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ABSTRACT 

The purpose of this study was to investigate the relationships that exist between 

service quality, satisfaction, value and how they impact sporting event image and 

sponsors‟ corporate brand image in relation to behavioral intentions toward the sporting 

event and sponsors. Structural equation modeling techniques were applied to data 

collected from 518 sport tourists in a professional golf event. Confirmatory factor 

analysis indicated that the CFA measurement model was a good fit (CFI = .968, TLI 

= .961, RMSEA = .054, SRMR = .040). The structural model was a good fit (CFI = .968, 

TLI = .961, RMSEA = .054, SRMR = .040). 

It was found that there were significant relationships between the variables except 

for six parameters. The six statistically insignificant parameters were the effects of 

perceived value and service quality on behavioral intentions toward the sporting event, 

satisfaction and service quality on behavioral intentions toward the sponsoring 

corporations, perceived value on sporting event image, and satisfaction on corporate 

brand image. Moreover, the findings indicated that sporting event image and satisfaction 

had a significant influence on behavioral intentions toward the sporting event. Corporate 

brand image and perceived value had a significant effect on behavioral intentions toward 

the sponsoring corporations. Service quality and satisfaction had a significant influence 

on sporting event image. Service quality, perceived value and sporting event image had a 

significant influence on corporate brand image. Service quality and perceived value had 

influence on satisfaction. Service quality is highly predictive of perceived value.  

The results imply that high quality service created tourist value and satisfaction, 

thus resulting in favorable image, and ultimately leading to positive behavioral intentions 

toward the event and sponsors. The importance of service evaluations of a sporting event 
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should be recognized by both event organizers and sports sponsors. The study provides 

an overall approach of service evaluations in the sport tourism context. It is believed that 

the model of the current study could be meaningful in prediction of sport tourists‟ 

behavioral intentions toward the sporting event and sponsoring corporations. Therefore, 

the comprehensive model of this study contributes to providing a theoretical frame of 

reference for future studies.  

 

Keywords: service quality; customer satisfaction; perceived value; image; and behavioral 

intentions; sport tourists 
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CHAPTER I 

INTRODUCTION 

Sports tourism has become a very significant element in world tourism and has 

grown tremendously in recent decades.  Sports tourism offers potential opportunities for a 

destination to create an identity as a sports destination, generate tourism business, and 

widely increase its recognition.  In the sports tourism context, sporting events are 

recognized as one of the major contributors to developing destinations, enhancing image, 

improving economic value, and attracting tourist flow for a destination. In addition, 

sporting events are able to attain resources through sponsorship. 

According to International Event Group (IEG), worldwide sponsorship spending 

was estimated to reach $37.9 billion in 2007, with around 70% of sponsorship 

expenditures directly on sporting event sponsorship (IEG, 2008). Companies are willing 

to invest in sponsorship, as they recognize sponsorship as one of the most important 

means to reach their company goals, including; marketing sales, financial/stock value, 

brand awareness, brand image enhancement, and favorable attitudes toward the 

sponsoring corporations.  

Successful sporting events and effective sponsorship add value to both the sports 

entity and sponsoring corporations. Customers‟ perceptions of service quality, value, 

satisfaction, and image are indicators of performance. It is important to understand how a 

sporting event and sports sponsorship perform in relation to future behavior from a sports 

tourist‟s perspective. Many studies have paid attention to sponsorship effectiveness via 

image transfer/fit/congruence from sporting events to sponsoring corporations. In 

addition, studies on spectator sporting events have given attention to service quality and 
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satisfaction in relation to behavioral intentions. No study though has evaluated the fore 

mentioned antecedents in terms of service quality, value, and satisfaction on both 

sporting event image and sponsoring corporate brand image simultaneously in relation to 

behavioral intentions toward the sponsored sporting event and sponsoring corporations. 

The present study is concerned with sports tourism with a focus on spectators at a 

professional sporting event. The aim of this study was to explore how the performance of 

the sporting event impacts both the event brand image and corporate brand image in 

relation to future sports tourists‟ behavioral intentions. It is anticipated that the 

knowledge generated from this study will offer new insights and information to better 

sporting event marketing practices. 

This chapter begins with an overview of the background that frames the study, 

Followed by this is the statement of the problems, the objective of the study, the purpose 

of the study, and the research questions. The chapter concludes with a discussion of the 

significance of the study. 

Background 

Tourism, Sports, and Sports Tourism 

Goeldner & Richie (2006) state that the official definition of tourism from the 

World Tourism Organization (WTO) as “the activities of persons traveling to and staying 

in places outside their usual environment for not more than one consecutive year for 

leisure, business, and other purposes” (p.7). They point out that the tourism sector 

consists of activities, services, and industries that deliver a travel experience for 

individuals or groups that are traveling away from home.  Tourism is an integrated 

service industry of supply and demand for which people‟s needs and wants are met when 
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they travel away from home. Tourism encompasses transportation, accommodations, 

shops, entertainment, attractions, events, festivals, sports, recreation, leisure, activity 

facilities, and hospitality services, such as; lodging, food and beverage, and meetings and 

conventions. The aspects of tourism involve tourists, businesses providers, the 

government of the host community or area, and the host community. It is also defined as 

“the processes, activities, and outcomes arising from the relationships and the interactions 

among tourists, tourism suppliers, host governments, host communities, and surrounding 

environments that are involved in the attracting and hosting of visitors” (Goeldner & 

Richie, 2006, p.5).  

As the world‟s largest industry, tourism generates billions of dollars in revenue 

and creates millions of employment opportunities globally. The World Travel and 

Tourism Council (WTTC) indicated that that the total economic contribution of tourism 

is expected to be US$5,991.9 billion in 2011 and by 2021 rising 4.2% to US$9,226.9 

billion. It is forecasted to generate over 258 million jobs (direct and indirect) in 2011 and 

by 2021 rising 2.3% to over 323 million jobs (WTTC, 2011). In the United States, 

tourism generates a large portion of revenue. According to the U.S. Travel Association 

(USTA), the total U.S. travel expenditures were at $758.7 billion in 2010, $704.4 billion 

in 2009, $772.9 billion in 2008, and $738.6 billion in 2007 (USTA, 2011). Countries 

throughout the world have noticed that tourism is a multi-billion dollar industry with 

huge economic value and are beginning to pay attention to this worldwide phenomenon. 

With increasing recognition of the importance of the tourism market, countries 

worldwide have begun to create strategies to incorporate tourism promotion into 

destination development.  
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Travel dates back to the development of trade, beginning around 4000 B.C.E. 

after the invention of money by the Sumerians (Goeldner & Richie, 2006). Changing 

social patterns and life styles have led to the development of new patterns in tourism. 

Nowadays, people travel for different purposes, such as; trade, commerce, religion, 

events, festivals, culture, sports, leisure, recreation, medical treatment, education, politics, 

and special interests. The diverse purposes of traveling expand the range of tourism, such 

as sports tourism, adventure tourism, religious tourism, medical tourism, event and 

festival tourism, etc. In order to possess a competitive advantage over the rivals, it is 

important for countries who expect to augment their tourism business to develop featured 

tourism products differentiating them from others in the tourism market. 

Sporting is a growing and rapidly evolving multi-billion dollar industry. It was 

estimated that in 1995 total U. S. domestic sports consumption and investment was worth 

$151.9 billion, making the sports industry the nation‟s 11th largest industry. By the end 

of the 1990s the size of the sports industry had grown to $213 billion (Mahoney & 

Howard, 2001). In 2011, sporting in the United States had become a $422 billion industry 

(Plunkett Research, 2011), almost doubling the industry in 5 years. McPherson, Curtis, 

and Loy (1989) conceptualize sports as a structured, goal-oriented, competitive, contest-

based, ludic physical activity. Today, sports are not only competitive contest or physical 

activities, but also special and fun experiences of socialization with friends and family. 

People can be part of sports anytime by participating in sports, watching sports on TV, 

listening to sports on radio, reading sport from press, or receiving advertising related to 

sports. Sports have pervaded all elements of people‟s daily lives, embedded in our culture 
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and marketing campaigns, sports have dominated leisure activity in the contemporary 

world.  

The ancient Olympic Games spurred the beginning of sports motivated tourism, 

drawing nearly 40,000 people to watch the games, thus resulting in the need for greater 

accommodations, such as hotels and public baths, for the event participants, athletes, and 

tourists (Standeven & DeKnop, 1999). In recent decades, more and more people have 

shown increased interest in traveling to participate in a sporting activity, watch a sporting 

event, or visit a sports attraction for their leisure experience, as people can participate in 

sporting activities as well as enjoy tourism activities. According to the Travel Industry 

Association of America, between 1994 and 1999 75.3 million U. S. adults traveled to 

participate in sports either as a spectator or a participant (Gibson, 2006). In the early 90‟s 

the term “sports tourism” was coined as a result of people recognizing the 

interrelatedness of sports and tourism and their potential for creating commercial profits 

(Standeven & DeKnop, 1999).  

The combination of sports and tourism has formed a new global trend 

phenomenon. Sports tourism is now the largest and fastest growing segment within the 

tourism industry (Gibson, 1998; Standeven & DeKnop, 1999; Brown, Busser & Baloglu, 

2010; Hritz & Ross, 2010), and it is perceived as the most popular leisure experience 

(Ritchie & Adair, 2004). Research indicates that sports tourism contributes 1-2% to the 

gross domestic product (GDP) in industrialized countries; with the total contribution of 

tourism 4-6% of GDP (Neirotti, 2005). Kurtzman and Zauhar (2004) indicate that sports 

tourism takes 32% of the world wide tourism receipts. Factors contributed to the growth 

of sports tourism includes: the increase in people‟s income and spending power, the 
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awareness of leisure and recreation, the greater choices of leisure and recreation activities, 

the recognition of health-benefit from holidays, the improved transportation possibilities, 

and the convenience of technological information (i.e. internet).  

Standevan and DeKnop (1999) defined sports tourism as “all forms of active and 

passive involvement in sporting activity, participated in casually or in an organized way 

for non-commercial or business/commercial reasons that necessitate travel away from 

home and work locality” (p. 12).  According to Standevan and DeKnop‟s definition, 

sports tourism includes travel to participate in a passive sporting activity (e.g. watching 

sporting events) or active sporting activity (e.g. golfing). In addition to active and passive 

sports tourism, Gibson (2003) suggests a further form of sports tourism, nostalgic sports 

tourism, the act of paying homage to attractions associated with sports activities (e.g. 

visiting sports museum). These three forms of sports tourism can sometimes overlap 

within a trip.  Furthermore, the Sports Tourism International Council categorizes sports 

tourism into resorts, participation activities, cruising, events, and tours (Neirotti, 2005).   

All forms of sports tourism have contributed to the marketing mix, nevertheless, 

the economic impact of spectator sports for the sports tourism industry is substantial 

(Hall, 1992). Spectator sporting events, from large-scale mega events such as the 

Olympics and the FIFA Soccer World Cup to championship golf and football games to 

nostalgic sports tourism, have an impact on regional economies, destination awareness, 

destination image, and sponsorship. Sporting events play various significant roles for a 

destination, such as; attractions, economic contributions, and image-builders. 

Governments around the world have recognized the benefits that spectator sporting 
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events may bring for them and have begun to integrate sporting events as attractions to 

the destination development strategy. 

Sporting Events as Tourist Attractions 

Beginning in ancient times and continuing currently, people make pilgrimages, 

sacred or spiritual quests, to sites of great religious significance, such as; the Western 

Wall in Jerusalem and Mecca in Saudi Arabia. Studies have suggested that tourism is a 

form of pilgrimage (Cohen, 1992; Gammon, 2004; Graburn, 1989). A person escaping 

from their usual life to a place where they can experience sports is similar to that of the 

religious tourism experience. Sports sites as attractions hold meaning for sports tourists in 

the same way that pilgrimage sites hold meaning for religious travelers. In addition, 

sports evoke similar feelings as religion, such as; a sense of belonging, purpose, and 

consolation (Gammon, 2004). Sports tourists travel to sites that sporting events are hosted 

and are attracted by a sporting event, a team, a stadium, or players. For example, the 

Masters Golf Tournament held in Augusta, Georgia attracts tremendous tourist flow. 

Those tourists including golf lovers and visitors travel to the tournament in Augusta to 

“pay homage” to the golf event, the players, and the course during the event. The 

championship course also attracts visitors traveling to Augusta for golfing and enjoying 

tourism activities after the tournament. For the golf event tourists, this tournament is an 

attraction of sporting significance which can fulfill their psychological quest for escape 

from normality, worship of a significant sporting event or players, authentic experience, 

nostalgic experience, leisure experiences, or tourism experience.  

Leiper (1990) states that a tourist attraction is a system comprising of three 

elements: a tourist or human element, a nucleus or central element, and a marker or 
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informative elements. The human element is represented by people who travel for the 

purpose of leisure. The nucleus refers to the site where the tourist experience is produced. 

The markers are the information about any phenomenon that is a potential tourist 

attraction. Goeldner and Ritchie (2006) classified attractions into five main categories: 

cultural attractions, natural attractions, events, recreation, and entertainment attractions. 

Event attractions vary in forms of mega-events, community events, festivals, religious 

events, sporting events, trade events, corporate events, fairs, parades, celebrations, 

anniversaries, markets, or a charitable endeavor. Moreover, Kusen (2010) categorized 

special events, sporting events, and recreation facilities as attractions into the model of 

basic functional classifications of tourism attractions. Festivals are considered as special 

events (Getz, 1989), or hallmark events (Hall, 1992). Festivals can take various forms as 

large-scale tourist events, sporting events, mega-events, expositions, cultural events, 

major festivals, religious festivals, art festivals, carnival, etc. It is agreeable that events 

share similarities with festivals. Today, sporting events are not only competition games 

for spectators. For sports tourists, sporting events are also a form of festival, which may 

include activities such as; ceremony, sponsored commercial activities, tailgate parties, 

music, dancing, exhibitions, and other traditions before, during, or after the sporting 

events.  Sporting events link with festival elements to make the event become a more 

animated tourist attraction. 

Sports and events are a significant and integral segment of the sports tourism 

industry. Within sports tourism, sporting events have received much attention worldwide. 

There is increasing interest in sporting events from the providers, such as cities, and from 

the demanders, such as sports consumers, sports lovers, or visitors. Two factors 
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contribute to the increase in interest: (1) tourism from major sporting events create 

positive impacts for the host region, including; promotional opportunities offered through 

media coverage, economic contribution through tourists‟ and sponsors‟ expenditure, and 

favorable responses generated by tourists attending the sporting event, and (2) tourists are 

enjoying both sporting and tourism activities within a trip. Both providers and consumers 

can benefit from sporting events (Yu, 2010).  

 Past studies on sports tourism show that the primary economic contributor of 

sports tourism is major sporting events (Higham, 2002; Turco, Swart, Bob, & Moodley, 

2003). Major sporting events have become tourist attractions, attracting significant tourist 

flow, including; visitors, sport fans, spectators, players, officials, volunteers, media, and 

residents. Major sporting events generate revenue for the destination not only from event 

ticket sales, but also from broadcast right fees, license fees, sponsorship, transportation, 

accommodations, meals, entertainment, attractions, gifts, shopping, and other tourist 

activities. Moreover, major sporting events also create part-time or full-time employment 

opportunities for local economic development. For example, NASCAR is broadcast in 

150 countries and attracts millions of spectators. A study conducted by Washington 

Economics Group Inc. indicated that the Richmond International Raceway generates an 

annual economic impact of $467 million, creates more than 7,700 permanent jobs in 

Virginia, and hosts more than 1.2 million visitors annually (NASCAR.COM). The 

economic effects of FIFA World Cup Germany 2006 brought 700,000 additional 

overnight stays and US$900 million in net national tourism income (Allmers & Maennig, 

2009). The economic impact from the Super Bowl is around $400 million, and Major 
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League Baseball creates up to $250 million during the World Series (Travel & Tourism 

Market Research Handbook, 2010).  

The influence of high-profile sporting events has led governments of countries or 

cities to initiate construction and operation of stadiums, sporting facilities, and sport-

related infrastructure (Lipsitz, 1984). The construction of stadiums or sport-related 

facilities can help regional development, increase additional recreational opportunities for 

community residents, as well as promote tourism. It is believed that successful sporting 

events create favorable impressions and encourage return visits by spectators or visitors. 

These favorable impressions influence spectators and visitors to return and sample the 

non-sporting delights of a city (Hall, 1992) or engage in sporting activities at the facilities 

which hosted a successful famous sporting event. For instance, spectators of Professional 

Golf Association (PGA) Golf Championships like to visit PGA championship golf 

courses, such as Pebble Beach Golf Course, to play golf or visit the course and host city. 

The increased popularity of golf has led the private and public sector to design more golf 

facilities for spectators and professional players on the US PGA tour. Both the PGA Golf 

Championship and the golf facilities function as attractions, drawing tourists to the 

hallmark city.  

Tourism constitutes four key segments: the market, travel, tourist destinations, 

and marketing (Mill & Morrisson, 1985). Attractions play an essential role to the segment 

of tourist destinations, as they are the reason people travel. The main goals of tourism are 

to attract tourists, to extend the length of tourist‟s stay, and to increase tourist‟s 

expenditure. Attractions, the core resource of tourism, which draw tourists to destinations, 

create the need for other tourism services which results in increased revenue towards the 
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overall tourism goal. The power of sporting events is evident. Sporting events play 

various roles as economic contributors, image builders, and tourist attractors for a 

destination.  Sports events as attractions, which are similar to tourist attractions, draw not 

only sports fans but also visitors to destinations. In order to attain a competitive 

advantage over the niche market, it is important for destination marketers to incorporate 

sporting events as attractions into their strategy for tourism development.   

Sponsorship and Sporting Event 

Sponsorship is a significant marketing communication tool for companies to 

create brand value. Sponsorship has grown fast in the fierce marketing competition, 

linking with areas such as; sports, entertainment and tour, cause marketing, arts, festivals 

and fairs, and associations. Corporations‟ spending on global sponsorship has grown 

from $2 billion in 1984 to $16.6 billion in 1996 (Meenaghan, 1998). International Event 

Group (IEG) indicated that worldwide sponsorship spending was estimated to reach 

$37.9 billion in 2007, and about 70% of sponsorship spending went directly to sporting 

event sponsorship (IEG, 2008). Factors that draw the corporation‟s attentions to sports 

are: a) sports attract people‟s interests; b) sports transfer the images of products 

successfully; c) sports provide a more cross-sectional demographic exposure; d) sports 

often add a double exposure for sponsors with on-site promotional activities and media 

coverage (Stotlar, 2009); and e) sports have the ability to reach consumers in a less 

cluttered environment than traditional advertising (Cordiner, 2002).  

Sandler & Shani (1993) define sponsorship as “the provision of resources (money, 

people, or equipment) by an organization directly to an event or activity in exchange for a 

direct association to the event or activity” (p.39). Sponsorship is based on a mutual 
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exchange of benefits between a sponsor (corporation) and a sponsee (sporting event). 

Both sponsors and sponsees receive resources and provide assistances simultaneously. 

On one hand, sponsees receive resources such as cash, services, supplies, construction, 

technologies, equipments, and facilities to operate programs and generate revenue, while 

providing a stage for companies to promote their products, service, and brand. On the 

other hand, sponsoring corporations are willing to invest in sponsorship activities, in 

terms of providing resources, because they consider sponsorship as one of the most 

effective means of achieving a number of company goals, such as; increasing marketing 

sales, improving financial (stock) value, increasing brand awareness, promoting corporate 

brand image, achieving corporate social responsibility, adding brand exposure, and 

creating favorable attitudes towards the sponsoring corporations. 

