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Abstract

This quantitative research aimed to 1) examine the level of audience engagement in
esports viewing and 2) analyze the influence of 4Es marketing mix components on audience
engagement in esports. Data were collected from 400 respondents with prior experience watching
esports via online platforms, selected through purposive sampling. The research instrument was a
structured questionnaire validated for content validity with a reliability coefficient (Cronbach's
Alpha) exceeding 0.70. Data analysis employed descriptive statistics and multiple regression
analysis. Results indicated that overall audience engagement was high (M = 4.21), with emotional
engagement showing the highest level (M = 4.33), followed by behavioral engagement (M =
4.18) and cognitive engagement (M = 4.12). All four components of the 4Es marketing mix—
Experience, Exchange, Everywhere, and Evangelism—demonstrated statistically significant positive
influence (p < 0.01) on audience engagement across all dimensions. The regression model
explained 64.3% of the variance (R? = 0.643), with experience and evangelism identified as the
strongest predictors. These findings provide practical implications for developing marketing
strategies in the esports industry, emphasizing the importance of creating valuable experiences,
ensuring accessibility, and fostering brand loyalty through online communities.

Keywords: esports; 4Es marketing mix; audience engagement
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3.95, S.D. = .686) az Cognitive Engagement ﬁv’wlfll,ﬁﬁlﬂﬁi”]qm @@:Tu‘izﬁuq\i (ﬂI’]Lﬁ'ﬁlﬂ = 3.71,
S.D. = .883) ¥14f Cognitive Engagement §lATLdeaiuun1AsgINgefiga uansiuifinanfinans
LANANYDIAHARATILTHN GHARD NN AE

3. BNBNALBINIMUSLANNNNTTARTIA 4Es G}@msﬁ@hu%qmm%ﬁu?ums%’u%34
fivnaadasn

nMaANEIATENANIUETEMA19d UL T (Pearson Correlation) WUA1FA UL 5Y N AS
AN AN RWE BILINTENINTRAA 260%* 9 .636** Bauanannmifindaymn Multicollinearity

(<0.7, Hair et al, 2019) LL@‘ZN’IN’WQT‘Hﬂ”ﬁaLﬂi"Izﬁ MRA Tﬂ UAZNANITANYT WLAN

; : : D v . .
A519ft 3 BnBnaresEINszANNINNIARTA 4Es AEN1RAINTINT BN MM SUTN TN AU BsR

Cognitive B SE Beta t Sig Emotional B SE  Beta t Sig
Engagement Engagement
(Constant) .078 140 .562 574 (Constant) 2383 145 16.40  .000
Experience -.096 045 -.084 -211 .035 Experience .040 .047 043 .846 .398
Exchange 494 .069 .440 7.7 .000 Exchange =310 072 -.34 -4.3 .000
Everywhere 394 .043 362 9.26 .000 Everywhere .240 .044 272 5415 .000
Evangelism 170 .032 212 5.25 .000 Evangelism .529 034 813 15.69 .000
R2 744 R2 577
Adjusted Rz .741 Adjusted Rz .573
F (Sig) 286.480 (.000) F (Sig) 134.626 (.000)

Behavioral B SE Beta t Sig Emotional B SE  Beta t Sig
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Engagement Engagement

(Constant) 753 302 2490 .013 (Constant) 1.071 167 6.402  .000
Experience -.009 .098 -.006 -.092 .927 Experience -.022 054 -.02 -400 .691
Exchange 434 149 300 2.906 .004 Exchange .206 083 199 2498 013
Everywhere 139 092 099 1504 133 Everywhere .258 .051 257 5.046 .000
Evangelism 185 .070 179 2.639 .009 Evangelism 295 039 .398 7592 .000
R? .275 R2 .566

Adjusted Rz .268 Adjusted Rz .561

F (Sig) 37.513 (.000) F (Sig) 128.530 (.000)

