formed from level II fuzzy evaluation
results

V=[0.6715 0.2969 0.0856]
B=V*R=[0.0321 0.1465 0.0471 0.0024 0]
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According to the principle of maximum member-
ship value, the maximum value of B is 0.1465, the
corresponding evaluation set V = "good" in {very
good, good, fair, poor, very poor}, therefore, we can
determine that 2012 Shanghai golf tournament series
event marketing effect is good. Meanwhile, accord-
ing to the principle of maximum membership value,
we can evaluate the effectiveness on each level in the
evaluation model.

5. Conclusion

This paper establishes a fuzzy comprehensive
evaluation model of the golf tournament marketing
effectiveness in our country. Based on the evaluation
indicator system of marketing effectiveness of golf
tournament in our country, it adopts AHP and fuzzy
comprehensive evaluation model to build the fuzzy
comprehensive evaluation model of golf tournament
marketing effectiveness of our country under the con-
dition of sponsor autonomous marketing and entrust-
ed professional institutes marketing.
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