Although sponsorship has various objectives, sponsorship literature highlights 

that the primary objective is to build, change, or reinforce corporate/brand image 

(Cornwell & Maignan, 1998; Cornwell, Weeks, & Roy, 2005; Gwinner & Eaton, 1999; 

Javalgi, Traylor, Gross, & Lampman, 1994; Meenaghan, 1991). The corporate brand 

image is an indicator of sponsorship effectiveness and a key determinant of customer‟s 

future purchase behavior. High profile sporting events have broad reach and provide 

opportunities for companies to brand themselves. Sponsoring corporations expect to build, 

change, or strengthen corporate brand image through the associations and image transfer 

from a sponsored sporting event to the sponsoring corporation. Sporting events play 

similar roles to that of celebrity endorsers. Through association, customers hold 

impressions of a sporting event with a corporate brand in the same way that a celebrity 

endorses a product. Companies can use a sponsorship to their advantage through image 
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transfer by selecting events based on image similarity (Gwinner & Eaton, 1999). Studies 

suggest customers generate favorable attitudes and positive purchase intentions towards 

corporations/brands when there is a image fit between a sporting event and sponsoring 

corporation (Koo, Quarterman, & Flynn, 2006; Lee & Cho, 2009;  O‟Reilly, Lyberger, 

McCarthy, & Seguin, 2008). For example, Coca Cola has successfully tied its image with 

the Olympic Games, the highest level of sponsored sporting events. The costs of 

sponsorship, in terms of money, can be tremendous. Corporate sponsorship for the 

National Football League (NFL) has grown from $148 million to nearly $1 billion 

(Shanlin & Kuzma, 1992).  The Olympic Partner (TOP) program cost $US95 million for 

1985-1988 and grew to $603 million for 2001-2004 (Papadimitriou, Apostolopoulou, & 

Dounis, 2008).  Companies are now investing more money on sponsorship than in 

previous years. It is important for corporations to link their company objectives with 

sponsorship strategies and to properly assess the sporting event before entering into 

sponsorship. 

There are a number of sporting events at a local, national, and international level. 

Revenue from corporate sponsorship has become increasingly important for sports 

properties at each level in order to meet their expenses and operate their programs. The 

University of Nebraska singed a 13 year agreement for $143 million with IMG. Texas A 

& M University received sponsorship from Adidas for $60 million in cash and $65 

million in merchandise (Stotlar, 2009). Sporting event properties realize the potential 

profits from corporate sponsorship, in turn, causing the market of sponsorship to become 

competitive. In order to create a competitive advantage, event organizers need to include 

sponsors along with customers into their sponsorship soliciting strategies. The 
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sponsorship objective of the sporting event organizers is to provide an effective 

communication stage for sponsors to market their products, services, and corporate brand 

to potential customers, while at the same time enhancing the sports tourists, participants, 

and spectators‟ experience at the sporting event. By achieving this objective, the sporting 

event and sponsors can maximize their value and thus benefit the sporting event, 

community, event sponsors, sports tourists, participants, and spectators.  

Sports Tourists’ Perspectives 

 Sports have become a part of people‟s daily lives. The sports industry in the 

United States is estimated to be over $400 billion dollars. Hosting a sporting event can 

generate revenue from at least three categories within the sports industry: spectator 

spending, sports travel, and sports sponsorship. According to King (2002), the value of 

spectator spending is about $26.1 billion, sports travel is about $16.06 billion, and sports 

sponsorship is about $6.40 billion. In addition to economic potential, the roles sporting 

events play as attractions can also create great tourism potential. Moreover, sporting 

events act as image builders which help increase a destination‟s profile and achieve 

widespread recognition. Furthermore, sporting events provide opportunities for 

communities to raise their identity, bring city pride, and facilitate destination 

development.  

Some destinations are defined in terms of spectator sporting events such as Tour 

de France in France, the Rugby World Cup in New Zealand, the Kentucky Derby in 

Louisville Kentucky, and the Masters Golf Championship in Augusta Georgia. Corporate 

sponsors are also branded in terms of major events. For instances, Coca Cola is easily 

paired with the Olympics, and Budweiser is commonly associated with the Super Bowl. 
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It is evident that successful events add value to destinations and corporate sponsors. The 

recognition of the importance of sporting events is driving government support. 

Governments at each level are beginning to incorporate sports event planning into 

marketing strategies for destination development. In order to maximize the benefits of 

hosting sporting events for destinations and sponsors, several questions arise. What are 

the elements for a successful sporting event? How can a sporting event retain existing 

customers and create new customers? These are critical and interesting issues for event 

practitioners and academic researchers to further explore. 

Sporting events are big business for a destination. The ultimate goal of a business 

is to create and keep customers, which in turn leads to profits. From the view point of 

marketing, in order to achieve the ultimate goal, the products and services must fulfill the 

targeted customers‟ needs and wants. As Kolter (1997) states, “the marketing concept 

holds that the key to achieving organizational goals consists of being more effective than 

competitors in integrating marketing activities toward determining and satisfying the 

needs and wants of target markets” (p.19). Because the most valuable business assets for 

destinations are its customers, the basic marketing strategy should be customer-oriented. 

Therefore it is critical to understand sports tourist‟s needs and expectations for the 

development of sporting events. 

Sporting events cannot be distinctly categorized into either products or services, 

but there is no doubt that sporting events, within the tourism context, are service-oriented. 

Product offerings may be more appropriate to describe products and services in a sport 

environment (Stotlar, 2009). A sporting event provides product offerings consisting of 

both tangible and intangible elements concurrently. For example, stadium or 
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communication materials are regarded as tangible; and the interactions with stadium 

employees are consider intangible. Event manager may not be able to affect the contest or 

excitement of a sporting event, but they can have some control over service quality they 

provide, such as the tangible physical facility and intangible responsiveness, to customers. 

The attributes of sporting events are similar to those of hospitality service: perishability, 

and simultaneous production and consumption (Milne & McDonald, 1999). As sports 

tourists attend a sporting event, the event produces product offerings that enable the 

sports tourists to consume. When the event ends, sports tourists take nothing away other 

than memories of the experience. A sport event consists of large portions of service 

components which provide a great opportunity for event managers to influence sports 

tourists‟ experience through the provision of high quality service. 

To compete in today‟s industry quality may not be the only factor in creating a 

competitive advantage. Intensive market research indicates that consumer perception 

towards products, services, and brand image are indicators of company performance and 

influence customers‟ future purchase behavior. Perceived service quality, value, 

satisfaction, and image are the most commonly investigated constructs in relation to 

customer loyalty. Several models of the relationship between these constructs have been 

proposed across market and tourism research. Most research proposes that perception of 

service quality is antecedent to the perception of value, satisfaction, image, and future 

behavioral intention, but there is also disagreement among some literature regarding the 

causal relationship among these constructs. Some authors propose satisfaction is 

antecedent to corporate image (Nguyen & Leblanc, 1998; Low & Lamb, 2000), and other 

authors propose the opposite (Andreassen & Lindestad, 1998; Silva & Alwi, 2008). Some 
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authors consider perceived value as a determinant of satisfaction (Andreassen & 

Lindestad, 1998; Hu, Kandampully, & Juwaheer, 2009), but other authors consider that 

satisfaction is a cause of perceived value (Hightower, Brady, & Baker, 2002; Nguyen & 

Leblanc, 1998). 

In sporting event literature, perceived service quality and satisfaction are the most 

frequently used variables in investigating event performance and spectator‟s behavioral 

intentions. However, in marketing research, satisfaction and quality are not always 

positively correlated with company performance. Customers who are satisfied with the 

quality may buy somewhere else unless they see the tradeoff value. Perceived customer 

value has been proved to be an important determinant of purchase behavior in marketing 

research. In order to create value for the sports tourists, it is necessary for event managers 

and researchers to understand what sports tourists‟ perceived value is in attending a 

sporting event. 

Topalian (1984) defines the corporate image of an organization as the profile or 

sum of impressions and expectations of that organization held by its publics. Corporate 

image is comprised of the interaction between all intrinsic and extrinsic attributes that a 

person experiences or internalizes. Image is an important asset to a service company. 

Corporate image serves as an important factor influencing customer loyalty (Andreassen 

& Lindestad, 1998).  A sporting event is similar to a company having its own image. 

Gwinner (1997) indicates that three factors impact people‟s perception of a particular 

event: event type, event characteristics, and individual factors. Sports are heterogeneous, 

so different types of sports tourists may have different impression about each type of 

sporting events. Sporting event image is considered a crucial factor in influencing 
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corporate sponsor‟s brand image and destination image through association or meaning 

transfer (Gwiner, 1997; Gwinner & Eaton, 1999; Hallmann & Breuer, 2010; Henseler, 

Wilson, & Vreede, 2009; Kaplanidou, 2007; Kaplanidou & Vogt, 2007; Koo, Quarterman, 

& Flynn, 2006). Identifying the dimensions that actually represent a sporting event image 

from the sports tourists‟ perspective and the impact of that image on sponsor‟s corporate 

brand image and behavioral intentions has become increasingly important to the field of 

sporting event research.   

 The growth in demand for sporting events has become significant in recent years, 

and the competition between sporting event entities has become fierce. To attain a 

sustainable competitive advantage it is important to explore the sports tourists‟ 

consumption experience in terms of perceived service quality, value, satisfaction, and 

image as indicators of future behavioral intentions toward sponsored sporting events and 

sponsoring corporations. Understanding the performance of sporting events from the 

sports tourists‟ perspective will help to better develop appropriate event experiences for 

sports tourists, therefore, attracting more sports tourists and sponsors, and benefiting 

event entities, destinations, sport sponsoring corporations, and sports tourists.  

Statement of Problems 

Customer‟s perceptions of service quality, value, satisfaction, and corporate brand 

image have been widely used to investigate customer attitudes in marketing research. 

These variables are indicators of company performance, which in turn, will influence the 

customers‟ future purchase behavior (Garcia & Caro, 2008; Hu et al., 2009). Extensive 

sports and tourism literature has been conducted on the effects between the service 

evaluation variables of service quality, perceived value, and satisfaction in relation to 
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behavioral intentions, but image has been neglected in the causal relationship. In addition, 

sports sponsorship literature has focused on the image fit between events and sponsors, 

with a specific focus on the congruence or image transfer between sponsored sporting 

events and sponsoring corporations in relation to future behavioral intentions toward the 

sponsoring corporations (Gwinner, 1997; Gwinner & Eaton, 1999; Henseler et al., 2009; 

Javalgi et al., 1994; Koo et al., 2006). To compete in today‟s sports and tourism industry, 

service quality, value, and satisfaction no longer provide a sufficient source of 

competitive advantage. Understanding the effect of service quality, value, and 

satisfaction on sporting event image and corporate brand image in relationship to 

behavioral intentions toward the sponsored sporting event and sponsoring corporations 

requires further investigation.   

Objective of the Study 

The objective of this study was to evaluate the performance of a sporting event 

and the effectiveness of its sponsorship in the sports tourism context. To do this a 

conceptual framework was proposed and tested to investigate the effects of the service 

evaluation variables of service quality, perceived value, and satisfaction on image of 

sporting event and sponsoring corporations in relation to sport tourists‟ behavioral 

intentions toward the sporting event and sponsoring corporations.  

Purpose of the Study 

The purpose of this study was to examine the causal relationship between sports 

tourists‟ perceptions of service quality, value, satisfaction, event brand image, and 

corporate brand image, to future behavioral intentions toward the sporting event and 

sponsoring corporations in a professional sporting event. 
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Research Questions 

The questions the researcher attempt to answer in this study are, what are the 

effects among the variables of service quality, perceived value, satisfaction, sporting 

event image, corporate brand image, behavioral intentions toward the sporting event, and 

behavioral intentions toward the sponsoring corporations, including:  

1. What is the effect of perceived service quality on perceived value?  

2. What is the effect of perceived service quality on satisfaction?  

3. What is the effect of perceived service quality on sporting event image? 

4. What is the effect of perceived service quality on corporate brand image? 

5. What is the effect of perceived service quality on future behavioral intentions toward 

the sporting event? 

6. What is the effect of perceived service quality on future behavioral intentions toward 

the sponsoring corporations? 

7. What is the effect of perceived value on satisfaction?  

8. What is the effect of perceived value on sporting event image?  

9. What is the effect of perceived value on corporate brand image?  

10. What is the effect of perceived value on future behavioral intentions toward the 

sporting event? 

11.  What is the effect of perceived value on future behavioral intentions toward the 

sponsoring corporations? 

12. What is the effect of satisfaction on sporting event image?  

13. What is the effect of satisfaction on corporate brand image?  
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14. What is the effect of satisfaction on future behavioral intentions toward the sporting 

event?  

15. What is the effect of satisfaction on future behavioral intentions toward the 

sponsoring corporations?  

16. What is the effect of sporting event image on corporate brand image? 

17. What is the effect of sporting event image on future behavioral intentions toward the 

sporting event?  

18. What is the effect of corporate brand image on future behavioral intentions toward the 

sponsoring corporations? 

Significance of the Study 

This study represent the first attempt to integrate the constructs of sponsored 

sporting event image and sponsoring corporate brand image simultaneously into the 

causal relationship of spectator‟s perceptions of event service quality, value, and 

satisfaction in relation to behavioral intentions toward the sponsored event and 

sponsoring corporations. It serves to make an effort to advance the management of 

sporting events and sponsorship in the sports tourism context. It will contribute to the 

knowledge of spectator sporting event and sponsorship by extending our understanding 

of causal relationships among those variables which measure both event and sponsorship 

effectiveness.  
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CHAPTER II 

LITERATURE REVIEW 

The purpose of this study was to examine the causal relationship between sports 

tourists‟ perceptions of service quality, perceived value, satisfaction, event brand image 

and corporate brand image, and future behavioral intentions in a professional sporting 

event. The researcher seeks to understand the experiences of sports tourists while 

attending a sporting event. To carry out this study, it is necessary to complete a critical 

review of current literature. Six major areas of literature are critically reviewed: a) service 

quality, b) perceived value, c) satisfaction, d) corporate brand image, e) sporting event 

image, and f) behavioral intentions.  

Service Quality 

Service quality has received great attention from practitioners and academics in 

recent decades, as it is related to market share, customer satisfaction (Anderson & 

Zeithmal, 1984; Parasuraman, Zeithmal, & Berry, 1985; Selnes, 1993), value 

(Andreassen & Lindestad, 1998; Nguyen & Leblanc, 1998), customer loyalty (Bloemer, 

Ruyte, & Peeters, 1998; Nguyen & Leblanc, 1998), and repurchase intention (Fornell, 

1992; He & Song, 2009). In another words, delivering high quality service is a 

prerequisite for success (Parasuraman & Zeithaml, & Berry, 1988). Perceived high 

quality is not easily replicated by competitors, thus providing high quality service is a 

strategy to create a competitive advantage. Therefore, pursuing and evaluating service 

quality has become an important task for all organizations to succeed. 

Services are defined as acts, deeds, performances or efforts, while goods are 

considered as articles, devices, materials, objects, or things (Berry, 1980). Services differ 
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from manufactured goods. The major differences between services and goods are 

intangibility, perishability, heterogeneity, and simultaneously production and 

consumption. Zeithaml (1988) defines quality as superiority or excellence, and extend to 

perceived quality as the customer‟s assessment about an entity‟s overall superiority or 

excellence. The quality of a service is not easy to measure, because quality is perceived 

differently by different individuals. It is agreeable that service quality has to be viewed 

from the customers‟ perspective. Perceived service quality is viewed as the discrepancy 

between customers‟ expectations of service and their perceptions of the actual 

performance of service (Parasuraman et al., 1988); therefore, perceived service quality 

can be regarded as service performance (Gronroos, 1993). Parasuraman et al. (1988) 

explains the term “expectation” differently from the satisfaction literature, expectations in 

service quality measurement are regarded as consumer‟s desires or wants.  

In service quality literature, it is believed that the measurement of service quality 

is a multi-dimensional construct. Parasuraman et al., (1985) propose a 10-dimension 

instrument, SERVQUAL, for measuring service quality. Later, Parasuraman et al., (1988) 

reduce SERVQUAL to five dimensions with 22 items. The five dimensions are tangibles, 

reliability, responsiveness, assurance, and empathy. SERVQUAL is based on the notion 

of expectation-performance difference. Cronin and Taylor (1992) argue that the 

expectation-performance difference base is insufficient because the performance-based 

measure has the ability to be more predictive. Zeithaml, Berry, and Parasuraman (1996) 

argue that the performance-expectation difference measure is appropriate when the 

purpose is to detect service drawbacks. SERVQUAL has been widely used across many 

service settings.  
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 Scholars argue that the dimensions and service attributes may vary by industry. 

The convergent and discriminant validity of SERVQUAL has been a concern of scholars 

(Buttle, 1996; Carmen, 1990). Despite the concerns of the validity and reliability, 

SERVQUAL provides the basic framework which can be adapted to the development of 

industry-specific service quality measurement. Gronroos(1984) provides two dimensions 

of service quality, functional quality and technical quality. Functional service quality 

represents the service performance, while technical service quality refers to what the 

consumer actually receives. Cronin and Taylor (1992) developed an attitudinal-based 

service quality measurement. Rust and Oliver (1994) suggest a 3-component model; 

including, service product, service delivery, and service environment. Brady and Cronin 

(2001) propose a 3-dimensional model of service quality which includes: interaction 

quality, physical environment quality, and outcome quality.  

Greenwell, Fink, and Pastore, (2002) state that service experience in a sporting 

event includes three interrelated components: the inanimate environment, service 

personnel, and a bundle of service benefits. The inanimate environment is represented by 

the facility, service personnel or the staff that interacts with customers, and the bundle of 

service benefits, referring to the core product or game itself. The characteristic of the 

service experience in sporting events is unique because the outcome of the game cannot 

be controlled, and there are much more interactions with the physical environment than in 

other service settings. Bitner (1992) highlights the importance of environmental attributes 

in service settings through her concept known as servicescape. The servicescape consists 

of 3 dimensions: ambient conditions; spatial and functionality; and signs, symbols, and 

artifacts. Wakefield and Blodgett (1996) extend Bitner‟s (1992) conceptual framework by 
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studying the perceptions of service in leisure service setting, known as sportscape. The 

dimensions of sportscape are: layout accessibility, facility aesthetics, seating comfort, 

electronic equipment and displays, cleanliness, and space allocation.  In addition, 

Theodorakis and Kambitsis (1998) develop a perception-performance based measurement, 

SPORTSERV, measuring spectators‟ perceptions of service quality in professional sports 

in 1998 (Theodorakis, Kambitis, Laios, & Koustelios, 2001). The SPORTSEVE consists 

of 5 dimensions: access, reliability, responsiveness, tangibles, and security.  

Studies on service quality have been examined across various settings; such as, 

retailing, banking, hotel, restaurant, leisure, recreation, tourism, sports, and so on. Rust 

and Oliver (1994) discuss the importance of research on the interrelationships between 

perceived quality, perceived value, and satisfaction. Later, researchers have made efforts 

to examine the relationship among perceived service quality, satisfaction, value, and 

behavioral intentions. Studies have indicated that service quality has a direct effect on 

satisfaction and perceived value. Cronin, Brady, and Hult (2000) develop the QVS 

(Quality-Value-Satisfaction) model and conclud that service quality determines both 

satisfaction and perceived value. Koo, Hardin, McClung, Jung, Cronin, Vorhees, and 

Bourdeau, (2009) examined the causal effects between the dimensions of service quality 

and sport spectator satisfaction, and noted that service quality determines satisfaction. 

Park, Robertson, and Wu (2006 a) find that service quality is an antecedent of perceived 

value and satisfaction in airlines settings. Theodorakis et al. (2001) identify that the 5 

factors of SPORTSERVE were positively correlated with spectators‟ satisfaction. Kim, 

LaVetter, and Lee (2006) determine that the effects of the five service quality factors 
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(tangibles, reliability, responsiveness, assurance, and empathy) on the customer 

satisfaction were statistically significant.  

Perceived Value 

 Customer perceived value is considered a source of competitive advantage 

(Parasuraman, 1997; Park et al., 2006 a; Woodruff, 1997), as it is identified the most 

important predictor of repurchase intentions (Bojanic, 1996; Parasuraman & Grewal, 

2000; Tam, 2004). Researchers have increased their interest in this important construct of 

perceived value in recent years (Cronin, Brady, Brand, Hightower, and Shemwell, 1997; 

Patterson & Spreng, 1997). The concept of perceived value was initially proposed by 

Dodds and Monroe (1985), and was further developed by Zeithmal (1988). Perceived 

value has been defined by many scholars in many diverse ways, as the concept of value 

varies in individual judgment, attributes, consequence, circumstances, and time 

(Woodruff, 1997).  