Tasnwsannisfigausanansyes 4 na wuanladefidansnalaun Evangelism &
ﬁw%waq\iﬁqm (Beta = 0.398) 9898IN1 Everywhere (Beta = 0.257) wazExchange (Beta =
0.199) uAZINNUBVEWAYEY Experience TWATWIINTAINAITRINITADB LN ATNULTLSIHIBINTS
fiaousanlnsesay 56.1 71 F(Sig) = 128.530(.000) A% Cognitive Engagement wuanifade i s
ansnalaun Exchange (Beta = 0.440) ﬁ@W%WQQGﬁqm 3898941 Everywhere (Beta = 0.362)
Evangelism (Beta = 0.212) WAZWUANTWAAUUBY Experience (Beta = -.084) Tunnsaniiannig
AH13083U18AHLYSU I INNsR Tansan [nsaa Ay 74.1 7 F(Sig) = 286.480 (.000) AW
Emotional Engagement W2 Tasefiiananalaun Evangelism (Beta = 0.813) #anlneusaeaan
Everywhere (Beta = 0.272) WATNUANSNAAUYEY Exchange (-0.34) lagauni19a1n1saesune
AnutTUsNeesaNnIslnTisasay 57.3 7 F(Sig) =134.626(.000) kaz Behavioral Engagement
wuan adeiinansnalaun Exchange (Beta = 0.300) k&% Evangelism (Beta = 0.179) lagaunng

Y1y 1

#N15085 UMY AMNKLTUSINYBIENNS (ATiSEEAY 26.8 91 F(Sig) = 37.513 (.000)

afUs1uNan1sIay

MeaAUTERaNTIdY AadRgUsranReAnuTsiunIa s ey TunisS Uy
Andauedn smanailsnslnnudngUss el
Tnquazrasat 1 szAumsfisasaseesrnlunissusiindaladn

NANIEANEINLIAN FEAUnNsTiaaraaensnTun1s Ui B aUadn nqudiesy 400
AL WU TEdunfsRaIusaneagrn Tun S uTs A AaUedn agtustAugs (Aeds 3.952,

S.D. = .631) uazaglwszsiugmnau Insluuaazaiu wuan nsiaausanniesenssel (Emotiond

1
=

Engagement, ATLaAs = 3.95, S.D. = .686) aaAAaaIUNITANET Hollebeek et al. (2014) 7
Wuq1 Emotional Engagement tiwsziiansnanng@ni@euanfiuaeyudlng wun193ug Aauayn

1 v o 1 P o A A 1
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nraflaansanuazngAnaannslaans n1sAnEnYa9 Hivert-Bruce et al. (2018) ANLAIN13
DENEARALLLIEEA MEBNEAUTRATNAMNAILAY AN THUULEUIEIHANITLENTY UAZNS
AuUfAnsHumaaiivin s Aniduaaumilsreannnieol uazaanAaasiu Dessart et d.
(2015) #iwuan emotional engagement izﬁumwﬁ’ﬂﬁ@%@ﬁwmm:umuﬁ

ﬁqmzéﬁ’um‘jﬁﬂlquéwmawqﬁmiu (Behavioral Engagement, AtaAe = 4.20, S.D. =
555) gaAAADITLN1TANEI289 Dessart et dl. (2015) Ainuawuaziuntafigausanluguau
aaulmiuaznIaiEAHANARDYNY UaT N19RlEITINATUAYNHAR (Cognitive Engagement,
AaAE = 3.71, SD. = .883) FaAAABITU NsAnEITzdiuANIEHTUIAn lauazAE TaTad
wuilnafinauusunvieflaniaanlan 909 Hollebeek et ol. (2014) fiaz1aniafiaansaamag
aanoiiniiudanszauimannisfaowaanudfsug WeymufinaiugRnyniu waniand
i IUHAILUAAING ANTTHNNSTAIUTIN 110 N1TUTS NITADNIENA WATN1IINTINAINTTH
(behavioral) 998ENN1TULANMIAINTUALAATIZITDNBEN9ENBININTW N1TANEADI Kemp
(2023) fiWLA FDULAAIBBNNIDITNDINIUNITABHINUALAZNITIEB A FIUIDYANITABL
was neinsumndadesmiungurdaursssaunisoiiufieny Fuasnas19nnaTanTINLAY
aNTNOUBIEIAN (collective emotions) Wana Nt nafirnaaulng Tungudaessiianysznang
18-35 9 (sp8/ay 82.1) @auiu Digital natives ﬁ?jyumﬁﬁ’umw%‘[mﬁhﬁ%ﬁmmu Participatory 1%
ulinfiazfinsfigausaanisenanoigenainissusndauunifios n1af Behavioral Engagement
wae Cognitive Engagement ﬁéflqmwmmmm}/ﬂ\iﬁu WuaRAYBs A9ft Dessart et al. (2015)
WL emotional engagement ifuadtdndnygaluniaimnenisfiaousnlugaunanla

