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            초록
          
        

        
          This study explores how sport consumers reproduce memorable stories through the experiences at the sports stadium. The purpose of this study is to understand the sport consumer experiences at the sports stadium. The second purpose of this study is to conceptualize how sport consumers retrieve the stories and then explore the core elements from their stories. This study utilized a storytelling technique to collect qualitative data from sport spectators(n=186) who visited the professional baseball stadium. By adapted Charmaz’s(2014) constructive grounded theory, this study analyzed qualitative data with three-step coding process. This study examined four important themes to understand sport consumers’ experience at the sports stadium. Theses four main themes are a) connect spectators and community, b) experience sports stadium’s unique culture, c) enhance sports experiences, and d) develop new values for spectators in the sport industry. This study found that sport spectators’ the most memorable experiences are emotional gathering with significant others such as friends and family. Then, they experienced a unique stadium culture. Thus, this study gives practical implications for understanding sports spectators’ experiences at the sports stadium. Future sports marketers or sport managers should focus on the sports spectators’ desire and needs for engaging as a part of sports culture.
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