 Zeithaml (1988) develops propositions about the concepts of price, quality, and 

value by conducting company interviews, a focus group interview, and in-depth 

consumer interviews. Her framework of perceived value provides the fundamental basis 

for the development of the conceptualization. Zeithaml (1988) groups four consumer 

definitions of value: a) value is low price, b) value is whatever I want in a product, c) 

value is the quality I get for the price I pay, and d) value is what I get for what I give.  

The last definition is the most frequently cited (Bojanic, 1996).  In addition, Monroe 

(1991) defines buyers‟ perceptions of value to a tradeoff between quality or benefits of a 

product they perceive and the sacrifice they perceive by paying the price. Moreover, 

Kotler (1997) proposes that customer value represents the tradeoff between the quality or 
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benefits the customer receives and the costs the customer incurs by evaluating, obtaining, 

and using a product. Furthermore, Petrick (2002) defines perceived value as “a 

combination of both perceived monetary and non-monetary costs that equate to 

consumers‟ overall sacrifice which, in turn, affects their perception of product or service 

value” (p.123). The underlying theme of the above definitions is the value perceived is 

the tradeoff between what the customer receives, such as benefits, worth, utilities, and 

quality, and what the customer gives up to obtain and use a product/service, such as price, 

time, energy, and sacrifices. Similar to perceived service quality, value is set by 

customers rather than by the seller, who objectively determines the price. 

Scholars have analyzed perceived value with one-dimensional (Gale, 1994) and 

multi-dimensional measures (Sheth, Newman, and Gross, 1991; Petrick, 2002). The 

problems associated with the one-dimensional measure are the lack of validity and no 

specific direction on how to improve customer value (Petrick, 2002). It is believed that a 

multi-dimensional measurement for perceived value is more appropriate in service 

context (Williams & Soutar, 2009; Zeithmal, 1988) due to the complexity of the construct 

and the heterogeneousness of service. Sheth et al. (1991) distinguish perceived value as a 

five dimension construct: functional, social, emotional, epistemic, and conditional value. 

Burns (1993) suggests four types of product-value and how they link with consumer‟s 

evaluation process, value, value in use, possession value, and overall value.  Based on the 

framework of Sheth et al (1991), Sweeney and Soutar (2001) develop a four-dimension 

scale of perceived value, PERVAL: emotional, social, monetary, and quality value. They 

test the scale‟s reliability and validity in both pre and post purchase for various product 

categories including clothing, footwear, furniture, cars, and household appliance. 
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Petrick (2002) believes that there is a need for a formal measurement tool for the 

perceived value of a service which would allow comparisons similar to that of the service 

quality scale. Following Zeithmal‟s (1988) theoretical model, conceptual frameworks of 

previous studies, and the characteristics of former service quality measurements, a five-

dimension measurement scale of perceived value is created, SER-PERVAL.  SER-

PERVAL, contains 25 items in the service contexts, covering 5 dimensions: quality, 

emotional response, monetary price, behavioral price, and reputation. More recently, 

Sanchez, Gallarisa, Rodriguez, and Molineret (2006) also develop a multi-dimensional 

scale (GLOVAL) for tourism, but it has not been adapted by other researchers yet.  

 Buyers‟ perceptions of value represent a tradeoff between the quality or benefits 

they receive and the sacrifice they perceive (Monroe, 1991). When using or purchasing 

products, consumers regard products as sets of specific attributes including benefits and 

quality of service. Quality is considered a positive driver of customer perceived value. 

Previous studies have concluded that service quality positively affects perceived value 

(Cronin et al., 2000; Hu et al., 2009). In addition, perceived value may lead directly to the 

formation of a satisfying feeling (Churchill & Surprenant, 1982). Bojanic (1996) 

investigates the relationship among perceived value, price, quality, and satisfaction, and 

found that price and quality determine perceived value which positively correlates with 

customer satisfaction. Korda and Snoj (2010) investigate the service quality-consumer 

satisfaction relationship and the role of perceived value within it in a retail banking 

service. Their findings indicate that perceived retail banking service quality is strongly 

positively related to perceived value. As expected, a positive and significant path was 

found from perceived value to customer satisfaction.  
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Oh (1999) investigates the relationship of the service evaluation variables and 

behavioral intentions in the hotel industry, the results show that service quality 

determines perceived value, which is significantly related to satisfaction and repurchase 

intentions. An empirical study conducted by Hu et al. (2009) investigate the relationship 

and impacts of service quality, perceived value, customer satisfaction, and image in hotel 

industry. Not surprisingly, service quality has a positive impact on perceived value, and 

service quality and perceived value were both found to be positively related to customer 

satisfaction. Moreover, perceived value has a direct and significant impact on corporate 

image. Furthermore, the relationship between perceived value and behavioral intentions 

was statistically significant. The results also indicated that perceived value has an indirect 

effect on behavioral intentions via service satisfaction and corporate image. 

Satisfaction 

Customer satisfaction has drawn attention from academics and practitioners for 

decades. Satisfied customers are valuable business assets and contribute to a firm‟s 

profitability.  Studies have shown that satisfied customers tend to be loyal and are willing 

to recommend the business to others (Hightower et al, 2002; Kim et al, 2006). The basic 

concept of marketing is to satisfy customers‟ needs and wants, and thus firms can be 

more effective than competitors and achieve profit growth by exercising this concept. It 

appears that satisfaction is a prerequisite for customer loyalty, which is one of the key 

determinants of profit and performance. Bhote (1996) points this out, “maximizing 

customer satisfaction maximized profitability and market share” (p.30). 

Based on Helson‟s (1948, 1959) adaptation level theory which suggests that one 

perceives stimuli only related to an adapted standard, Oliver (1980) proposed that 
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satisfaction can be viewed as a function of the expectation (adaptation) level and 

perceptions of disconfirmation. Disconfirmation is the evaluation of perceived 

performance compared to expectation. When performance exceeds expectations, positive 

disconfirmation (satisfaction) occurs; when expectations exceed performance, negative 

disconfirmation (dissatisfaction) occurs. The evaluation of perceived service performance 

is cognitive, whereas the disconfirmation is at the more abstract level (Oliver, 1980). In 

other words, customer satisfaction can be defined as the affective response resulting from 

a cognitive evaluation (comparison) for the service expected and the actual service 

received after consumption (Rust & Oliver, 1994). Oliver‟s (1980) expectancy-

disconfirmation model is most commonly adapted to describe satisfaction (Chang & 

Wang, 2008; Kelley & Turley, 2001; Kim & Damhorst, 2010; Kotler, 2000). 

 Kotler (2000) describes satisfaction as a person‟s feelings of pleasure or 

disappointment resulting from the comparison of expectations and outcome (perceived 

performance of a product). Kim and Damhorst (2010) define satisfaction with apparel 

shopping at an internet retailer as the overall disconfirmation/confirmation between 

expected experience and perceived actual experience on merchandise selection, customer 

service, online store design features, and overall shopping experience at the internet retail 

site. Chang and Wang (2008) investigate online shopping and define customer 

satisfaction as “the psychological reaction of the customer with respect to his or her prior 

experience with comparison between expected and perceived performance” (p. 11). 

Kelley and Turley (2001) indicate that sports fans‟ satisfaction experience in association 

with a sporting event is based on the comparison of their perceptions on predictive 

expectations for the event‟s service experience and perceptions of what actual service 
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experience is encountered. Overall, satisfaction is a subjective perception, evaluation, or 

judgment held by customers based on their experience with a service performance rather 

than a firm‟s objective standards of quality (Greenwell et al., 2002). Organizations which 

meet or exceed customer expectations are more likely to satisfy customer (Rust & Oliver, 

1994). 

Literature on satisfaction focuses primarily on the cognitive evaluation of service 

expected verses actual service received. The role of “affect” as a determinant of 

satisfaction has received much attention in consumer behavior literature (Madrigal, 1995). 

Oliver (1997) indicates that recent research proposes that customer‟s evaluative judgment 

is molded by cognition and affective responses to a product stimulus. He includes the 

concept of affect and further defines satisfaction as “a judgment that a product or service 

feature, or the product or service itself, provided (or is providing) a pleasurable level of 

consumption-related fulfillment, including levels of under- or overfulfillment” (p. 13). 

According to the later concept (cognition and affective response) of the satisfaction 

process, Caro and Garcia (2007) propose cognitive-affective models of the runner 

satisfaction process. They include two affective dimensions (arousal and pleasure) into 

the cognitive satisfaction model. Their findings show that arousal is the key affective 

factor that determines satisfaction, as opposed to pleasure which has a non significant 

effect. The cognitive element (disconfirmation) is also important for determining 

satisfaction and future behavior intentions.  

There are considerable arguments on the issue of distinction between perceived 

service quality and satisfaction. Parasuraman et al. (1988) argue that the distinction 

between perceived service quality and satisfaction is similar to the distinction between 
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attitude and satisfaction, “perceived service quality is a global judgment, or attitude, 

relating to the superiority of the service, whereas satisfaction is related to a specific 

transaction” (p. 16). In addition, Anderson and Fornell (1994) argue that satisfaction is a 

post-consumption experience resulting from the comparison between perceived and 

expected quality, while service quality refers to a global evaluation of a firm‟s service 

delivery system. Moreover, similar to attitude, service quality represents a long -term 

overall evaluation; whereas, satisfaction represents short-term transaction-specific 

measure (Taylor & Cronin, 1994). Furthermore, the evaluation of service quality entails 

specific measures, where as the evaluation of customer satisfaction is more holistic and 

all encompassing. Evaluation of service quality resulting from cognitive process 

influences the affective response of satisfaction (Oliver, 1997). Perceived service quality 

and satisfaction are two distinct constructs (Hurley & Estelami, 1998), but they are 

complement to each other.  

 Satisfaction literature indicates that customer satisfaction serves as the significant 

and direct link to behavioral intention, with service quality and value being antecedents to 

satisfaction (Chang & Wang, 2008; Hutchinson, Lai, and Wang, 2009; Park et al. 2006 a; 

Wu, Liu, and Hsu, 2008). Lai, Griffin, and Babin (2009) mention that Bagozzi‟s (1992) 

and Lazarus‟ (1991) frame work of appraisal-emotional response-coping suggests, the 

more cognitively-oriented service quality and value appraisals may lead to emotive 

satisfaction which drives loyalty. Fornell, Johnson, Anderson, Cha, and Bryant (1996) 

report that perceived service quality and perceived value are the top two determinants of 

customer satisfaction.  
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Although there have been debates about the causal order between customer 

satisfaction and corporate image, the causal order may vary depending on particular 

settings and different situations. Some researchers consider that corporate image is a 

determinant of satisfaction (Andreassen & Lindestad, 1998; Kaplanidou & Vogt, 2007), 

while some authors argue that satisfaction is a determinant of corporate image (Hu et al. 

2009; Nguyen & Leblanc, 1998; Park et al., 2006 a). The causal order from satisfaction to 

corporate image receives considerable support and empirical validation.  In the hotel 

setting, Hu et al. (2009) find that the relationship between satisfaction and corporate 

image is significant. They conclude that delivering high quality service and creating 

superior customer value can result in achieving high customer satisfaction, which in turn 

affects the firm‟s corporate image and leads to customer retention. Park et al. (2006 a) 

investigate the relationship among marketing variables on airline passengers‟ future 

behavioral intentions and found that satisfaction affects airline image, and both 

satisfaction and airline image were each found to have a direct effect on passengers‟ 

future behavioral intentions.  

Corporate Brand Image 

Brand image has been recognized as an important concept in service marketing. 

Brand image is determined by the customers‟ assessment of the service they receive 

(Gronroos, 1984). Nguyen and LeBlance (1998) synthesize the concept of image from 

literature and describe it as subjective knowledge, attitude, and a combination of product 

characteristics that are different from the physical product but are nevertheless identified 

with the product. Brand equity proposed by Keller (1993) provides a theoretical 

framework on brand knowledge which consists of brand awareness and brand image. 
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Brand awareness “is related to the strength of the brand node or trace in memory, as 

reflected by consumer ability to identify the brand under different condition … brand 

name relates to the likelihood that a brand name will come to mind and the ease with 

which it does so” (Keller, 1993, p. 3). He conceptualized brand image as “perceptions 

about a brand as reflected by brand associations held in consumer memory” (Keller, 1993, 

p. 3). He argues that brand image is determined by three types of associations: attributes, 

benefits, and attitudes toward the brand.  

In order to manage corporate image and maintain public trust, corporations must 

be aware of how they are channeling information to stakeholders, customers, and 

employees (Abratt, 1989). A corporation with a favorable image is more likely to have a 

positive influence on customer patronage and customer decision-making (Fombrun & 

Shanley, 1996; Porter & Claycomb, 1997), while an unfavorable image may negatively 

affect on customer‟s choice. 

There are different terms used to describe corporate brand image. Company brand 

image, corporate brand, corporate or store image and personality as well as corporate 

reputation are used interchangeably in studies to mean corporate brand image (Alwi & 

Silva, 2007; de Chernatony & Riley, 1998; Keller, 2000; Singh, 1991). Because the 

definition of corporate brand image itself is quite broad and refers to consumer 

association, Alwi & Silva (2007) argue that these terms are conceptually thought to be 

overlapped, As Keller (1993) points out that brand associations feature attributes, benefits, 

and attitudes towards the brand which could range from the company‟s product/service 

quality, price information, functions, values, programs, people, relationship, credibility, 

and so on.  
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The concept of corporate image was developed in 1950s. There are numerous 

definitions of image in psychological and marketing literature. Image is used to express 

the corporation‟s personality. For an image to become strong and stable management 

must be consistent in communicating to external and internal audiences (Abratt, 1989). 

Keller (2000) proposes that brand image can be regarded as the associations in consumers 

mind with the company or corporation making the product or providing the service as a 

whole. In other words, the overall impression formed by the associations with the 

attributes, characteristic or personality of an organization left in the minds of audiences 

constitutes an image. Corporate brand image is also seen as “the additional brand values 

that are inherent in or associated with the corporation and its product and services” 

(Balmer & Gray, 2003, p. 973). Ind (1997) defines corporate brand image as a sum of 

values representing the organization. From the definitions in literature, it can be 

concluded that the concept of corporate brand image comprises corporate image, 

corporate brand, brand image, and brand personality. 

Abratt‟s (1989) work on corporate image management process provides a review 

of the conceptual development of corporate image. His review is summarized as 

followings: a) Corporate image was first compared to the human personality by Newman 

in 1953, b) Boulding (1956) stressed the importance of relationship between image and 

behavior, c) Several scholars proposed different types of image, for example, Harri‟s 

(1958) seven types of image and Bayton‟s (1959) actual versus the ideal image, d) 

Odiorne (1966) looked at the process involve in imagery in particular, e) Burke and Berry 

(1974 and 1975) found in their studies that social actions of a corporation can improve its 

image and contribute to a favorable economic result, f) McDougall and Fry (1974) 
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demonstrate both the semantic differential and open-ended techniques should be 

employed in the measurement of store image, and g) Gray and Smeltzer (1985) define the 

corporate image as the impression of the overall corporation held by its various publics.  

A widely adapted scale proposed by Aaker (1997), known as brand personality, 

identifies five dimensions of brand personality: excitement, sincerity, competence, 

sophistication, and ruggedness. Davies, Chun, da Silva and Roper (2001) develop a 

seven-dimension Corporate Character Scale. Davies and Chun (2002),further assess the 

employee and customer views of organization reputation for two British department 

stores with the Corporate Character Scale. More recent Alwi and Silva (2007) compare 

the corporate brand images of online and offline book retailers by using the Corporate 

Character Scale. In the literature of sport sponsorship, only one measurement for 

sponsoring corporate image was found which was developed by Javalgi et al. (1994). A 

six-item measure was derived through a set of six personal interviews with managers 

responsible for their companies‟ sponsorships. The authors claim that these measures 

conform closely to what are termed qualitative characteristics of a company‟s personality 

and are components of a company‟s subjective image. This 6-item scale was employed 

by some researchers to examine the sponsor‟s corporate image in the fields of 

sponsorship (Ko, Kim, Claussen, and Kim, 2008; Pope & Voges, 2000). 

As satisfaction is described as a judgment occurring at the service encounter 

(Cronin & Taylor, 1992), satisfaction levels derived from each service encounter are 

viewed as having an effect on image assessments. Hu et al. (2009) examine the 

relationship among service quality, perceived value, customer satisfaction, corporate 

image, and behavioral intentions in the hotel industry. Their findings indicate that 
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satisfaction positively impacts corporate brand image. A company with a good image is 

more likely to draw repeat customers (Andreassen & Lindestad, 1998; Fombrun & 

Shanley, 1996; Porter & Claycomb, 1997). A study conducted on air passenger‟s future 

behavioral intentions, satisfaction and image were both found to positively and 

significantly influence air passengers‟ behavioral intentions (Park et al., 2006 a). 

Sporting Event Image 

 Sporting events are used by sponsoring companies as a communication tool to 

strengthen, improve or change their image. Destinations also use sporting events to 

enhance destination image, and differentiate their tourism products. Both sponsorship and 

destinations expect to create customers‟ (sports tourists‟) favorable attitudes toward the 

destinations and sponsoring corporations and eventually influence customers (sport 

tourists‟) re-patronage. In sports marketing and sports tourism literature, the focus has 

been mainly placed on the image congruence or transfer between sporting events and 

sponsoring corporations or between sporting events and destinations. Very few efforts 

have been made to define sporting event image, identify its components, and develop a 

scale for measuring sporting event image. 

  Based on McCracken‟s (1989) “meaning” in celebrities and Keller‟s (1993) 

brand association, Gwinner (1997) suggests that event image is formed from various 

external and internal factors and is represented by a particular market segment‟s overall 

subjective perceptions of the activity. He proposes three determinants of event image: 

event type (e.g., sports, music, festival/fair, fine arts, and professional meeting/trade 

show); event characteristics (e.g., event size, professional or amateur, tradition or history, 

event venue, and promotion appearance); and individual factors (e.g. images an 
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individual associates with an event, the strength of the particular image, the past history 

on has with a specific event). However, Gwinner‟s approach is not suitable for sporting 

events which features characteristics such as competition, socialization, skill requirement, 

and knowledge (Kaplanidou & Vogt, 2006). Deane, Smith, and Adams (2003) examine 

the brand personality held in the memory of golfers regarding the links between the 

Ryder Cup and IBM using Aaker‟s (1997) brand personality scale.  Their study is in the 

context of matching a sporting event and its sponsors, though it did not consider the 

characteristics of sporting event either.  

 There is a need to employ qualitative research to understand and define brand 

image associations that a sport tourist holds about a sporting event (Kaplanidou & Vogt, 

2006). Kaplanidou & Vogt (2006) propose a conceptual framework of the sports tourism 

image event from the participant‟s perspective adapted from Keller‟s (1993) framework 

of brand image. They consider attributes of the event, benefits of the event, and attitudes 

toward the events as event associations which form the sports tourist‟s event image. The 

sporting event image is similar to brand image, which is defined by types of associations 

which consist of attributes, benefits, and attitudes toward the brand. Furthermore, they 

used two focus groups of bicyclists to explore attitudes, opinions, and attributes of sports 

tourism events. Six themes were derived from the analysis: organizational theme, 

environment theme, physical activity theme, social activity theme, fulfillment theme, and 

emotional theme. 

Lee and Cho (2007) postulate that human personality traits can be also attributed 

to sports and sporting events, as if they are attributed to brand personality. Brand 

personality is described as “the set of human characteristics associated with a brand” 
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(Aaker, 1997, p. 347). Aaker (1997) identified five brand personality dimensions: 

sincerity, excitement, competence, sophistication, and ruggedness. Sporting events can be 

considered brands, and different events have different personality associations. Lee and 

Cho (2007) develop a theoretical structure of sporting event personality and establish a 

scale for measuring sporting event personality. The final confirmatory factor analysis 

derived five sporting event personality dimensions representing 24 personality traits. 