TrnUazaenil 2: ANBWATBIILTLANNIINIETRATA 4Es AanisiiaanaaneaenrsTinis
Surnfindadedn

o/ o

NAN159981E1497 B9AUSENaUAIRUTZANNINNITARA 4Es ABNTNATILINDYIH

Haddgnnafifinanisiaausaneesaniindalsss lngaimnsaeasuiganuulstsonin

1
[ S-S

FBEURT 26.8-74.1 f‘ﬁuﬂgﬂumﬁ“ﬂmmﬁﬁéqu%w BRI AN AN TNLDINTBUUWIAR
48s musungeamnssndatesn Tnsluniwsan Evangelism f8nEnagegn aonaanIfiy
Cauteruccio and Kou (2023) ‘ﬁ‘izqéﬂ brand evangelism iuwgfinssndrdnyiugafaia uay
Navarro-Lucena et al. (2024) ﬁwudflmmzjﬂﬂ’umqmﬁumé@é@u@ﬂﬁ@%mé@mmiﬂmﬁﬁ@fqu
x4 Tudszmeaing f?GHuﬁﬁﬁNﬂﬂﬁLﬁuLLWuﬂﬁuﬁL‘Viﬁilf:lLL‘L:L‘HLL@:ﬂ’]‘jﬂ‘;NﬁNﬁuﬂﬂuT@ﬁNI’m
Facebook Groups Wz Discord ¥11 Evangelism RUMNUAMENSTY 589898178 Everywhere WAz
Exchange @9aamAaasfiu Alves et dl. (2019) ﬁLﬁumwzﬁqﬁiyﬂmmﬂ;ﬂyﬁﬁaLmzm‘m‘;ﬁa@mﬂ'ﬂ
A% Experience Tuidnsnwaluninsan Seanaiinenn suppression effect WazNI57iUsTaUNT0l

ﬂ@’]ﬂﬁju hygiene factor HINNINFANTWATINUANA
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HaRa1901912 a7 Cognitive Engagement (R? = 74.1%) WU Exchange HBnEnWagagm
(Beta = 0.440) Nﬂﬂﬂgﬂﬂﬁu Hollebeek et al. (2014), and Hamari and Sjéblom (2017) ﬁLiIumi
LLﬂmemm;iﬂmmcgqsf@ﬁﬁﬁfg Lﬁ@éﬁu‘?ug@méqﬁﬁmq wannlaEneneNnneTey ey
N’m%usfuﬂﬂ‘ﬁm‘iﬂzﬁmﬂ TANAINIAD Everywhere (Beta = 0.362) ﬁL%ﬂfrﬁﬂuQﬂﬂﬂ‘iLLNNw’]
mw;;‘/ﬂéflwimﬁm uway Evangelism (Beta = 0.212) ﬁﬂﬁ:@i/um‘jl,mﬂLﬂé‘ﬁ'ﬂummfﬁwqmu
19151 Emotional Engagement (R2 = 57.3%) Evangelism ﬁ@w%wm@%u%’mﬁg@ (Beta = 0.813)
fugiiunaAnaas Dessart et dl. (2015) ifigafuunumuasansnoina N nA iysrunanlas
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ﬂ’]i%ﬂ‘]ﬂﬁﬂ’]imﬁl,%mym@éwmlmfllm Z?Irfm Behavioral Engagement (R2 = 26.8%) Exchange #
BVDWAgIgA (Beta = 0.300) A1« van Doorn et al. (2010) Lﬁﬂéﬁu%u'g@méqﬁéjmﬂ WANLYI
WRASNOANTTNABLUNY %% NNTNATAR WY WATADNLHWA B9AINTAS Evangelism (Beta =
0.179) ‘ﬁ'foﬁwﬂﬁiﬂwqﬁﬂiﬁmquﬂﬂfﬂm@ﬁqmq M1 Wang et al. (2025) N7t lmaaiune A
w1 59ulasngALaAIan Behavioral Engagement Tasuananasiniaduauiiuagtuluing 1
mﬁﬁmggmmaﬁmuLmzmwmmﬂumﬁgam Wan157 Experience Slavanasune Cognitive
(Beta = —.084) way Emotional Engagement (Beta = —0.34) Aa<fiAaNae19923A5259 NaaND5
W19 AMA1n suppression effect ulnimanisamnssnygos (Har et dl., 2019) NN
mwﬁmﬁu&%mmmﬁuﬁﬁq L:ﬁ'@mmqummmﬁqumﬁ'uugq UaeaunIsosiiuuaa N i
819 [HA9LE3H Cognitive Engagement tnamss asuzfitfadan1edsanesny Evangelism navudl
uwquﬁflﬁiyﬂfﬁﬂ naaseTuemanasls Structurdl Equation Modeling AU INANTENLN AT