These five dimensions are diligence, uninhibitedness, fit, tradition, and amusement.  The 

reliability and validity were supported through the testing of the structural relationship 

between the five dimensions and other pertinent constructs. The results indicate that 

sporting event personality dimensions were related to attitudes toward the sporting event.  

Researchers in sports marketing suggest that events similar to brands can be 

evaluated emotionally and cognitively (Koo et at, 2006; Lee & Cho, 2009). Image is 

determined by affective and cognitive components which have an impact on the cognitive 

components referring to intentions (Kotler, 1997).  Hallmann and Breuer (2010) suggest 

the six themes of sporting events identified by Kaplanidou (2006) can be also categorized 

into affective and cognitive components. Affective components comprise of cheerful-

gloomy, exciting-dull, pleasant-unpleasant, and relaxing-distressing, while cognitive 

components consist of modern-traditional, international-regional, natural-artificial, 

reputation, and atmosphere. Hallmann and Breuer (2010) using affective and cognitive 

image components examine the impact of image fit between sporting event and 

destinations on cognitive components which refer to behavioral intentions. 

Marketing research indicates that a favorable image is more likely to contribute to 

re-patronage (Andreassen & Lindestad, 1998; Fombrun & Shanley, 1996; Porter & 
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Claycomb, 1997). Kaplanidou (2007) examines the influence of affective event and 

destination image on Olympic travelers‟ behavioral intentions, and the results show that 

affective event images positively influence Olympic travelers‟ intentions to return to the 

destination. Hallmann and Breuer (2010) investigate the influence of image congruence 

between sporting events and the hosting destination on future visits to the destination and 

sporting event. The multi-attributive items were selected to measure both sporting event 

and destination image based on a literature review. The results reveal that behavioral 

intentions of sporting event tourists are influenced by the perceived image congruence of 

a sporting event and a destination. In addition, the strong predictors for repeated 

visitations of the event are prior visits of the events, its status, and the affinity of cheerful-

gloomy. A negative relationships with intent to revisit the event are atmosphere, ranking, 

and urban environments.  

Behavioral Intentions 

Behavioral intentions have been used to examine the consequence of a service 

performance and are considered the most widely used outcome indicator in the literature 

of sports marketing (Kwon, Trail, and Anderson, 2005; Trail, Anderson, and Fink, 2005; 

Wakefield & Blodgett, 1996; Yoshida & James, 2010). The goal of a business is to keep 

and create customers. For this sustainable success, it is important to understand customers‟ 

future behavioral intentions. The impact of service evaluation variables in terms of 

perceived service quality, value, satisfaction, and brand image on customers‟ future 

behavioral intentions have been well established in the areas of service marketing, 

tourism, sports, sponsorship, and leisure and recreations.  
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Behavioral intention is not a single dimensional construct, but a multi-

dimensional construct (Cronin et al., 2000; Yoshida & James, 2010; Zeithaml, et al., 

1996). Zeithaml et al. (1996) identify five dimensions of behavioral intentions: a) loyalty 

to company, b) propensity to switch, c) willingness to pay more, d) external response to 

problem (negative word of mouth), and e) internal response to problem (complaints to 

employees). Based on Zeithaml et al. (1996) conceptualized framework, Cronin et al 

(2000) proposed three determinants of behavioral intentions focusing on positive aspects: 

a) repurchase intentions, b) positive word of mouth intentions, and c) customer loyalty. 

With regard to the behavioral intentions, dimensions of repurchase intention and word of 

mouth are frequently adapted for studies on the sporting events, sports sponsorship, and 

tourism. 

Researchers have demonstrated that perceived service quality and value are both 

antecedents of satisfaction, and service quality, value, and satisfaction influences 

behavioral intentions in both general service business and sports tourism settings. Wu et 

al. (2008) study on the health care service setting, reveal that both perceived service 

quality and value are antecedent variables in the model illustrating direct and indirect 

paths from perceived service quality and value to patient satisfaction and behavioral 

intentions. In addition, patient satisfaction has a direct effect on behavioral intentions. 

Shonk and Chelladurai‟s (2008) study on sports tourists in a sporting event, indicate that 

satisfaction directly influences visitors‟ intent to return to both the destination and the 

sporting event. Petrick, Morais, and Norman (2001) study on entertainment travelers, 

found that perceived value and satisfaction affect the travelers‟ intention to revisit an 

entertainment destination. Recent research suggests that perceived value may be a better 
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predictor of repurchase intentions than either service quality or satisfaction (Cronin et al., 

2000; Oh, 2000).  

Service quality, perceived value, and satisfaction are suggested to influence word 

of mouth. Hartline and Jones (1996) conduct a study on hotel customers and found high 

service quality increase word of mouth intentions. Kozak and Remington‟s (2000) study 

on tourists visiting Mallorca, Spain, revealed that the more satisfied the tourists were, the 

more likely they were to revisit and recommend the destination to others. Perceived value 

is indicated to influence word of mouth directly (Brown, Barry, Dacin, & Gunst, 2005). 

Hutchinson et al. (2009) investigated the impact of service evaluation variables on 

behavioral intentions by examining golf travelers. Their findings show that both value 

and satisfaction had significant influences on the intention to revisit and word-of-mouth 

behavioral intentions. The higher the service quality, value, and satisfaction customers 

perceive, the more likely they were to have positive word of mouth to others. Word of 

mouth provides free advertising and has been found that the more positive the word of 

mouth is, the more likely the consumer is to make a purchase recommendation (Heckman 

& Guskey, 1998; Wirtz & Chew, 2002).  

Research indicates that a consumer‟s intention to purchase a product or service is 

determined by two influences: a positive attitude towards the brand itself and brand 

familiarity, which is a function of brand awareness (Pope & Voges, 2000). Brand 

awareness “is related to the strength of the brand node or trace in memory, as reflected by 

consumer ability to identify the brand under different condition …” (Keller, 1993, p. 3). 

Brand image is described as “perceptions about a brand as reflected by brand associations 

held in consumer memory” (Keller, 1993, p. 3). Both brand awareness and brand image 
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of an organization hold in the memory (or impression) in consumer‟s mind. It can be said 

that image has as much power to influence consumer‟s purchase intentions as attitude 

does.   

Corporate image has an effect on customer‟s choice when attributes cannot be 

differentiated from other companies (Park et. al., 2006 a). Park et al. (2006 a) investigate 

the impact of airline marketing variables on passengers‟ future behavioral intentions. The 

results indicate that airline image has a direct effect on passengers‟ future behavioral 

intentions.  The image of sport or a sports organization has the potential to influence the 

behavior of all those involved with a sporting event including spectators and sponsors 

(Ferrand & Pages, 1999). Ko et al. (2008) examine the effect of awareness and corporate 

image on intention to purchase sponsors‟ products. Results suggest that favorable 

purchase intentions were more likely to occur when consumers held a positive image of 

the sponsoring companies. 

The Conceptual Framework 

The review of the literature in service marketing, sports, and tourism reveals that 

the constructs of perceived service quality, value, satisfaction, and brand image are 

important determinants to future behavioral intentions. The interrelationship among these 

constructs has been tested by previous studies in service marketing, sports, and tourism. 

This study applies an existing marketing framework and empirically examines the effects 

of sports tourists‟ perceptions of service quality, perceived value, satisfaction, corporate 

brand image, sporting event image on their future behavioral intentions toward the 

sponsored sporting event and sponsoring corporations. The conceptual model is shown in 

Figure 1.  
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Figure 1. The conceptual model. 
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H01: Perceptions of event service quality (SQ) directly contribute to visitor perceived 
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H04: Perceptions of event service quality (SQ) directly contribute to corporate brand 

image (CBI). 

H05: Perceptions of event service quality (SQ) directly contribute to visitor behavioral 

intentions toward the sporting event (BIE). 

 H06: Perceptions of event service quality (SQ) directly contribute to visitor behavioral 

intentions toward the sponsoring corporations (BIC). 

H07: Visitor perceived value (PV) directly contributes to satisfaction (SAT). 

H08: Visitor perceived value (PV) directly contributes to sporting event image (SEI). 

H09: Visitor perceived value (PV) directly contributes to corporate brand image (CBI). 

H10: Visitor perceived value (PV) directly contributes to behavioral intentions toward the 

sporting event (BIE). 

H11: Visitor perceived value(PV)  directly contributes to behavioral intentions toward the 

sponsoring corporation (BIC). 

H12: Visitor satisfaction (SAT) directly contributes to sporting event image (SEI). 

H13: Visitor satisfaction (SAT) directly contributes to corporate brand image (CBI). 

H14: Visitor satisfaction (SAT) directly contributes to behavioral intentions toward the 

sporting event (BIE). 

H15: Visitor satisfaction (SAT) directly contributes to behavioral intentions toward the 

sponsoring corporations (BIC). 

H16:  Sporting event image (SEI) has positive impact on corporate brand image (CBI). 

H17: Sporting event image (SEI) directly contributes to behavioral intentions toward the 

sporting event (BIE). 
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H18: Corporate brand image (CBI) directly contributes to behavioral intentions toward 

the sponsoring corporations (BIC). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. The proposed hypothesized model. 
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CHAPTER III 

METHODOLOGY 

The purpose of this study was to examine the causal relationship between sports 

tourists‟ perceptions of service quality, perceived value, satisfaction, event brand image 

and corporate brand image, and the future behavioral intentions to attend a professional 

sporting event. The researcher believes that a better understanding of sports tourists‟ 

perceptions of these variables and the causal relationship among these variables will 

allow sporting event practitioners and academic researchers to develop better sporting 

events and sponsorship programs. In seeking to understand this causal relationship, this 

study addresses eighteen research questions:  

1. What is the effect of perceived service quality on perceived value?  

2. What is the effect of perceived service quality on satisfaction?  

3. What is the effect of perceived service quality on sporting event image? 

4. What is the effect of perceived service quality on corporate brand image? 

5. What is the effect of perceived service quality on future behavioral intentions toward 

the sporting event? 

6. What is the effect of perceived service quality on future behavioral intentions toward 

the sponsoring corporations? 

7. What is the effect of perceived value on satisfaction?  

8. What is the effect of perceived value on sporting event image?  

9. What is the effect of perceived value on corporate brand image?  

10. What is the effect of perceived value on future behavioral intentions toward the 

sporting event? 
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11.  What is the effect of perceived value on future behavioral intentions toward the 

sponsoring corporations? 

12. What is the effect of satisfaction on sporting event image?  

13. What is the effect of satisfaction on corporate brand image?  

14. What is the effect of satisfaction on future behavioral intentions toward the sporting 

event?  

15. What is the effect of satisfaction on future behavioral intentions toward the 

sponsoring corporations?  

16. What is the effect of sporting event image on corporate brand image? 

17. What is the effect of sporting event image on future behavioral intentions toward the 

sporting event?  

18. What is the effect of corporate brand image on future behavioral intentions toward the 

sponsoring corporations? 

This chapter describes the study‟s research methodology and includes discussions 

around the following areas: a) type of research, b) subject description, c) sampling 

method, d) scale development, e) data collection, and f) data analysis plan. 

Type of Research 

Quantitative research, more specifically non-experimental survey research, is the 

focus of this current study. Survey research has been widely used in marketing academics 

and by practitioners for asking questions to understand, explain, and predict behaviors in 

the marketplace (Rindfleisch, Malter, Ganesan, & Moorman, 2008). Ferber, Sheatsley, 

Turner, and Waksberg (1980) state that survey research refers to “a method of gathering 
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information from a number of individuals, a „sample,‟ in order to learn something about 

the larger population from which the sample has been drawn” (p.3). 

There are several advantages in regards to survey research. Scholars have cited 

several advantages: a) the ability to obtain information from large populations, b) the 

flexibility, c) it can be used to conduct either large studies, such as census, or to small 

groups, d) it can be made up of a few unstructured questions or can involve a large-scale, 

multisite longitudinal study with multiple highly validated questionnaires (Keough & 

Tanabe, 2011), e) it provides a first step in developing hypotheses or in identifying more 

specific problems for research, and f) it enables the researcher to collect data in the actual 

situation (Shonk, 2006). On the other hand, a few disadvantages have been cited in 

regards to survey research: a) respondents tend to answer question as social desirability 

(Keough & Tanabe, 2011), b) response bias (Baumgartner & Steenkamp 2001), c) time 

and money consumption, and d) lacking in external validity (Shonk, 2006).  

This study intends to understand sports tourists‟ perceptions of service quality, 

value, satisfaction, sporting event image, corporate brand image, and future behavioral 

intentions toward the event and sponsors. A questionnaire was directly distributed to the 

target population for data collection. The assumption underlying the survey research 

method is that all respondents respond to questions honestly. Questionnaires allow more 

truthful responses by offering a sense of anonymity (Salkind, 2000). Moreover, 

questionnaires allow researchers to answer questions. They are low cost and the response 

rate is high. This study employed survey research method because of its flexibility and 

ability to collect a broad scope of information from a large population of sport tourists in 

an actual sporting event.  
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Subject Description 

Subjects for this study include spectators (tourists) that attended a high profile 

professional golf event, the 2011 HP Byron Nelson Golf Championship, in Irving, Texas. 

The 2011 HP Byron Nelson Golf Championship drew 249,500 fans during May 26
th

 – 

29
th

, 2011, with 80,000 attending the final round of play (PGA TOUR, 2011).  In this 

study, the definition of sports tourists adapts from Shonk (2006). Sports tourists are 

considered spectators visiting the destination specifically to attend the sporting event. 

More specifically, sports tourists are defined as follows: 

1. Tourists attending the sporting event and traveling from a residence that is 50 miles or 

more from the sporting event venue. 

2. Tourists staying overnight with friends or relatives for attending the sporting event. 

3. Tourists staying for at least one night in a hotel or motel for attending the sporting 

event. 

4. Tourists driving to the sporting event and returning home later the same day. 

The fourth group can be regarded as excursionists, but for the purpose of this 

study, they are also considered sport tourists because of their economic contribution to a 

sporting event at a destination (Shonk, 2006).  

Sampling Method 

A convenience sample using the mall-intercept method was used to approach 

sport tourists at a professional golf event by graduate research assistants and respondents 

were asked to complete the questionnaire near the facilities of the golf event. The mall 

intercept method is commonly conducted in a mall or a high traffic area to approach 

respondents. The mall-intercept method is commonly used for market research to conduct 
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face-to-face interviews (Bush & Hair, 1985). In addition, sport research has adopted this 

method as a sampling technique (Hansen & Gauthier, 1993; Hightower, et al., 2002; Ko 

et al., 2008; Koo et al., 2009), as the mall-intercept method has several advantages.  

Scholars cited the following advantages in regards to mall-intercept method: a) 

personal interviews yield more complete data, b) it generates more in-depth responses, c) 

it may be more effective in collecting sensitive data, d) it is inexpensive for collection of 

high quality data, e) its convenience of a central location, f) it is accurate for target 

audience (Bush & Hair, 1985), and g) its ability to clarify questions and responses 

(Keough & Tanabe, 2011). On the hand, there are a few disadvantages as well: a) it is 

time consuming, b) it is difficult to reach large number of subjects, c) travel for 

researchers (Keough & Tanabe, 2011), d) it may lead to socially desirable answers in a 

face-to-face manner (Bush & Hair, 1985), and e) its shortage of representativeness of the 

population (Murry, Lastovicka, & Bhalla, 1989). 

Scale Development 

Two steps were taken for scale development. First, the researcher conducted an 

extensive review of literature from service marketing, sport, and tourism literature to 

identify initial measurements for the related constructs. Existing measures that have been 

used in previous studies were adopted. Second, the questionnaire was reviewed by three 

panels of experts and revised according to feedback received from experts (Shonk, 2006). 

All constructs in the model shown in figure 2 were evaluated using a multi-item 

scales designed to analyze all relevant dimensions of the constructs.  While the scales 

used were based on an extensive review of literature from service marketing, sport, and 

tourism, all of the items were adapted so that the item content matched the industry. The 
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first part of the questionnaire was designed to assess the sporst tourists‟ perceptions of 

service quality, value, satisfaction, sporting event image, corporate brand image, and 

behavioral intentions toward the sponsored sporting event and sponsoring corporations. 

The second part consisting of 13 questions asked for demographic information such as 

gender, marital status, age, ethnic background, annual household income, highest level of 

education, traveling characteristics, and golfing characteristics.  

To establish content validity, three different panels of experts were asked to 

evaluate whether the questionnaire measured the intended constructs. The panels of 

experts were adapted and modified from Shonk‟s (2006) study. The first panel included 

three professors of universities who conduct research in the area of sports marketing or 

sports management. The second group included three experts who work for golf resorts 

which have hosted a golf event. The third group included three doctoral students from a 

university who are familiar with sports tourism. Each member was asked to evaluate 

whether the items reflect the content domain.  Panel members were also asked to 

comment on the questionnaire‟s wording, clarity, format, ease of filling out, items to be 

added, items to be omitted, and total time to complete. Items were added, deleted, or 

reworded on the scales according to panel members‟ feedback. 

Scale of Service Quality 

Perceived service quality is viewed as the discrepancy between customers‟ 

expectations of service and their perceptions of the actual performance of service 

(Parasuraman et al., 1988). The scale of service quality consists of 5 items which were 

adapted from previous studies (Boo, James, & Baloglu, 2009; Hightower et al., 2002; 

Konecnik & Gartner, 2007; Wakefield & Blodgett, 1996). The items for service quality 
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include: a) Overall, the facilities of this golf event are aesthetically appealing, b) Overall, 

this golf event provides a high level of personal safety, c) Overall, this golf event 

provides a quality experience, d) Overall the employees‟ performance at this golf event is 

excellent, and e) Overall, this golf event provides high quality customer service. Reported 

Cronbach‟s alpha of service quality scale was .878 in this study. 

Scale of Perceived Value 

Petrick (2002) defines perceived value as “a combination of both perceived 

monetary and non-monetary costs that equate to consumers‟ overall sacrifice which, in 

turn, affects their perception of product or service value” (p. 123). The scale of perceived 

value was composed of 5 items which were adapted from Hightower et al. (2002). The 5 

items on this scale are: a) In general, I believe going to this golf event is worth the cost, b) 

I believe that this golf event is generally a good value, c) Overall, the services I purchase while at 

this golf event are an excellent value, d) I get a good value in going to this golf event, and e) By 

going to this golf event, I get a lot for my money. Reported Cronbach‟s alpha of perceived 

value scale was .897 in this study.  

Scale of Satisfaction 

Satisfaction is an evaluative, affective or emotional response to a consumptive 

experience (Shonk, 2006). The scale consists of 5 items commonly used to measure 

satisfaction was adapted from Hightower et al. (2002) based on Oliver‟s (1997) works on 

satisfaction. The 5 items on this satisfaction scale are: a) I am happy with the experiences 

I have had at this golf event, b) I have been satisfied with my experiences at this golf 

event, c) I truly enjoy going to this golf event, d) I am elated with the experiences I have 

had at this golf event, and e) Going to this golf event has been delightful. Reported 

Cronbach‟s alpha of satisfaction scale was .947 in this study. 
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Scale of Sporting Event Image 

After reviewing the sports literature, very few efforts have been made to define 

sporting event image, identify its components, and develop a scale for measuring sporting 

event image. Hallmann & Breuer (2010) suggest that the principle components of 

destination image can be applied to sporting event image. Thus, the scale of sporting 

event image in this study was modified and adapted and from Hallmann & Breuer (2010). 

The 6 items on this scale of sporting event image are: a) This golf event has a good 

reputation, b) This golf event is a tradition, c) This golf event is high profile, d) This golf event 

provides opportunities for socialization, e) This golf event is exciting, and f) This golf event 

offers an extraordinary atmosphere. Reported Cronbach‟s alpha of sporting event image 

scale was .830 in this study. 

Scale of Corporate Brand Image 

Corporate image is the profile or sum of impressions and expectations held by its 

publics (Topalian, 1984). The 5-item scale of corporate brand image in this study was 

adapted from Javalgi et al. (1994) which was commonly used to measure corporate brand 

image in the sports sponsorship literature. The 5 items on this scale of corporate brand 

image are: a) The corporate sponsors has good products/services, b) The corporate sponsors are 

operated /managed well, c) The corporate sponsors are involved in the community, d) The 

corporate sponsors respond to consumers‟ needs, and e) The corporate sponsors are good 

companies to work for. Reported Cronbach‟s alpha of corporate brand image scale 

was .896 in this study. 

Scale of Behavioral Intentions toward the Sporting Event 
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The 4 items assessing behavioral intentions toward the sporting event include 

aspects of intent to revisit and positive words of mouth. This 4 items were adapted from 

Hightower et al. (2002), and they are: a) I intend to visit this golf event in the future, b) I 

would say positive things about going to this golf event to others, c) I would go on other PGA 

golf events in future, and d) I would recommend going to this golf event to other people. 

Reported Cronbach‟s alpha of this scale was .817 in this study. 

Scale of Behavioral Intentions toward the Sponsoring Corporations 

The scale of behavioral intentions toward the sponsoring corporations consists of 4 items 

which were based on the review of literature (Hutchinson et al., 2009; Ko et al., 2008). These 4 

items assessing behavioral intentions toward the sponsoring corporations include aspects 

of intent to purchase and positive words of mouth toward sponsors. The 4 items on this 

scale are: a) I am willing to try the product/service of sponsors, b) I am willing to buy the 

product/service of sponsors, c) I seek out the product/service of sponsors, and d) I would 

positively recommend the product/service of sponsors to other people. Reported Cronbach‟s 

alpha of this scale was .906 in this study. 

All constructs were measured using seven-point Likert scale where 1 meant 

“strongly disagree” and 7 meant “strongly agree”. Reported Cronbach alph of this overall 

scale was .968 in this study.  Scales used for each construct and their reference sources 

are shown in table 3.1.  

Data Collection 

Data was collected at the 2011 HP Byron Nelson Golf Championship in Irving, 

Texas. This study employed the structural equation modeling method for data analysis 

which requires a large sample size. The general rule of thumb is 20 cases for each free 

parameter, but 10 is a more likely target (Schreiber, 2008). It was expected to collect 500 
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to 600 samples for this study. Four graduate research assistants were trained prior to 

conducting the survey. Selecting interview locale, day, and time is important. Hansen and 

Gauthier (1993) suggest that within a golf course, selecting samples of locales where the 

spectators gather, such as washroom areas, refreshment areas, practice range, putting 

areas, and golf holes. In order to collect data representative of the event, the time of day 

and days of golf event must be considered.  

The researcher and graduate research assistants observed the venue and the tourist 

flow of the event during practice days from May 23
th

 – 25
th

, 2011. The researcher found 

that the entrance/exit and bus stops which were located in front of the entrance/exit were 

the locales where people gathered. It was suggested by some experienced event staff that 

the game started in the early morning and some morning visitors would start leaving 

around noon. The research assistants distributed questionnaires between 11 a.m. and 6 

p.m. for four days (from May 26
th

 – 29
th

) of the tournament, as the majority of spectators 

were on the site at that time.  

Visitors were first asked if they were interested in participating in a survey about 

their perceptions of this golf event. Visitors were screened to ensure that they were 18 

years of age. All the research assistants wore nametags (student identification cards of 

Texas Tech University) to identify themselves as research assistants. They briefly 

introduced the purpose of the survey and informed the subjects that it was voluntary and 

confidential. A seven-point Likert-type scale to measure the perceptions of service 

quality, satisfaction, value, image, and behavioral intentions for attending the 2011 HP 

Byron Nelson Golf Championship where 1 meant “strongly disagree” and 7 meant 

“strongly agree” was applied to measure the visitors‟ perceptions for attending this 
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professional golf event. Subjects were asked to complete the questionnaire and return it to 

a research assistant who was available to answer questions when needed. A total of 562 

surveys were collected during the four-day golf championship; 44 were incomplete and 

unusable. The usable rate was 92.17%. 

Data Analysis Plan 

A total of 518 usable surveys were collected for further statistical data analysis 

using SPSS 17.0 and MPlus 6.0 software. SPSS 17.0 was used to initially code data, to 

screen data for statistical assumptions, to estimate Cronbach‟s alpha coefficient (α), and 

to do bivariate and descriptive statistics. Mplus 6.0 was employed to test all structural 

models, confirmatory factor analysis (CFA) and structural equation model (SEM).  

First, before the main data analysis was ran, data was screened to inspect the 

accuracy of input, detect missing data, and to determine if variables met the statistical 

assumptions of the parametric tests which are based on normal distribution assumptions 

(Tabachnick & Fidell, 2007).  To meet the statistical assumptions, univariate outliers, 

univariate normality, and multivariate homoscedasticity are assessed. In addition, missing 

data is an important issue because it may results in bias and error (Schreiber, 2008). 

Missing data were handled by Maximum Likelihood estimates, because this method can 

be used for the estimation of CFA and SEM models regardless of whether the data set is 

complete or not (Brown, 2006). 

Second, bivariate correlations were ran between all latent variables to determine if 

all variables were linearly related to one another, but not measuring the same construct. 

Then, internal consistency of each scale was examined using Cronbach‟s alpha. The 

reliability of the scales was measured in order to determine if the scales consistently 
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reflected the construct it was measuring.  Furthermore, to establish construct validity, the 

evaluations of convergent validity and discriminant validity were examined by the 

analyses of convergent validity and discriminant validity. 

Third, the proposed model was developed based on theoretical framework. The 

hypothesized relationships of these seven latent constructs, service quality (SQ), 

perceived value (PV), satisfaction (SAT), sporting event image (SEI), corporate brand 

image (CBI), behavioral intentions toward the sponsored sporting event (BIE), and 

behavioral intentions toward the sponsoring corporations (BIC), were tested by structural 

equation modeling (SEM) method. SEM is a useful technique to analyze a wide variety 

of data, research designs, theoretical models, and measure the relationships among latent, 

unobservable variables (Schreiber, 2008). In addition, SEM allows for the testing of 

indirect and mediated relationships between observed and unobserved latent variables. 

SEM encompasses two components: a measurement model and a structural model. In this 

study, SEM analysis performs a two-stage procedure: a) using CFA to evaluate the 

relationship of the latent variables (constructs) to the observed variables (parameters), 

and b) assessing the structural model fit and reviewing the structural parameters to 

determine whether the data support the proposed hypotheses.  

Finally, the fit of the measurement model and the structural model was assessed 

using indices suggested by Hu and Bentlee (1999). The fit indices includes: a) Chi Square 

(χ
2
) and degree of freedom (df), b) Comparative Fit Index (CFI), c) Tucker & Lewis 

Index (TLI), d) Root Mean Square Error of Approximation (RMSEA), and e) 

Standardized Root Mean Square Residual (SRMR). Good model fit will be determined if 

CFI and TLI values are close to .95 or greater, RMSEA values are about .06 or less, and 
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SRMR values are close to .08 or below (Hu & Bentlee, 1999). A small χ
2
 and failure to 

reject the null hypothesis (non-significant p value) also indicates a good model fit. 

Table 3.1 

Scales Used for Constructs and References 

 Scales and Items References 

Service Quality (SQ) 

1 Overall, the facilities of this golf event 

are aesthetically appealing 

1 Wakefield & Blodgett (1996) 

2 Overall, this golf event provides a high 

level of personal safety. 

2 Konecnik & Gartner (2007) 

3 Overall, this golf event provides a 

quality experience. 

3 Boo et al. (2009) 

4 Overall the employees‟ performance at 

this golf event is excellent. 

4-5 Hightower et al. (2002) 

5 Overall, this golf event provides high 

quality customer service. 

  

Perceived Value (PV) 

6 In general, I believe going to this golf 

event is worth the cost. 

6-10 Hightower et al. (2002) 

7 I believe that this golf event is generally 

a good value. 

  

8 Overall, the services I purchase while at 

this golf event are an excellent value. 

  

9 I get a good value in going to this golf 

event. 

  

10 By going to this golf event, I get a lot for 

my money. 

  

Satisfaction (SAT) 

11 I am happy with the experiences I have 

had at this golf event. 

11-15 Hightower et al. (2002) 

12 I have been satisfied with my 

experiences at this golf event. 

  

13 I truly enjoy going to this golf event.   

14 I am elated with the experiences I have 

had at this golf event. 

  

15 Going to this golf event has been 

delightful. 
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Table 3.1  

(continue) 

 Scales and Items References 

Sporting Event Image (SEI) 

16 This golf event has a good reputation. 16-21 Hallmann & Breuer (2010) 

17 This golf event is a tradition.   

18 This golf event is high profile.   

19 This golf event provides opportunities 

for socialization. 

  

20 This golf event is exciting.   

21 This golf event offers an extraordinary 

atmosphere. 

  

Corporate Brand Image (CBI) 

22 The Corporate Sponsors has good 

products/services. 

22-26 Javalgi, Traylor, Gross & 

Lampman (1994) 

23 The Corporate Sponsors are operated 

/managed well. 

  

24 The Corporate Sponsors are involved in 

the community. 

  

25 The Corporate Sponsors respond to 

consumers‟ needs. 

  

26 The Corporate Sponsors are good 

companies to work for. 

  

Behavioral Intentions to Sporting Event (BIE) 

27 I intend to visit this golf event in the 

future. 

27-28 Hightower et al. (2002) 

28 I would say positive things about going 

to this golf event to others. 

  

29 I would go on other PGA golf events in 

future. 

29-30 Williams & Soutar (2009) 

30 I would recommend going to this golf 

event to other people. 

  

 

Behavioral Intentions to Sponsoring Corporations (BIC) 

31 I am willing to try the product/service of 

sponsors. 

31-33 Ko et al. (2008) 

32 I am willing to buy the product/service of 

sponsors. 

  

33 I seek out the product/service of 

sponsors. 

   

34 I would positively recommend the 

product/service of sponsors to other 

people. 

34 Hutchinson et al. (2009) 
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CHAPTER IV 

RESULTS 

The purpose of this study was to explore the experiences of sports tourists while 

attending a professional sporting event. The focus of the analyses in this study was to 

examine the casual relationship between sports tourists‟ perceptions of service quality, 

perceived value, satisfaction, sporting event image, corporate brand image, and 

behavioral intentions. A 34-item self-administered survey was employed to collect data 

during the 2011 HP Byron Nelson Golf Championship held in Irving, Texas in May 2011.  

A total of 518 usable surveys were collected for further statistical data analysis. 

SPSS 17.0 was used to initially screen data for statistical assumptions, to estimate 

Cronbach‟s alpha coefficient (α), and to do bivariate and descriptive statistics. Mplus 6.0 

(Muthén & Muthén, 1998-2010) was employed to test all structural models, confirmatory 

factor analysis (CFA) and structural equation model (SEM).  

 The aim of Chapter IV is to report the results of this study. The results of the data 

analyses are organized into several sections in this chapter: a) Data Screening (to show 

the adequacy of input data and the statistical assumptions of the estimation methods); b) 

Demographics; c) Correlation, Reliability, and Validity; d) Confirmatory Factor Analysis 

(to determine the appropriateness of the measurement model); and e) Structural Equation 

Model (conducted to identify the casual relationship among the latent variables – service 

quality (SQ), perceived value (PV), satisfaction (SAT), sporting event image (SEI), 

corporate brand image (CBI), behavioral intentions toward the sporting event (BIE), and 

behavioral intentions toward the sponsoring corporations(BIC). 
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Data Screening 

Before the main data analysis was run, data were screened to inspect the accuracy 

of input, detect missing data, and to determine if variables met the statistical assumptions 

of the parametric tests which are based on normal distribution assumptions (Tabachnick 

& Fidell, 2007).  Data were tested for univariate outliers, univariate normality, and 

multivariate homoscedasticity.  

Missing Data 

Univariate descriptive statistics were conducted to detect unexpected values and 

codes entered mistakenly. To deal with the issue of missing data, missing value analysis 

(MVA) was completed using SPSS 17.0 to highlight the relationships among missing 

values on each variable. The univariate descriptive statistics results, shown in table 4.1, 

reveal that there are no variables with 1% or more missing values. It is common that 

respondents fail to complete every item on a survey, so missing data are a norm in 

research data sets. 

 Missing data are an important issue because they may results in bias and error 

(Schreiber, 2008). The most often used missing data strategies are case deletions (listwise 

or pairwise deletion), which are inappropriate and cause loss of statistical power and bias 

in parameter estimates, standard errors, and test statistics (Brown, 2006). In addition, 

strategies such as substituting means on valid cases or substituting estimates based on 

regression are also used by researchers. Brown (2006) reports that maximum likelihood 

and multiple imputations are the most widely employed methods for dealing with missing 

data in SEM.  
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Table 4.1 

Univariate Descriptive Statistics (N = 518)  

      Missing 

 Item N Mean SD Variance Count Percent 

 SQ23 516 5.7810 1.16106 1.348 2 .4 

 SQ24 515 5.8097 1.11355 1.240 3 .6 

 SQ25  517 5.8762 1.13615 1.291 1 .2 

 SQ30 517 5.7505 1.12651 1.269 1 .2 

 SQ31 516 5.6880 1.10142 1.213 2 .4 

 PV20 516 5.4981 1.26107 1.590 2 .4 

 PV21 516 5.4031 1.31913 1.740 2 .4 

 PV22 515 4.9650 1.57520 2.481 3 .6 

 PV26 518 5.6351 1.24397 1.547 0 .0 

 PV32 517 5.4062 1.33287 1.777 1 .2 

 SAT27 517 5.8414 1.24747 1.556 1 .2 

 SAT28 517 5.4971 1.34629 1.812 1 .2 

 SAT29 518 5.6197 1.29728 1.683 0 .0 

 SAT33 516 5.8469 1.18805 1.411 2 .4 

 SAT34 518 5.8880 1.19437 1.427 0 .0 

 SEI1 518 5.5405 1.72850 2.988 0 .0 

 SEI2 517 5.5455 1.37120 1.880 1 .2 

 SEI3 517 5.5184 1.22401 1.498 1 .2 

 SEI6 516 5.8527 1.25938 1.586 2 .4 

 SEI7 517 5.5493 1.33816 1.791 1 .2 

 SEI8 517 5.8588 1.18509 1.404 1 .2 

 CBI1 516 5.4942 1.21877 1.485 2 .4 

 CBI2 514 5.5195 1.18165 1.396 4 .8 

 CBI3 515 5.2699 1.28406 1.649 3 .6 

 CBI7 517 4.9284 1.33262 1.776 1 .2 

 CBI8 515 4.9573 1.36455 1.862 3 .6 

 BIE4 516 5.8140 1.12011 1.255 2 .4 

 BIE5 518 5.8861 1.18361 1.401 0 .0 

 BIE9 516 5.5426 1.66521 2.773 2 .4 

 BIE10 515 5.7534 1.43041 2.046 3 .6 

 BIC14 516 4.7035 1.56889 2.461 2 .4 

 BIC15 517 5.2050 1.38392 1.915 1 .2 

 BIC16 517 5.0368 1.41716 2.008 1 .2 

 BIC19 517 5.0174 1.29013 1.664 1 .2 
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In this study, missing data were retained without replacement to avoid deletion 

effects. Missing data were handled by maximum likelihood estimates, because this 

method can be used for the estimation of CFA and SEM models regardless of whether the 

data set is complete or not (Brown, 2006). In addition, maximum likelihood can be used 

for estimation even when the data are not normally distributed (Chou & Bentler, 1995). 

Mplus 6.0 which was the software used in this study for modeling, is capable of using 

maximum likelihood estimation methods for predicting model parameters. 

Univariate Outliers 

Univariate outliers are cases with an extreme value on a single variable that is 

very different from the data values for the majority of cases. Outliers may appear on each 

continuous variable even though the variables are normally distributed. Outliers are 

important because they may distort the results of the data analysis. Univariate outliers for 

the 34 continuous variables were inspected prior to the normality test. 

Tabachnick & Fidell (2007) suggest two ways to detect univariate outliers: 

inspection of z scores or graphical methods. This study employed graphical methods 

(boxplots) in SPSS 17.0 and discovered a total of 26 outliers on 25 out of 34 continuous 

variables. The number of outliers on each variable ranged from 1 to 6.  

 Outliers can be deleted or retained. If retained, Tabachnick & Fidell (2007) 

suggest two techniques to reduce the impact of outliers: variable transformation or score 

alteration. The researcher in this study decided to retain the outliers. This decision was 

based on the following criteria: a) the outlier cases were believed to be from the intended 

population, b) there was a relatively small number of outliers on each variable compared 
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to the sample size (N = 518), and c) the originality of the data was retained (Schreiber, 

2008).  

Univariate Normality 

It is important to assess the normality of continuous variables prior to multivariate 

analysis to determine if the data meet the statistical assumptions. Normality of variables 

can be assessed by graphical methods, values of skewness and kurtosis, and the 

Kolmogorov-Smirnov test. This study employed assessment of skewness and kurtosis as 

well as graphical displays of Q-Q plots using SPSS 17.0.  

The rule of thumb for univariate normality is variables must have an absolute 

value of skewness and kurtosis smaller than 1 (Tabachnick & Fidell, 2007). For Mplus 

skewness can have an absolute value smaller than 2 and kurtosis can have an absolute 

value smaller than 7. These values are acceptable, because, in part, Mplus allows non-

normally distributed variables in modeling estimation (Muthén & Muthén, 1998-2010). 

The results of normality for skewness and kurtosis are presented in table 4.2. All 

variables met the normality assumption based on skewness and kurtosis criteria. Q-Q 

plots were also examined, and showed that the distributions of all variables were 

approximately normal. 

Multivariate Homoscedasticity 

Homoscedasticity for ungrouped data (i.e. factor analysis or SEM) refers to the 

assumption that the variability in the score for one continuous variable is about the same 

at all values of another continuous variable (Tabachnick & Fidell, 2007). Bivariate scatter 

plots can be used to assess the homoscedasticity between pairs of variables. When the 

homoscedasticity assumptions are met, the plot of points will appear as a rectangular  
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Table 4.2  

Normality Statistics for Continuous Variables 

 Item         Skewness        Kurtosis 

 SQ23 - .904  .604  

 SQ24 - 1.036  1.370  

 SQ25  - 1.196  1.569  

 SQ30 - .894  .884  

 SQ31 - .759  .463  

 PV20 - .710  .245  

 PV21 - .523  - .437  

 PV22 - .608  - .250  

 PV26 - .886  .675  

 PV32 - .867  .700  

 SAT27 - 1.164  1.320  

 SAT28 - .843  .346  

 SAT29 - .895  .468  

 SAT33 - 1.069  1.125  

 SAT34 - 1.157  1.211  

 SEI1 - 1.267  .765  

 SEI2 - .890  .463  

 SEI3 - .622  .130  

 SEI6 - 1.307  1.718  

 SEI7 - .798  .017  

 SEI8 - 1.149  1.119  

 CBI1 - .768  .527  

 CBI2 - .652  .243  

 CBI3 - .553  - .015  

 CBI7 - .377  .103  

 CBI8 - .425  .199  

 BIE4 - 1.051  1.387  

 BIE5 - 1.275  1.863  

 BIE9 - 1.225  .795  

 BIE10 - 1.186  .932  

 BIC14 - .504  - .186  

 BIC15 - .720  .378  

 BIC16 - .529  - .006  

 BIC19 - .244  - .215  
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band in a scatter plot.  The stronger the relationship between the variables, the narrower 

the band will be. No serious problems of heteroscedasticity, the failure of 

homoscedasticity, were found on the scatter-plots of each pair of variables. 