LA NDDNDYNTALTN

L4 2. ' o
B ﬂﬂ’?’lﬂ;&?ﬂﬂ@’lﬂﬂ’l‘iﬁ@ﬂ

[ 2 7
& L4

N19998 ﬂ‘Nﬁﬂ‘i’NﬂdﬂﬂQWN;jTWNTﬂﬂuuimqﬂq‘iLLuQﬁﬂﬂquﬂ‘mNN‘mﬂﬂ’ﬁ@ﬂ’]ﬂ 4Es 1My

nquin1sfiamsaneesudlnn lwudunivndaUesaesclsamaing Sedslumeiinnsinunun

o/

1 v 4 A 1 1 vy
Nk T@I?JWWJM"ITNL@TﬂL%\iﬂ‘jZ@ﬂEﬁﬂﬁU"lﬂﬂmeLL‘U‘Eﬂ‘j’luﬂ@\‘iﬂ’]‘iﬁﬂqu‘mﬂrﬂ‘j@ﬂ@5 26.8-74.1

v 1
v an A

= 1 | - o 1 ~ 1 1 v A 4
AUDLNUNFAVBINTTHRINUITN N@ﬂ’1‘3ﬁﬂi&lqﬂuﬂuqqﬂq‘iﬂﬂqu‘mlﬂlﬂﬁa?j}l’ﬂﬂﬁﬂ‘iﬁlLﬁuﬂ‘iz‘l_l’]uﬂ"l’ﬁ

U

1 I
ada o =

v P’ ! o
NANFANAIVLANDUAIBBITH S (Emotional Engagement zgaﬁzgm Tog Evangelism Wndadenia

NNIAAIATIHBNENAGIATWNINTIN 3DIRINTAD Everywhere Waz Exchange 304%1 Experience
Tuidnsnaluninson umlafiarsmrsnafifinuan Exchange A8vnEnagegana Cognitive
Engagement L@ % Behavioral Engagement 9% Evangelism #8718 wataugdasa Emotional

YV Yy v

1 Pl '3 i [ 4 A L4
Engagement uBIARINHIHE MIRNINNNTB8NLULNAENENNSAANA (HgARTMNTINDaLDIARS

sRsAaUnTsIanIs 07 9 Riiuf 5 iueeu - asAN 2568 ] 75



Arts of Management Journal Vol. 9 No. 5 September — October 2025

mnn1sasgaEufiudusaianszau Evangelism iiusgrduusn Tnganiznisiadnasnanans

o < =t

HARWYIN9B19H0! ATUATUNISAI Exchange idPaiaauiaBnnisfiaausasnialyyuaz
NOANTIN BILANANNAINNTOUNITAAIAGLAN (4Ps) THsunAnduniazaan Tumafiimmna
mmmﬁﬁﬂUﬁzﬂqﬂ(ﬁﬁﬁumﬁmLquﬂ@w'Emimmm m‘i@@mmuﬂimumifﬁﬁgﬁm UaznNIg
wanmleungdmsugaannssudaladnulsamaewazginiaedunsiusanidsslnln

AU ANTAIN

wN5U

9

NI AN BB NAYBIRINLTZANTININITAATA 4ES é@ﬂﬁﬁﬁﬁquéquﬂﬂaﬁgmﬁﬂﬂaém
Tudszmelngsnnngueaatng 400 an wanisAnsmugsndsziunisdaansanlngsond
SeAUGY (AR = 3.952) Tng Behavioral Engagement SA1GYaA (ANLRAY = 4.20) T4AIHNAD
Emotional (ﬂlﬁmﬁlﬂ = 3.95) Az Cognitive Engagement (ﬂlflmﬁlﬂ = 3.71) mﬁﬂ’izﬂﬂu 4Es
AH19083 U AN TN BIn il aausanlnsasas 26.8-74.1 Tng Evangelism fHandna
qqchcfuﬂ’m‘i'm (Beta = 0.398) LL@:G&@ Emotional Engagement (Beta = 0.813) ﬁ@u Exchange H
@W%W@Zjd’sﬁﬂ&;ﬂ Cognitive Engagement (Beta = 0.440) wa e Behavioral Engagement (Beta =
0.300) 7euzit Experience TnAananaluninsananaifiasann suppression effect wazrnasiiin
hygiene factor N@ﬂq’ﬁéjﬁéﬁfﬁﬁudﬁﬂ@ﬂﬂéﬂ’]’i@l@ﬂﬂﬁﬂﬂ@%@lﬂQﬁLJMﬂ’]‘EN;’NﬁN%uLﬁ@ﬂ‘iz(ﬁ?u