Demographic Characteristics 

A frequency analysis was run on respondents‟ demographic information, traveling 

characteristics, and golfing characteristics. Demographic characteristics are provided in 

table 4.3. There was a total of 518 usable surveys in this study. The gender of 

respondents was skewed in favor of male (75.5%). About two thirds of respondents in 

attendance at this professional golf championship were married (61.9%) as opposed to 

single (36.9%).  The average age of respondents was 38.3 with a standard deviation of 

12.07. The majority of the attendants to this professional golf event were White or 

Caucasian (72.1%), followed by Hispanics (11.2%). A small percentage of Native 

Americans (3.5%), Asian Americans or Asians (5.0%), and Black or African Americans 

(7.4%) were also represented in this sample.  The ethnic group of White or Caucasian 

outnumbered the other ethnic groups by a 3 to 1 ratio. Most respondents (44.5%) reported 

an annual household income of more than $100,000. More than 90% of respondents to 

the Byron Nelson Golf Championship reported having an annual household income 

above $40,000, while only 38 respondents (7.5%) reported their annual household 

income below $40,000. A total of 129 respondents (24.9%) held a graduate degree or 

above, and over half of respondents reported a college degree. In addition, 20.1% of 

respondents had some college, while only 4.2% of respondents had an incomplete and 

complete high school. 
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Table 4.3 

Demographic Characteristics (N = 518) 

Demographic Variables              N             %           M          SD 

Gender     

 Male 391 75.5   

 Female 127 24.5   

Marital Status     

 Married 320 61.9   

 Single 191 36.9   

 Other 6 1.2   

Age 511  38.30 12.07 

Ethnicity     

 Native American 18 3.5   

 Hispanic 58 11.2   

 White or Caucasian 372 72.1   

 Black or African American 38 7.4   

 Asian American or Asian 26 5.0   

 Other 4 .8   

Income     

 < $20,000 21 4.1   

 $20,000-$39,999 17 3.4   

 $40,000-$59,999 70 13.8   

 $60,000-$79,999 73 14.4   

 $80,000-$99,999 100 19.8   

 ≥ $100,000 225 44.5   

Education     

 Some high school 2 .4   

 High school graduate 20 3.8   

 Some college 104 20.1   

 College graduate 263 50.8   

 Graduate degree or above 129 24.9   
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Almost 90% of the respondents reported traveling for golf event related purposes 

1 – 3 times per year, while 12.6% of respondents reported traveling more than 4 times per 

year. To attend this professional golf championship, more than half of the respondents 

(52.5%) traveled from a residence 50 miles or more to this event venue. A total of 216 

respondents (41.7%) required an overnight stay away from home to attend this golf 

championship. The average number of nights that the 216 respondents spent away from 

home was 2.2 with a standard deviation of .85. A total of 138 of the 216 respondents 

(63.9%) reported staying in a hotel or motel and 66 respondents (30.6%) reported staying 

with friends, relatives, or family. Table 4.4 summarizes the respondents‟ traveling 

characteristics. 

The respondents‟ golfing characteristics are presented in table 4.5. Almost 80% of 

respondents reported being golfers while only 20.5% were not golfers. More than 75% of 

those 412 golfer respondents reported they had played golf for at least 4 years; while 206 

respondents (49.2%) had more than 10 years of experience playing golf, and only 11.7% 

of respondents had less than 1 year experience. A total of 151 respondents (36.2%) 

reported playing golf at least 1 time per month, and 96 respondents (23.0%) claimed that 

they play golf more than 5 times per month. A total of 286 respondents (68.1%) reported 

that they stay and/or play golf at least 1 time per year at a golf resort, whereas 134 

(31.9%) respondents reported that they do not stay and/or play golf at least 1 time per 

year at a golf resort. 
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Table 4.4  

Traveling Characteristics 

Traveling Characteristics N          % M SD 

Times per year traveling for the 

purposes of attending a golf event 
    

 1-3 times 449 87.4   

 4-6 times 38 7.4   

 7-9 times 9 1.7   

 ≥10 times 18 3.5   

Traveling from a residence 50 miles 

or more from this golf event venue 
    

 No 271 52.5   

 Yes 245 47.5   

Attending this golf event require to 

stay overnight away from home 
    

 No 302 58.3   

 Yes 216 41.7   

Nights of staying overnight 216  2.15 .85 

Staying overnight with     

 Friends, relatives, or family 66 30.6   

 A hotel or motel 138 63.9   

 Other 12 5.5   
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Table 4.5 

Golfing Characteristics 

Golfing Characteristics              N             % 

Golfer    

 No 106 20.5 

 Yes 412 79.5 

Years of playing golf   

 < 1 year 49 11.7 

 1-3 years 47 11.2 

 4-6 years 63 15.0 

 7-9 years 54 12.9 

 ≥ 10 years 206 49.2 

Frequency of playing golf per month   

 1 time 151 36.2 

 2 times 95 22.8 

 3 times 39 9.4 

 4 times 36 8.6 

 ≥ 5 times 96 23.0 

Frequency of staying and/or playing golf 

at a golf resort per year 
  

 none 134 31.9 

 1 time 127 30.2 

 2 times 74 17.6 

 3 times 37 8.8 

 4 times 25 6.0 

 ≥ 5 times 23 5.5 
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Assessment of Correlation, Reliability, and Validity 

After screening the data, bivariate correlations were run between all analysis 

variables. Then internal consistency of scales was examined using Cronbach‟s alpha (α). 

Cconstruct validity was examined by the analyses of convergent validity and discriminant 

validity. 

Correlation Analysis 

A bivariate correlation was run between all continuous variables. All bivariate 

correlations were significant at the level of p < .001. The correlation coefficients (r) 

ranged from .182 to .856. No correlations were higher than .90 or lower than .10. The 

majority had a correlation greater than .30, a medium strength of relationship. 

Reliability 

Reliability refers to the extent to which a scale produces consistent results if 

repeated measurements are made (Malhotra, Hall, Shaw, & Crisp, 1996). The precise 

measurement of variables is an important step in the process of research. The reliability 

of the scales is measured in order to determine if the scales consistently reflect the 

construct it is measuring. Scale reliability was measured by calculating Cronbach‟s alpha 

(α), the most common measure of scale reliability. Table 4.6 presents the values of the 

Cronbach‟s alpha (α), the value of the Cronbach‟s alpha if the item is deleted, as well as 

the value of corrected item-total correlation.  

The overall reliability of the scale had an α of .968 and the values of α for the 

seven subscales ranged from .817 to .947. Among the seven subscales, SAT (α = .947) 

and BIC (α = .906) had α values higher than .90, followed by PV (α = .897), CBI (α 
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= .896), SQ (α = .878), SEI (α = .830), and BIE (α = .817). The α values for all scales 

were above .80, which is generally the accepted value indicating good reliability of scales. 

Questionnaire reliability should be assessed by evaluating the Cronbach‟s alpha if 

items are deleted (Field, 2005). Overall reliability should not be greatly decreased if an 

item is deleted. The results reveal the values of α increased by .001 for the overall scale 

and by .020 for the SEI subscale if the item of SEI 1 was deleted. In addition, the values 

of alpha decreased very slightly for the overall scale and 7 subscales if any one of the 

other 33 items were deleted. In other words, there is little influence on the reliability of 

the scales when any of the items is deleted. These results confirm good reliability of 

scales.  

The corrected item-total correlation indicates the correlations between each item 

and the total score from the questionnaire. To meet this reliability test, all items should 

correlate with the total value at no less than .30 (Field, 2005). The results showed that no 

value of the corrected item-total correlation was less than .30, and all values were greater 

than .40, providing the basis for good scale reliability.  

Validity 

The validity of a scale refers to the extent to which differences in observed scale 

scores reflect true differences among objects on the characteristic being measured, rather 

than systematic or random error (Malhotra et al., 1996).  It is important for measurement 

to be valid in order for the accuracy of interpretation and application of results. To 

establish validity, the content and construct validity were assessed. Theoretically-based 

content validity was established through an extensive literature review and panels of 

experts evaluation, which was addressed in the prior chapter.   
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Table 4.6  

Construct Reliability 

Scale Item α 

α if items 

deleted 

Corrected-item 

total correlation 

Overall Scale SQ23 .968 .967 .700 

 SQ24  .968 .601 

 SQ25  .968 .631 

 SQ30  .967 .800 

 SQ31  .967 .738 

 PV20  .967 .794 

 PV21  .967 .743 

 PV22  .968 .651 

 PV26  .967 .755 

 PV32  .967 .746 

 SAT27  .967 .781 

 SAT28  .967 .791 

 SAT29  .967 .802 

 SAT33  .967 .799 

 SAT34  .967 .809 

 SEI1  .969 .424 

 SEI2  .967 .681 

 SEI3  .968 .658 

 SEI6  .968 .599 

 SEI7  .968 .569 

 SEI8  .968 .582 

 CBI1  .967 .703 

 CBI2  .967 .739 

 CBI3  .967 .684 

 CBI7  .967 .679 

 CBI8  .968 .648 

 BIE4  .967 .739 

 BIE5  .967 .715 

 BIE9  .968 .613 

 BIE10  .968 .573 

 BIC14  .968 .588 

 BIC15  .968 .665 

 BIC16  .968 .660 

 BIC19  .967 .700 
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Table 4.6  

(continue) 

Scale Items α 

α if items 

deleted 

Corrected-item 

total correlation 

Service Quality SQ23 .878 .846 .732 

(SQ) SQ24  .856 .694 

 SQ25   .856 .690 

 SQ30  .852 .709 

 SQ31  .849 .721 

Perceived Value PV20 .897 .867 .781 

(PV) PV21  .880 .812 

 PV22  .884 .723 

 PV26  .876 .742 

 PV32  .885 .695 

Satisfaction SAT27 .947 .939 .830 

(SAT) SAT28  .934 .859 

 SAT29  .933 .863 

 SAT33  .934 .860 

 SAT34  .933 .866 

Sporting Event Image SEI1 .830 .850 .439 

(SEI) SEI2  .787 .674 

 SEI3  .784 .705 

 SEI6  .798 .626 

 SEI7  .800 .613 

 SEI8  .797 .642 

Corporate Brand Image CBI1 .896 .876 .734 

(CBI) CBI2  .864 .795 

 CBI3  .869 .766 

 CBI7  .876 .738 

 CBI8  .885 .701 

Behavioral Intentions to  BIE4 .817 .747 .715 

Event (BIE) BIE5  .754 .687 

 BIE9  .786 .634 

 BIE10  .796 .583 

Behavioral Intentions to  BIC14 .906 .901 .735 

Corporation (BIC) BIC15  .861 .837 

 BIC16  .857 .846 

 BIC19  .892 .749 
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To establish construct validity, the evaluations of convergent validity and 

discriminant validity are required (Campbell & Fiske, 1959). Correlations were used to 

assess convergent and discriminant validity. High correlations between the different 

indicators of the same construct indicate convergent validity, while low correlations 

between the different indicators of one construct and the indicators of another construct 

indicate discriminant validity.  

Table 4.7 summarizes the range of convergent and discriminant validity derived 

from the correlation matrix. The results of the correlation matrix show that inter-

correlation between variables of one latent construct ranged from .285 to .876. Most 

values of convergent validity are above .50 signifying that the indicators are well 

converged on their own latent constructs. The correlation matrix also displays the 

discriminant validity which ranges from .182 to .827. By examining the correlation 

matrix carefully, most values of discriminant validity were found to be smaller than those 

of convergent validity. Overall, the measures met the construct validity.  

Table 4.7 

Construct Validity (N = 518) 

Constructs Convergent validity Discriminant validity 

SQ .507 – .724 .254 – .827 

PV .587 – .761 .273 – .739 

SAT .747 – .876 .320 – .827 

SEI .285 – .738  .182 – .709 

CBI .515 – .805 .221 – .774 

BIE .443 – .839 .282 – .709 

BIC .649 – .856 .182 – .774 
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Confirmatory Factor Analysis 

Confirmatory factor analysis (CFA) serves as a measurement model for a 

structural equation model. Anderson and Gerbing (1988) argue that, in customer behavior 

research it is common to analyze the measurement model before the structural models. 

CFA allows the researcher to assess the contribution of each observed variable and 

determine how well the observed variable measures its underlying latent construct. The 

purpose of CFA is to specify the relationship between each scale item and its underlying 

latent constructs (factors).  

After the data were screened, the CFA was run for the measurement model, 

including the seven latent constructs: service quality (SQ), perceived value (PV), 

satisfaction (SAT), sporting event image (SEI), corporate brand image (CBI), behavioral 

intentions toward the sponsored sporting event (BIE), behavioral intentions toward the 

sponsoring corporations (BIC). Mplus 6.0 v. was used for analysis with the maximum 

likelihood (ML) estimation. The general guideline for sample size is 5 to 10 cases for 

each free parameter (Brown, 2006). The initial CFA model had 91 free parameters, so the 

sample size for this analysis was estimated to be 455 to 910 cases. This measurement 

model was analyzed using 518 cases which met the general guideline of sample size. 

Based on the sample size (N = 518), degree of freedom (208), and the number of free 

parameter (91), statistical power was met.  

Model Fit for the CFA Measurement Model 

After estimating the measurement model, Bagozzi and Yi (1988) suggest to begin 

with the examination of the output to see if there are any offending estimates, such as 

negative error variances, correlations greater than 1, or extremely large parameter 
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estimates. The examination helps detect model specification errors, identification 

problems, or input errors. The output for the CFA measurement model revealed none of 

the offending estimates. Next, modifications to the model were made after the first 

execution of CFA to improve the model fit. After 13 executions, 11 items were dropped 

due to cross loadings. In addition, errors were allowed to correlate for SAT 34 and SAT 

33. The final CFA measurement model identified 23 indicators loading on the 7 factors.  

To assess how well the measurement model fit the data, the global criteria of good 

model fit was examined. A number of indices are available for assessing goodness of 

model fit. Among them, the Chi-square (χ
2
) test is the most common. A small χ

2
 and 

failure to reject the null hypothesis (non-significant p value) indicates a good model fit, 

while a significant χ
2
 suggests that the model does not fit the observed data. One problem 

associated with the χ
2
 is that it is sensitive to sample size. When the sample size increases, 

the χ
2
 increases, and the chances of rejecting a model also increase (Bagozzi & Yi, 1988).  

Several alternative fit indices are also suggested, including the comparative fit index 

(CFI), the Tucker & Lewis Index (TLI), the root mean square error of approximation 

(RMSEA), and the standardized root mean square residual (SRMR). Good model fit will 

be determined if CFI and TLI values are close to .95 or greater, RMSEA values are 

about .06 or less, and SRMR values are close to .08 or below (Hu & Bentler, 1999).  

The results of the CFA measurement model indicated a good fit of the data to the 

hypothesized structure. The value of CFI was .968, the value of TLI was .961, the value 

of RMSEA was .054 with a confidence interval of .048 to .060, and the value of SRMR 

was .040. All model indices exceeded the suggested criteria indicating a good fit. Table 
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4.8 provides the results of fit indices for the CFA measurement model and the 

recommended value of the good-of-fit indices.  

Table 4.8 

Results of Model Fit Indices for CFA Measurement Model 

Absolute fit indices Obtained Recommendations on fit indices 

CFI .968 ≥ .95 

TLI .961 ≥ .95 

RMSEA .054 < .06 or close to 

90% C. I. of RMSEA .048 – .060  .00 – .08 (the closer to 0 the better) 

SRMR .040 < .08 

χ
2
 524.417 The smaller the better 

d.f. 208  

 

CFA Model Parameters 

The final CFA measurement model identified 23 indicators loading on the 7 

factors. Table 4.9 presents the standardized CFA model results. All items loaded 

significantly (p < .001) on the 7 theorized latent variables. Each latent variable had 3 

indicators except SAT, which consisted of 5 indicators. The values of the factor loadings 

ranged from .482 to .929. Most values of the factor loadings were greater than .70; while 

only 2 values were smaller than .60 – SEI1 with factor loading of .482 and BIE10 with a 

factor loading of .535. The results provided evidence that the indicators are good 

measures of their conceptual constructs. In addition, each item only loaded on one factor, 
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which suggests convergent and discriminant validity.  Figure 3 depicts the CFA diagrams 

for the 7 factors, with factor loadings and error terms.  

Table 4.9 

Standardized CFA Measurement Model Results 

Constructs Indicators β S.E. Z-Score p-value 

Service Quality SQ23 .837 .019 44.793 ** 

(SQ) SQ24 771 .022 34.319 ** 

 SQ25 .744 .024 30.794 ** 

      

Perceived Value PV21 .875 .015 59.781 ** 

(PV) PV20 .868 .015 59.080 ** 

 PV22 .743 .023 32.845 ** 

      

Satisfaction SAT29 .905 .010 92.363 ** 

(SAT) SAT28 .894 .011 84.625 ** 

 SAT27 .868 .012 70.131 ** 

 SAT34 .868 .013 69.405 ** 

 SAT33 .856 .013 64.090 ** 

      

Sporting Event  SAT2 .873 .015 57.394 ** 

Image (SEI) SAT3 .847 .017 51.349 ** 

 SAT1 .482 .036 13.322 ** 

      

Corporate Brand CBI12 .926 .011 85.242 ** 

Image (CBI) CBI11 .859 .014 60.529 ** 

 CBI13 .784 .019 40.281 ** 

      

Behavioral  BIE4 .928 .010 94.555 ** 

Intentions to  BIE5 .897 .011 79.550 ** 

Event (BIE) BIE10 .535 .033 15.968 ** 

      

Behavioral  BIC15 .929 .010 90.452 ** 

Intentions to 

Corporation  
BIC16 .917 .011 84.746 ** 

(BIC) BIC14 .748 .021 35.177 ** 

**p < .001 
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Figure 3. CFA diagrams for the 7 factors with factor loadings and error terms. 
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Estimated Correlations of Latent Variables for CFA 

The model had 91 parameters to be estimated and 208 degrees of freedom. The 

correlations among 7 latent variables were estimated. Table 4.10 presents the estimated 

correlation matrix for the 7 latent variables. The results show that all correlations among 

7 latent variables were statistically significant at the .001 level and ranged from .41 to .89. 

Correlation coefficients of .10, .30, and .50 are usually interpreted as small, medium, and 

large coefficients respectively (Green & Salkind, 2008). Only 3 of 21 correlations were 

smaller or equal to .50 – the correlations between BIC and SQ, between BIC and SEI, 

and between BIC and BIE. The rest of the correlations had high coefficient values 

(greater than .05). The results suggest that all latent variables were highly correlated to 

each other in the CFA measurement model. 

Table 4.10 

Estimated Correlation Matrix of Latent Variables for CFA 

 SQ PV SAT SEI CBI BIE BIC 

     SQ 1.00       

     PV .75** 1.00      

SAT .79** .82** 1.00     

SEI .69** .65** .76** 1.00    

CBI .67** .71** .65** .61** 1.00   

BIE .72** .69** .80** .89** .62** 1.00  

BIC .50** .61** .52** .41** .72** .43** 1.00 

**p < .001 
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Explained Variance of Observed Variables in the CFA measurement model 

The R square indicates the amount of variance explained by the exogenous 

variables. The explained variances (R
2
) for each of the indicators in the 7 dimensions 

were estimated. The explained variance of the observed variables in the CFA 

measurement model measures the proportion of variance of the observed variable that is 

explained by the latent variable. The greater explained variance, the more the latent 

variable accounts for the observed variable. Table 4.11 provides the explained variance of 

factor indicators for CFA measurement model. The explained variances of observed 

variables ranged from .233 (23.3%) to .864 (86.4%), and all parameter estimates were 

significant at the level of .001. Two of the observed variables had explained variance 

smaller than .30: SEI1 (R
2
 = .232) and BIE10 (R

2
 = .285). The explained variances of the 

rest of the 21 observed variables were more than .55 (55.0%). 

Structural Equation Model 

The purpose of this study was to find out the relationship among 7 latent 

constructs. A structural equation modeling (SEM) approach was employed to investigate 

the causal relationship of the latent variables in the proposed research model. SEM 

generally consists of 2 major processes: analyses of a measurement model and a 

structural model (Schreiber, 2008). After identifying the CFA measurement model, the 

second step in the analytical process is to form the structural model in order to specify the 

direct and indirect relationships among the latent variables in the hypothesized model. 

Mplus version 6.0 was employed with the maximum likelihood estimation to analyze the 

structural model. Mplus can be used to analyze a variety of categorical and continuous 

latent variable models with both continuous and categorical data (Schreiber, 2008). Based 
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on the sample size (N = 518), degrees of freedom (210), and the number of free 

parameter (88), statistical power was satisfied.  

Table 4.11 

Explained Variance of Factor Indicators for CFA Measurement Model 

     Observed Variable R
2
 p-value 

 SQ23 .701 ** 

 SQ24 .594 ** 

 SQ25 .554 ** 

 PV20 .753 ** 

 PV21 .765 ** 

 PV22 .552 ** 

 SAT27 .753 ** 

 SAT28 .799 ** 

 SAT29 .818 ** 

 SAT33 .734 ** 

 SAT34 .753 ** 

 SEI1 .233 ** 

 SEI2 .762 ** 

 SEI3 .718 ** 

 CBI11 .738 ** 

 CBI12 .857 ** 

 CBI13 .615 ** 

 BIE4 .861 ** 

 BIE5 .804 ** 

 BIE10 .286 ** 

 BIC14 .560 ** 

 BIC15 .864 ** 

 BIC16 .841 ** 

**p < .001 
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Model Fit for the Structural Model 

The first step was to estimate goodness-of-fit for the hypothesized structural 

model. The same set of fit indices was used to evaluate the structural model. Overall, the 

results indicated a good fit for the structural model. Table 4.12 provides the results of fit 

indices for the structural model and the recommended values of the good-of-fit indices. 

The CFI was .968 and the TLI was .961, which were above the recommended .950. The 

value of RMSEA was .054 (with a confidence interval of .048 to .060), below the 

acceptable value of .60.  The value of SRMR was .040, below the acceptable value of .80. 

All model indices met the suggested criteria, indicating the structural model fit the data 

well. 

Table 4.12 

Results of Model Fit Indices for Structural Model 

Absolute fit indices Obtained Recommendations on fit indices 

CFI .968 ≥ .95 

TLI .961 ≥ .95 

RMSEA .054 < .06 or close to 

90% C. I. of RMSEA .048 – .060  .00 – .08 (the closer to 0 the better) 

SRMR .040 < .08 

χ
2
 528.371 The smaller the better 

d.f. 210  
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Structural Model Parameters 

Table 4.13 presents the standardized structural model results. All of the factor 

loadings were statistically significant (p < .001) in the structural model. The values of 

factor loadings ranged from .482 to .929. All factor loadings on SQ, PV, SAT, CBI, BIC 

were greater than .70; while only 2 values are smaller than .60 – SEI1 with factor loading 

of .482 and BIE10 with a factor loading of .534. The results provided evidence that the 

indicators are good measures of their conceptual constructs. Figure 4 depicts the 

diagrams for the structural model with factor loadings and error terms.  

Residual Variances 

The standardized residual variances of latent variables for the structural model are 

presented in table 4.14. The residual variances of PV, SAT, SEI, CBI, BIE, and BIC 

were .434, .254, .403, .434, .175, and .466 respectively.  

Explained Variances for the Structural Model 

The explained variances of observed variables for the structural model ranged 

from .232 (23.2%) to .863 (86.3%), and all parameter estimates were significant at the 

level of .001. Two of the observed variables had explained variance smaller than .30: 

SEI1 (R
2
 = .232) and BIE10 (R

2
 = .285). The explained variances of the rest of the 21 

observed variables were more than .55 (55.0%). Table 4.15 provides the explained 

variances of the observed variables for the structural model. 
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Table 4.13 

Standardized Model Results for Structural Model 

Constructs Indicators β S.E. Z-Score p-value 

Service Quality SQ23 .837 .019 44.768 ** 

(SQ) SQ24 771 .022 34.266 ** 

 SQ25 .744 .024 30.834 ** 

      

Perceived Value PV21 .874 .015 59.704 ** 

(PV) PV20 .868 .015 59.191 ** 

 PV22 .743 .023 32.868 ** 

      

Satisfaction SAT29 .905 .010 92.441 ** 

(SAT) SAT28 .894 .011 84.608 ** 

 SAT27 .868 .012 70.222 ** 

 SAT34 .868 .013 69.314 ** 

 SAT33 .856 .013 63.985 ** 

      

Sporting Event  SEI2 .871 .015 57.258 ** 

Image (SEI) SEI3 .848 .016 51.487 ** 

 SEI1 .482 .036 13.301 ** 

      

Corporate Brand CBI12 .927 .011 85.572 ** 

Image (CBI) CBI11 .859 .014 60.497 ** 

 CBI13 .783 .020 40.147 ** 

      

Behavioral  BIE4 .928 .010 94.603 ** 

Intentions to BIE5 .897 .011 79.455 ** 

Event (BIE) BIE10 .534 .033 15.932 ** 

      

Behavioral 

Intentions to 
BIC15 .929 .010 90.308 ** 

Corporation  BIC16 .917 .011 84.805 ** 

(BIC) BIC14 .749 .021 35.206 ** 

**p < .001 
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Figure 4. Structural model diagrams for the 7 factors with factor loadings and error terms.  
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Table 4.14 

Residual Variances of Latent Variables for Structural Model 

Latent Variable Residual Variance (1 – R
2
 ) p-value 

SQ – – 

PV .434 ** 

SAT .254 ** 

SEI .403 ** 

CBI .434 ** 

BIE .175 ** 

BIC .466 ** 

**p < .001 

The explained variance of latent variables measures the proportion a proposed 

model accounts for the variation of a given data set.  The proposed model explained large 

amount of variance in the latent variables, ranging from 57% to 83%: 57% in perceived 

value, 75% in satisfaction, 60% in sporting event image, 57% in corporate brand image, 

83% in behavioral intentions to event, and 53% in behavioral intentions to corporation. 

All parameter estimates were significant (p < .001). The results of explained variances of 

latent variables for the structural model are provided in table 4.16. 
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Table 4.15 

Explained Variances of Observed Variables for Structural Model 

     Observed Variable R
2
 p-value 

 SQ23 .701 ** 

 SQ24 .594 ** 

 SQ25 .554 ** 

 PV20 .753 ** 

 PV21 .764 ** 

 PV22 .552 ** 

 SAT27 .754 ** 

 SAT28 .799 ** 

 SAT29 .818 ** 

 SAT33 .733 ** 

 SAT34 .753 ** 

 SEI1 .232 ** 

 SEI2 .759 ** 

 SEI3 .717 ** 

 CBI11 .738 ** 

 CBI12 .859 ** 

 CBI13 .613 ** 

 BIE4 .861 ** 

 BIE5 .804 ** 

 BIE10 .285 ** 

 BIC14 .560 ** 

 BIC15 .863 ** 

 BIC16 .841 ** 

**p < .001 
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Table 4.16 

Explained Variances of Latent Variables for the Structural Model 

     Latent Variable R
2
 p-value 

 PV .566 ** 

 SAT .746 ** 

 SEI .598 ** 

 CBI .566 ** 

 BIE .825 ** 

 BIC .534 ** 

**p < .001 

Comparison of the Fit Indices between Measurement and Structural Models 

Table 4.17 shows the summarized model fit indices for the CFA and SEM. 

Overall, both CFA and SEM exceeded the criteria of fit indices suggested by Hu and 

Bentler (1999). Hu and Bentler (1999) suggest a good model fit will be determined if CFI 

and TLI values are close to .95 or greater, RMSEA values are about .06 or less, and 

SRMR values are close to .08 or below.  

 Both CFA and SEM obtained the same values on CFI, TLI, RMSEA, 90% C.I, 

and SRMR. The difference of Chi-square (χ
2
) between CFA (df = 208) and SEM (df = 

210) is only 3.95, which suggests that the misfit in the structural model is primarily due 

to measurement errors. The results from analyzing the CFA measurement model and 

structural model indicated a good fit of the data to the hypothesized models.  
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Table 4.17 

Model Fit Indices for CFA and SEM 

 CFI TLI RMSEA 90% C.I. SRMR χ
2
 df p 

CFA .968 .961 .054 .048 –.060 .040 524.42 208 .000 

SEM .968 .961 .054 .048 –.060 .040 528.37 210 .000 

Recommended 

Value 
≥ .950 ≥ .950 ≤ .06  ≤.08    

 

Structural Parameters 

One of the objectives of the structural equation modeling was to examine the 

hypothesized effects of the structural model. Except for 6 out of 18 causal paths, all other 

hypothesized paths were statistically significant (p < .001). The 6 statistically 

insignificant paths were the effects of PV and SQ on BIE, SAT and SQ on BIC, PV on 

SEI, and SAT on CBI. The results of the standardized path coefficients (β) indicated that 

SEI (.650) and SAT (.220) had a significant influence on BIE. CBI (.600) and PV (.262) 

have a significant effect on BIC. SQ (.262) and SAT (.566) had a significant influence on 

SEI. SQ (.262), PV (.462) and SEI (.194) had a significant influence on CBI. SQ (.390) 

and PV (.531) had influence on SAT. SQ (.753) was highly predictive of PV. The 

structural coefficients for the final model are illustrated in Figure 5. 

Individual Hypothesis Testing 

Table 4.18 presents the results of the hypothesis testing. The research model 

proposed that perceptions of service quality has a direct positive relationship with 

perceived value, tourist satisfaction, sporting event image, corporate brand image, 
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behavioral intentions to the sporting event, and behavioral intentions to the sponsoring 

corporations. The structural estimates in Figure 5 show service quality is a significant 

predictor of perceived value (H1: β = .753, p < .001), satisfaction (H2: β = .390, p < .001), 

sporting event image (H3: β = .262, p < .001), and corporate brand image (H4: β = .262, p 

< .01). Service quality does not have a direct effect on behavioral intentions to the 

sporting event (H5: β = .066, p > .05) or sponsoring corporations (H6: β = - .088, p > .05). 

However, service quality has an indirect effect on behavioral intentions to the sporting 

event through either sporting event image or satisfaction, and service quality also 

indirectly affects behavioral intentions to the sponsoring corporation through perceived 

value and corporate brand image.  

The model also proposed that tourists‟ perceived value directly contributes to 

satisfaction, sporting event image, corporate brand image, behavioral intentions to the 

sporting event, and sponsoring corporations. The results indicated that perceived value 

has a direct effect on satisfaction (H7: β = .531, p < .001), corporate brand image (H9: β 

= .462, p < .001), and behavioral intentions to the sponsoring corporations (H11: β = .262, 

p < .01), but does not have direct effects on sporting event image (H8: β = - .020, p > .05) 

or behavioral intentions to the sporting event (H10: β = .039, p > .05). However, perceived 

value has an indirect effect on behavioral intentions to the sporting event through 

satisfaction.  

In addition, the model proposed that tourist satisfaction directly influences 

sporting event image, corporate brand image, behavioral intentions to the sporting event, 

and behavioral intentions to the sponsoring corporation. Only the structural coefficients 

from satisfaction to sporting event image (H12: β = .566, p < .001) and behavioral 
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intentions to the sporting event (H14: β = .220, p < .01) were statically significant. The 

structural coefficients from satisfaction to corporate brand image (H13: β = - .089, p > .05) 

and behavioral intentions to the sponsoring corporation (H15: β = - .018, p > .05) were not 

statistically significant. However, satisfaction has an indirect effect on corporate brand 

image through sporting event image. Satisfaction also has an indirect effect on behavioral 

intentions toward the sponsoring corporations via sporting event image and corporate 

brand image. 

Furthermore, sporting event image was proposed to influence both corporate 

brand image and behavioral intentions to the sporting event. The results showed that 

sporting event image is predictive of both corporate brand image (H16: β = .194, p < .01) 

and behavioral intentions to the sporting event (H17: β = .650, p < .001). Finally, the 

research proposed the corporate brand image directly contributes to behavioral intentions 

to the sponsoring corporation. The findings support this relationship (H12: β = .600, p 

< .001).  
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Table 4.18 

Results of Hypothesis Testing 

 Hypothesis β S. E. Z-Score p-value 
Path 

Pattern 
Test Outcome 

1 SQ  PV .753 .03 27.29 ** direct supported 

2 SQ SAT .390 .05 7.36 ** direct supported 

3 SQ  SEI .262 .08 3.49 ** direct supported 

4 SQ  CBI .262 .08 3.42 * direct supported 

5 SQ  BIE .066 .06 1.11 .267 direct not supported 

6 SQ  BIC - .088 .08 - 1.13 .260 direct not supported 

7 PV  SAT .531 .05 10.45 ** direct supported 

8 PV  SEI - .020 .08 - .26 .798 direct not supported 

9 PV  CBI .462 .08 5.92 ** direct supported 

10 PV  BIE .039 .06 .64 .523 direct not supported 

11 PV  BIC .262 .09 3.10 * direct supported 

12 SAT  SEI .566 .08 6.92 ** direct supported 

13 SAT  CBI - .089 .09 - .96 .336 direct not supported 

14 SAT  BIE .220 .07 3.12 * direct supported 

15 SAT  BIC - .018 .08 - .22 .824 direct not supported 

16 SEI  CBI .194 .06 3.08 * direct supported 

17 SEI  BIE .650 .05 13.45 ** direct supported 

18 CBI  BIC .600 .06 10.80 ** direct supported 

**p < .001; *p < .01 
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Figure 5. The final structural model. 
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CHAPTER V 

DISCUSSION 

The main focus of the final chapter is to summarize and discuss the findings of 

this study. This chapter is divided into several sections: a) Overview of the studies (to 

summarize the hypotheses and relevant findings), b) Implications of findings (to discuss 

managerial implications), c) Limitations of the study and future research (to examine the 

limitations and suggest the direction of future research), and d) Conclusions (to discuss 

the strengths of this study).  

Overview of the Study 

The primary purpose of this study was to investigate sports tourists‟ perceptions 

of the service evaluation variables: service quality, value, and satisfaction on image in 

relation to their behavioral intentions while attending a professional sporting event. A 

conceptual model with 7 dimensions was proposed – sports tourists‟ perceptions of 

service quality, perceived value, satisfaction, sporting event image, corporate brand 

image, behavioral intentions toward the sporting event, and behavioral intentions toward 

the sponsoring corporations. In addition, a scale was developed to measure the 7 

dimensions. The final scale generated a total of 34 items. All constructs were measured 

using seven-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). 

The final aspect of the study was to test the proposed conceptual model using data 

collected from the 34-item questionnaire. A total of 518 usable surveys were collected 

from the golf tourists of the 2011 Byron Nelson Golf Championship held in Irving Texas 

in May 2011. The data from the 518 usable surveys were analyzed using structural 

equation modeling, consisting of two parts: measurement model and structural model. 
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Confirmatory factor analysis was first assessed to determine the appropriateness of the 

measurement model which generated 7 factors with 23 indicators. Finally, the structural 

model was assessed to identify the causal link among the 7 latent variables in the model. 

The results reveal that the proposed conceptual model explained 56.6% of 

variance in perceived value, 74.6% in satisfaction, 59.8% variance in sporting event 

image, 56.6% in corporate brand image, 82.5% variance in behavioral intentions to the 

sporting event, and 53.4% in behavioral intentions to the sponsoring corporations. The 

amount of variance explained presented an applicable significance in the key variables. In 

addition, the results indicate the model fits excellent with the data.  For the hypothesis 

testing, all other hypothesized paths were statistically significant (p < .01), except for 6 

out of 18 causal paths. 

Service quality, Perceived Value, and Satisfaction 

A number of studies in service industries have been undertaken to understand the 

conceptual relationships between the three service encounter variables of service quality, 

perceived value, and satisfaction. The current study reveals that service quality had a 

positive influence on both perceived value and sports tourist satisfaction. Thus this 

findings support hypothesis 1 (β = .753, p < .001) and hypothesis 2 (β = .390, p < .001). 

This implies that high quality service is a key determinant of visitor satisfaction and 

perceived value. This is also consistent with previous studies (Chang & Wang, 2008; 

Cronin et al., 2000; Hu et al, 2009; Park et al., 2006 a; Wu et al., 2008) which suggest 

that customers receiving higher levels of service quality lead to value and satisfaction.  

Customer perception of value has been referred to as a tradeoff between perceived 

quality or benefit of a product and the sacrifice perceived from paying the price (Kotler, 
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1997; Monroe, 1990). However, the findings of this study indicate that perceived value is 

influenced by service quality. This is consistent with Cronin‟s et al. (2000) findings that 

the value of a service product is largely defined by perceptions of quality.  

In relation to the causal link between service quality and satisfaction, the findings 

show that service quality is an antecedent of satisfaction. The findings provide empirical 

support for the sequence position of service quality and satisfaction in both service 

marketing literature (Anderson & Fornell, 1994; Cronin & Taylor, 1992; Hu et al., 2009; 

Park et al., 2006 a) and sports literature (Koo et al., 2009; Shonk, 2006; Tsuji, Bennett, 

and Zhang, 2007). Rust and Oliver‟s (1994) conceptualization of satisfaction can also 

interpret the nature of the relationship of service quality and satisfaction. They argue that 

customer satisfaction can be regard as the affective response resulting from a cognitive 

evaluation of the service expected and the actual service received after consumption. 

Thus, sports tourists‟ affective response of satisfaction can be influenced by the cognitive 

evaluation of service quality.  

The current study shows that perceived value is a significant predictor of sports 

tourist satisfaction. Thus the findings support hypothesis 7 (β = .531, p < .001). The 

causal relationship between perceived value and satisfaction suggests that an increase in 

perceived value leads to customer satisfaction (Cronin et al., 2000; Hutchinson et al., 

2009; Lai et al., 2009; Tam, 2004). The higher level of service quality the sports tourists 

receives, despite their monetary or non-monetary sacrifice they pay, the higher the value 

they perceive, resulting in more satisfaction.  

Service quality and perceived value were both found to have positive impacts on 

satisfaction. The findings consistently support the literature that suggest both service 
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quality and perceived value are significant drivers of satisfaction (Chang & Wang, 2008; 

Cronin et al., 2000; Hu et al, 2009; Park et al., 2006 a; Wu et al., 2008). The findings also 

indicate that perceived value has greater effect on satisfaction than service quality. For 

sports tourists, perceived value is considered a more important determinant to their 

satisfaction than service quality (Hutchinson et al., 2009). 

Service Quality and Image 

The findings indicate that the paths from service quality on sporting event image 

and corporate brand image were both statistically significant and support hypotheses 3 (β 

= .262, p < .001) and 4 (β = .262, p < .01). The findings are consistent with the service 

literature that service quality has a positive impact on image (Hu et al., 2009; Lai et al., 

2009; Nguyen & LeBlanc, 1998). Keller (2000) proposes that brand image can be 

regarded to as the associations in consumers‟ minds with the company or corporation 

making the product or providing the service as a whole. In other words, the overall 

impression created by the association of attributes, characteristic, and personality of an 

organization left in the minds of its audience constitutes an image. The services provided 

in the sporting event can be regarded as the products of the sporting event and the 

sponsoring corporations, which in turn affect the images of both the sporting event and 

sponsoring corporations.  

Gronroos (1984) argues that corporate image is built by both technical quality that 

the customer receives from the service experience and functional quality, the manner in 

which the service is delivered. The current findings confirm Gronroos‟ (1984) argument 

and imply that sports tourists who perceived high level of service quality during service 

delivery in a sporting event would have a favorable overall impression of the sporting 
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event and the sponsoring corporations. In other words, the image of the sporting event 

and sponsoring corporations is built by the service quality that the sports tourists perceive 

while attending the sporting event.  

Satisfaction and Image 

The findings indicate that the relationship between satisfaction and sporting event 

image was statistically significant and support hypotheses 12 (β = .566, p < .001). There 

have been debates about the causal order between customer satisfaction and corporate 

image. Some researchers consider that corporate image is a determinant of satisfaction 

(Andreassen & Lindestad, 1998; Kaplanidou & Vogt, 2007), while some authors argue 

that satisfaction is a determinant of corporate image (Hu et al. 2009; Nesset et al., 2011; 

Nguyen & Leblanc, 1998; Park et al., 2006). The causal order of satisfaction to corporate 

image receives support and empirical validation in this present study. These findings 

suggest that satisfied sports tourists will form a favorable overall impression of the 

sporting event. The more satisfaction the sports tourists experience in the sporting event 

the better the overall impression of the sporting event they hold.  