Evangelism Wazn194519 Exchange Afmiauinuanduusn aqugiunissneininggiu

Everywhere ILa¢ Experience Lﬁuﬂufpu

¥

BN KBS
& =
1. aaiauauuziZenlaung
yrEeunIAsgAsTaIuls U s asIESHananTINa s a lne iU aylaseasng
AUFIUATUBUINETHEAAIHTIGY N19TAAIEUEANBUTHNIATIINEING UAZNITRIATH
walulagnu 1w 56 way coud gaming n1sfanAndaUssaunslszmalngaasiinum
NIMTFIHAUNINAITIANITUITUULA LA UM AN FRTTUTBINIATTIHATBN WBnaNHAITH
wlgunemiuayunsasegRrdsosnsysiunasiiu mwunaaasinatadonlosguen uaz
auEEHnaaTunIsAnuIinangnsnsernsndaUasn a01HN13ANEIAYININITDIA
AHNgINNNTATEHN A NgRINIIARIARATA N19EANISANT LAZNNTRDANSHARTY
v ° ¥ g
2. amvanauuzn1ei i ta sz Tem
HUITNBUNIIAITHUNNTESTN Brand evangelism WIHNMTHaHIgNunLAay Tusunss
Brand ambassador Ua Loyalty program H9AN1TUNIUAITENTEALATNINNITONENBAFARIE

sRsAaUnTsIanIs 07 9 Riiuf 5 iueeu - asAN 2568 74



Arts of Management Journal Vol. 9 No. 5 September — October 2025

= a =Y < (zdld i an o
LVW"IT%TN?JWJ"INN&@EI@IZ;N L‘jﬂf\]\tﬂN LALADNINLWYILABINTHAIINATNITN WLNAANDINATNIRAIS

WA Interactive features WAWATZUDUNZEIABUNUAATY Al Waz15U159 Mobile app 91

27 o
o/ o 9

Ussndmaya gaanadaninssimualnaiduendnuo fUfaniusiuyssageadnans
IR N AN IEATIEN
g o [ a v A’S '
3. BANDUUTAMSUNTSITEASIND (U
msadelueuanaIssensvauelngeufiaungAinssuyrnszeUsemalug Anin
Anmnlunguinslszinnaney uazdsuifiaunissusneanlaniuesnlyn AvsiAnuidowls
WHLFN i T998NFIANTANEITH UT23NTANEAT WRSNANTENUYEY Influencers LATNTS

ArpHNITUAEBLURINGFNTTN NMTPE1en 19 AnE U inadns BangfinssuuasirsEgia

References

Alves, H., Campo6n-Cerro, A. M., & Herndndez-Mogollon, J. M. (2019). Enhancing rural
Destinations’ loyalty through relationship quality. Spanish Journal of Marketing—ESIC,
23(2), 185-204. https://doi.org/10.1108/SIME-09-2018-0041

Brodie, R.J., Hollebeek, L.D., Juric, B., & llic, A. (2011). Customer engagement: Conceptual
domain, fundamental propositions, and implications for research. Journal of Service
Research, 14, 252-271. https://doi.org/10.1177/1094670511411703

Cauteruccio, F., & Kou, Y. (2023). Investigating the emotional experiences in eSports
spectatorship: The case of League of Legends. Information Processing & Management,
60(6), 103516. https://doi.org/10.1016/).ipm.2023.103516

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online brand
communities: A social media perspective. Journal of Product & Brand Management, 24,
28-42. https://doi.org/10.1108/JPBM-06-2014-0635

Digital Economy Promotion Agency. (2023). Thailand digital economy situation report 2023.
https://www.depa.or.th/th/article-category/research-report

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis
(8th ed.). Cengage Learning.

Hamari, J., & Sjéblom, M. (2017). What is eSports and why do people watch it?. Internet
Research, 27(2), 211-232. https://doi.org/10.1108/IntR-04-2016-0085

Harrigan, P., Evers, U., Miles, M.P., & Daly, T. (2018) Customer engagement and the relationship
between involvement, engagement, self-brand connection and brand usage intent.

Journal of Business Research, 88, 388-396. https://doi.org/10.1016/j.jbusres.2017.11.046

sRsAaUnTsIanIs 07 9 Riiuf 5 iueeu - asAN 2568 75


https://doi.org/10.1108/SJME-09-2018-0041
https://doi.org/10.1016/j.ipm.2023.103516
https://doi.org/10.1108/IntR-04-2016-0085

Arts of Management Journal Vol. 9 No. 5 September — October 2025

Hilvert-Bruce, Z., Neill, J. T., Sjéblom, M., & Hamari, J. (2018). Social motivations of live-
streaming viewer engagement on Twitch. Computers in Human Behavior, 84, 58-67.
https://doi.org/10.1016/j.chb.2018.02.013

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social
media: conceptualization, scale development and validation. Journal of Interactive
Marketing, 28, 149-165. https://doi.org/10.1016/j.intmar.2013.12.002

Jenny, S. E., Manning, R. D., Keiper, M. C., & Olrich, T. W. (2016). Virtual(ly) Athletes: Where
eSports Fit Within the Definition of “Sport.” Quest, 69(1), 1-18.
https://doi.org/10.1080/00336297.2016.1144517

Kemp, S. (2023, February 13). Digital 2023: Thailand. DataReportal. https://datareportal.com/
reports/digital-2023-thailand

Navarro-Lucena, F. J., Molinillo, S., & Anaya-Sanchez, R. (2024). Effects of the spectator's
emotional attachment to esports players on the sponsoring brand. Academia Revista
Latinoamericana de Administracion, 37(4), 513-528.
https://doi.org/10.1108/ARLA-05-2024-0094

Newzoo. (2023). Global esports and live streaming market report 2023.
https://newzoo.com/resources/...-market-report-2023—-free-version

Pansari, A., & Kumar, V. (2017). Customer engagement: The construct, antecedents, and
consequences. Journal of the Academy of Marketing Science, 45(3), 294-311.
https://doi.org/10.1007/s11747-016-0485-6

Ravkaie, S. (2022, March 13). From 4P’s to 4E’s— A new look at the marketing mix that matches
your customers’ expectations. https://www.linkedin.com/pulse/from-4ps-4es—new-look-
marketing—-mix-matches-your-/

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010).
Customer engagement behavior: Theoretical foundations and research directions. Journal of
Service Research, 13(3), 253-266. https://doi.org/10.1177/1094670510375599

Wagner, M. (2006). On the scientific relevance of e-sports. In Proceedings of the 2006
International Conference on Internet Computing & Conference on Computer Games
Development (pp. 437-442). CSREA Press.

Wang, Y., Gu, G. F., Cai, X.M., & Li, W.Y. (2025). The impact of social media information on brand
evangelism: A moderating effect model based on three-way interaction. Asia Pacific
Journal of Marketing and Logistics. https://doi.org/10.1108/APJML-11-2024-1765

sRsAaUnTsIanIs 07 9 Riiuf 5 iueeu - asAN 2568 76


https://psycnet.apa.org/doi/10.1016/j.chb.2018.02.013
https://doi.org/10.1108/ARLA-05-2024-0094
https://psycnet.apa.org/doi/10.1007/s11747-016-0485-6
https://www.linkedin.com/pulse/from-4ps-4es-new-look-
https://www.linkedin.com/pulse/from-4ps-4es-new-look-
https://doi.org/10.1177/1094670510375599
https://doi.org/10.1108/APJML-11-2024-1765

Arts of Management Journal Vol. 9 No. 5 September — October 2025

Xiao, M. (2019). Factors influencing esports viewership: an approach based on the theory of
reasoned action. Communication & Sport, 8(1), 92-122.
https://doi.org/10.1177/2167479518819482

Yamane, T. (1967). Statistics: An introductory analysis (2nd ed.). Harper and Row.

sRsAaUnTsIanIs 07 9 Riiuf 5 iueeu - asAN 2568 7


https://doi.org/10.1177/2167479518819482