Although the link between sporting event image and corporate brand image has 

not previously been tested, the path between these two image variables was statistically 

significant and supports hypothesis 16 (β = .194, p < .01). Previous studies on sports 

sponsorship suggest that the image transfer from a sporting event to the sponsors is 

similar to that of a celebrity to a brand (Gwinner, 1997; Henseler et al., 2009; Javalgi et 

al., 1994; Koo et al., 2006). The current study further implies that the image of a sporting 

event does have influence on the image of the event‟s sponsoring corporations.  
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Contrary to the link between satisfaction and sporting event image, the 

relationship between satisfaction and corporate brand image was not statistically 

significant, and thus hypothesis 13 was not supported (β = - .089, p > .05). A possible 

explanation may be found that in addition to the sporting event as a service product of 

sponsors, a variety of products/services were also associated with the image of 

sponsoring corporations by sports tourists. However, sports tourist satisfaction has an 

indirect effect on corporate brand image via sporting event image. This implies that 

satisfied sports tourists will form a favorable overall image of the sporting event, 

resulting in a positive attitude toward the image of the sponsoring corporations.  

Perceived Value and Image 

In relation to the causal link between perceived value and image of sponsoring 

corporations and the sporting event, the results indicate that the link between perceived 

value and corporate brand image was statistically significant, whereas the link between 

perceived value and sporting event image was statistically insignificant. Perceived value 

had a positive effect on the sponsor‟s corporate brand image. The findings support 

hypothesis 9 (β = .462, p < .001) which is consistent with previous studies on service 

marketing (Hu et al. 2009; Nguyen & Leblanc, 1998; Park et al., 2006 a). This suggests 

that sports tourists‟ value perception of a sporting event is a key driver of favorable 

image of sponsoring corporations.  

The findings do not support hypothesis 8 (β = - .020   , p > .05), the value 

perception had no direct effect on sporting event image. This is consistent with Park, 

Robertson, and Wu‟s (2006 b) findings that value perception had no influence on image.  

However, value perception had an indirect effect via sports tourist satisfaction to sporting 
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event image. This implies that the higher the value the sports tourists perceive a sporting 

event to be, the more they are satisfied with the service they experience, resulting in the 

formation of favorable sporting event image.  

Service Quality and Behavioral Intentions 

Although the link between service quality and behavioral intentions was expected 

(Fornell, 1992; Zeithaml et al., 1996), the results indicate that service quality had no 

direct effects on behavioral intentions towards both the sporting event and sponsoring 

corporations. The findings do not support hypothesis 5 (β = .066, p > .05) and hypothesis 

6 (β = - .088, p > .05) which is consistent with previous studies (Chang & Wang, 2008; 

Hu et al., 2009; Hutchinson et al., 2009; Lai et al., 2009; Nguyen & LeBlanc, 1998). 

However, service quality had an indirect effect via value and corporate brand image on 

behavioral intentions toward the sponsoring corporations. This implies that sports tourists‟ 

willingness to purchase or recommend the products/services of the sponsoring 

corporations may not be based on the evaluations of the service quality, but rather on the 

value they perceive about the products/services and overall impression they hold about 

the sponsoring corporations. Furthermore, service quality has an indirect influence via 

satisfaction and sporting event image on sports tourists‟ behavioral intentions toward the 

sporting event. These findings suggest that sporting event service quality influences 

sports tourists‟ revisit intentions and willingness to recommend the event to others 

indirectly by means of their satisfaction with the event and the overall impression about 

the event they hold.  

Satisfaction and Behavioral Intentions 
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A positive relationship between satisfaction and behavioral intentions has been 

confirmed by many researchers (Caro & Garcia, 2007; Hightower et al., 2002; 

Kaplanidou & Gibson, 2010; Shonk, 2006; Shonk & Chelladurai, 2008; Yoshida & 

James, 2010), and as expected,  the path between satisfaction and sports tourists‟ 

behavioral intentions toward the sporting event was statistically significant. The findings 

support hypothesis 14 (β = .220, p < .01), indicating that when satisfied with the services 

received, the sports tourists will be more likely to recommend the sporting event to others 

and revisit the sporting event. However, the relationship between satisfaction and 

behavioral intentions to the sponsoring corporations was not statistically significant, and 

thus hypothesis 15 (β = - .018, p > .05) was not supported. Sports tourists satisfied with 

the sporting event will not have favorable intentions toward the sponsoring corporations. 

A possible explanation is that in addition to the sporting event as a product of sponsors, 

there may be varieties of brand associations with the sponsoring corporations.  

Perceived Value and Behavioral Intentions 

 The current study proposed that perceived value simultaneously influences 

behavioral intentions to the sporting event and sponsoring corporations. The relation 

between value perception and behavioral intentions to the sponsoring corporations was 

statistically significant. The findings support hypothesis 11 (β = .262, p < .01) which is 

consistent with prior studies (Hightower et al., 2002; Hu et al., 2009; Hutchinson et al., 

2009; Petrick, 2004; Tam, 2004). This suggests that value is a key driver of behavioral 

intentions to the sponsoring corporations. When the sports tourists perceive superior 

value in the sporting event they are more likely to have a positive purchase intention and 

recommendation of the sponsoring corporations. However, value perception did not have 
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a direct effect on the behavioral intentions to the sporting event, and thus hypothesis 10 

(β = .039, p > .05) was not supported. Sports tourists‟ value perceptions have an indirect 

effect on behavioral intentions to the sporting event via satisfaction. Although sports 

tourists believe that they get a lot for the sacrifice they pay for the sporting event, they 

were not willing to revisit or recommend the event to others unless they are satisfied with 

the event. The possible explanation is that the revisit and recommendation intentions to 

the event may not be based on the tradeoff between sacrifice they paid and benefits they 

receive but rather on satisfaction with the event characteristics such as their loyalty to the 

team or player. 

Image and Behavioral Intentions 

The relation between image and behavioral intentions was statistically significant. 

The results are consistent with previous studies suggesting that a favorable image can 

positively influence repeat patronage and will probably develop a certain degree of 

loyalty in relationship to the favorableness of the image (Hu et al., 2009; Nesset et al., 

2011; Nguyen & LeBlanc, 1998; Park et al., 2006; Silva & Alwi, 2008). The results can 

be broken into two parts. First, the sporting event image was found to have a direct 

influence on behavioral intentions to the sporting event; thus hypothesis 17 (β = .650, p 

< .001) was supported. This implies that sports tourists who form a favorable overall 

image of the sporting event are more likely to revisit the event and recommend to others. 

Second, the results also indicate that corporate brand image had a direct effect on sports 

tourists‟ behavioral intentions toward the sponsoring corporations, therefore hypothesis 

18 (β = .600, p < .001) was supported. This appears to suggest that sports tourists who 
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form a positive overall image of the sponsoring corporations tend to prefer the sponsoring 

corporations and recommend the products/services of the sponsoring corporations.  

Implication of Findings 

The present study has several implications for managements. First, this study has 

important implications regarding service quality of a sporting event. The findings show 

that although service quality is not directly related to sports tourists‟ behavioral intentions, 

it is a significant determinant of sports tourist satisfaction, value perception, and image of 

sporting event and sponsoring corporations; which in turn, directly influences sports 

tourists‟ behavioral intentions. Sporting event organizers should recognize that 

improvements in event service quality eventually leads to sports tourists‟ willingness to 

purchase sponsors‟ products/services, revisit the event, and potential positive word of 

mouth about the event and sponsoring corporations through increased satisfaction, value 

perception, and favorable image. Management should develop strategies for improving 

service quality of technical, environmental, and functional attributes as suggested by 

previous studies (Gronroos, 1984; Koo et al., 2009). Although technical attributes of a 

sporting event are produced based on the core service quality such as team performance, 

the level of game, and the competitiveness of the game (Koo et al., 2009; Kelly & Turley, 

2001) which cannot be controlled by management, they need to attract top athletes or 

teams to enhance sports game quality to increase and maintain sports tourists‟ support. To 

ensure the environmental quality of service for the sports tourists, sporting event 

organizers need to understand and evaluate every aspect of the service and the service 

delivery process. Moreover, management needs to be aware of the importance of internal 
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marketing. They need to make an effort to convince employees to deliver a high level of 

service to ensure the functional quality of service.  

Second, sporting event organizers should recognize value perception as a 

contributing factor to satisfaction and sponsorship effectiveness; thus, reflecting in 

favorable corporate brand image and behavioral intentions to the sponsoring corporations. 

Value perception is a better predictor for sports sponsorship effectiveness than for event 

performance. Hightower et al. (2002) indicated that the number of people attending 

college-sporting events is increasing even though the cost of attending sporting events 

has also increased. Before developing marketing strategies, management should develop 

strategies to enhance the sports tourists‟ value perception of the event and sponsors; such 

as, having special promotion, setting advance purchase price, having interesting event 

and sponsor activities, providing beneficial programs for the event or sponsors, or 

providing complimentary services (e.g. shuttle buses). 

Third, the findings of this study have important implications related to sports 

tourist satisfaction. Tourist satisfaction depends on service quality as well as value 

perception. Event organizers need to ensure high quality service at the event in order to 

convince sports tourists that it is worth attending the sporting event.  In addition, sports 

tourists devote much time to a sporting event, so they are likely to have higher 

expectations about the facilities; such as, score board, spectator seats, shops, etc. 

Management needs to provide high quality facilities and exceed sports tourists‟ 

expectations to enhance their satisfaction level. Furthermore, Kaplanidou and Gibson 

(2010) indicate that aspects of disorganization and lack of signage were noted as 

particular dislikes of a sporting event. It is recommended that event management should 
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pay attention to the details of event organization to improve effectiveness and efficiency. 

Moreover, different from value perception, sport visitor satisfaction had a significant 

effect on the sporting event image and positive behavioral intentions to the sporting event. 

To ensure sports tourists‟ satisfaction, event organizers should understand their needs and 

wants before, during, and after the event through marketing research such as satisfaction 

surveys. Management should continuously monitor and keep improving sports tourist 

satisfaction to reinforce the event image and build a favorable impression  to the sporting 

event; thus, finally motivating their return to the sporting event.  

Fourth, the results have important implications regarding image of the sporting 

event and sponsoring corporations. Sporting event image has a direct effect on sponsors‟ 

corporate brand image. Image is based on people‟s associations with the entities. 

Sponsorship management should understand that sporting events play similar roles to that 

of celebrity endorsers. Through association, customers hold impressions of a sporting 

event with a company‟s brand in the same way that a celebrity endorses a product. 

Sponsoring corporations need to carefully select quality sporting events with favorable 

and similar images and develop associations with the sporting event in order to create 

positive attitudes towards the sponsoring corporations‟ brand image. In addition, sporting 

event organizers should create an event image with the following in mind: quality service, 

visitor satisfaction, value perception, as well as distinguishing features to the sporting 

event; such as, unique atmosphere, community identity, or special activities. Moreover, 

sporting event image and corporate brand image have the highest coefficient values to 

behavioral intentions. This indicates that sports tourists may respond to strategies of 

image enhancement. Marketing research also indicates that a favorable image is more 
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likely to contribute to re-patronage (Andreassen & Lindestad, 1998; Fombrun & Shanley, 

1996; Porter & Claycomb, 1997). The strategies in creating sports tourists‟ positive 

behavioral intentions are important not only for sporting events, but also for sponsoring 

corporations. It is recommended that management of both event and sponsorship devote 

to developing strategies to build and strengthen visitor appreciation of image, thus, 

resulting in increased profits.  

Fifth, another important managerial implication from this proposed model is 

sports tourists‟ behavioral intentions, which relates to the measurement of event 

performance and sponsorship effectiveness. The presented model explains substantial 

amounts of variation in behavioral intentions: - 82.5% (R
2
 = .825) in behavioral 

intentions toward the sporting event and 53.4% (R
2
 = .534) in behavioral intentions 

toward sponsoring corporations. The current study indicates that behavioral intentions 

toward the sporting event and sponsoring corporations are driven directly or indirectly by 

the variables of service quality, value perception, customer satisfaction, and image. 

Therefore, tracking and monitoring experienced quality, value perception, satisfaction, 

and image should provide event management and sponsorship management with a 

substantial amount of information for diagnosing flaws and improving event performance 

and sponsorship effectiveness.  

Finally, another important implication is that the hypothesized model provides a 

starting point of service evaluation for sporting events. Management must recognize the 

needs of increase leisure-based visitors for the purposes of either watching or 

participating in sport. Attention must be given not only to services at the event and venue, 

but also services needed at the destination in which the event is held, such as information, 
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transportation, and accommodation services. Event organizers need to work closely with 

destination marketers to provide sports tourists high quality sporting event experiences in 

the destination hosting the event.  

Limitations and Future Research 

Although the researcher tried to minimize limitations, the presented study exhibits 

several limitations that might have affected the results. One limitation of this study is in 

relation to sampling issues. The sample was confined to only one professional golf event. 

The golf tourists‟ perceptions of service quality, satisfaction, value, image, and 

behavioral intentions might be different from those of other sports tourists such as 

baseball, basketball, football, tennis, women‟s golf, etc. An empirical examination needs 

to be completed to assess how golf tourists‟ perceptions of service quality, value, 

satisfaction, image, and behavioral intentions differ from those of other sports tourists. In 

addition, the sample consists of a large proportion of White or Caucasian respondents 

(72.1%), male respondents (75.5%) and respondents who play golf (79.5%). The findings 

might be bias toward the demographic groups of this large proportion. It would be 

interesting to examine sport visitors‟ perceptions across demographic differences such as 

countries, cultures, ethnicities, golfing characteristics, etc. Moreover, there are types of 

sport tourists/visitors: active, passive, and nostalgic sport tourists. Future research can 

attempt to compare the causal models with data of types of sports tourists to extend the 

knowledge in relation to sporting event services. Furthermore, this study employed 

convenience sampling using mall intercept technique for data collection. A questionnaire 

was distributed to visitors who agreed to participate in filling out the survey. The major 

drawback of mall intercept sampling technique is its lack of generalizability to 
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geograhically-defined market areas (Murry, Lastovicka, and Bhalla, 1989), and 

convenience sampling is limited in its ability to generalize the findings. It is suggested 

that future studies should be conducted across demographic, sports setting, and types of 

sport tourists to help extend the validity of these finding. 

A second limitation of this study is that some important service related factors 

which may significantly influence sports tourists‟ behavioral intentions are not integrated 

into the model. For better understanding of the sport tourists‟ decision making process, 

future research needs to introduce additional service related variables that may have 

influences on sport tourists‟ behavioral intentions, such as awareness, expectations, 

attitudes, involvement, and so on.  

A third limitation of this study is that the presented model only predicts the 

behavioral intentions but it cannot examine actual future behaviors. The success of a 

business can be examined through consumers‟ actual behaviors toward the business in 

terms of actual purchases. To understand the performance of a sporting event and 

effectiveness of sponsorship it is suggested that future research needs to further examine 

the link between sports tourists‟ behavioral intentions and actual behaviors. In addition, 

the concepts related to behavioral intentions, dimensions of repurchase intentions, 

positive word of mouth intentions, and customer loyalty, should further be investigated 

(Cronin et al., 2000). This would lead to more precisely predicting the effectiveness of 

sports sponsorship at sporting events. 

Another limitation of this study is the scale for measuring sporting event image. 

Very few studies have been conducted to define sporting event image, identify its 

components, or develop a scale to measure sporting event image. The sporting event 
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image scale of this current study was modified and adapted from Hallmann & Breuer 

(2010) which suggests that sporting event image can be applied to destination image 

which consist of affective, cognitive, and conative components. Their research was 

conducted in a marathon and a triathlon for active sport tourists. Different types of sport 

tourists may have different impressions of image for a sporting event, and different types 

of sports may form different images with their sports characteristics. Scales for 

measuring sporting event image need further development. Future research should make 

an effort to identify the components and develop a scale for sporting event image with 

both qualitative and quantitative methods.  

The Byron Nelson Golf Championship is a recurring men‟s professional golf 

event, and it takes place annually in Texas. A reoccurring sporting event is in need of 

retaining and attracting sports tourists. It is important to understand first time tourists and 

repeat tourists‟ perceptions about this recurring golf event. Previous studies have 

highlighted the important differences between first time tourists and repeat tourists, but 

they have failed to understand the underlying causes of the differences (Petrick, 2004). It 

would be interesting to explore the causes of differences between the first time tourists 

and the repeat tourists of this recurring golf event. In addition, future research should test 

models with longitudinal data to understand the service evaluations over time and to help 

extend the validity of these findings. 

Conclusions 

The study aimed to understand the performance of a sporting event and the 

effectiveness of the event sponsorship by investigating the effects of service evaluation 

variables on event image and sponsor‟s corporate brand image in relation to sports 
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tourists‟ behavioral intentions toward the event and sponsoring corporations. This study 

provides evidences that service quality, perceived value, satisfaction, image of sporting 

event, image of sponsoring corporation have both direct and indirect effects on 

behavioral intentions toward the sporting event and the sponsoring corporations. 

Although an extensive literature of marketing, sports and tourism has been 

conducted on the relationships among service quality, perceived value, satisfaction, and 

behavioral intentions, image has been overlooked in the causal relationship. This study 

has empirically demonstrated a positive relationship among these service evaluation 

variables and image in relation to behavioral intentions. Thus, this study makes a 

contribution to positioning image in addition to those service variables of quality, value, 

and satisfaction as antecedent variables in an integrative model illustrating image as the 

most significant predictor of behavioral intentions. Increased travel for the purpose of 

either watching or participating in sports, has caused fierce competition between sporting 

events. A recurring sporting event like the Byron Nelson Golf Championship is 

particularly in need of building a strong brand which could attain a source of competitive 

advantages. The author perceives the analysis of service quality, value perception, and 

satisfaction as a crucial step to building strong image which in turn leads to positive 

behaviors.  

An integrative model was tested to simultaneously analyze the performance of 

sporting event and effectiveness of sporting event sponsorship. It is the first attempt to 

consider a sporting event as a service product of sponsoring corporations and investigate 

the influence of this event performance in terms of event tourists‟ perception of service 

quality, value, satisfaction, and event image on sponsors‟ corporate brand image and 
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behavioral intentions toward the corporations. This study is valuable for the sponsorship 

management in demonstrating that the event performance has influences on sponsors‟ 

corporate brand image and sports tourists‟ behavioral intentions toward the sponsoring 

corporations.  

The study is unique in providing an overall approach of service evaluations in the 

sporting event tourism and sports sponsorship context. It is believed that the model of the 

current study could be meaningful in prediction of sports tourists‟ behavioral intentions 

toward the sporting event and sponsoring corporations. Therefore, the comprehensive 

model of this study contributes to providing a theoretical frame of reference for future 

studies.  
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Dear Valued Guest,
We appreciate your time for filling out the following questionnaire regarding your experience at this golf event. The 
questionnaire can be returned to one of the research associates (wearing a red Texas Tech University T-shirt) as you exit 
the entrance. The questionnaire is designed in fulfillment of a Ph. D. dissertation by a student at the Texas Tech University. 
Should you have any questions about this study, please contact Hsing-ling Huang via email at hl.huang@ttu.edu. No names 
or confidential information shall be disclosed.

1. Gender: Male  Female

2. Marital status: Married  Single

Other:______________________

3. What is your age? _____________________________

4. Ethnic background:

Native American  Hispanic

White or Caucasian  Black or African American

 Asian American or Asian

Other (specify):_____________________________

5. Annual household income: 

 $0-$19,999  $20,000-$39,999

 $40,000-$59,999  $60,000-$79,999

 $80,000-$99,999  ≥$100,000

6. How many times per year do you travel for the 
purposes of attending a golf event?

 1-2 times  3-5 times

 6-12 times  ≥12 times

7. Highest level of education: 

 Some high school High school graduate

 Some college  College graduate

Graduate degree or above

8. Are you traveling from a residence 50 miles or more 
from this golf event venue?      

 Yes  No

Section II: Directions: Please answer each question about yourself by either circling the appropriate 
response or filling in the blank with the appropriate response.

9. Does attending this golf event require you to stay 
overnight away from home?

No (go to Question 10)

 Yes.    

How many nights will you stay? 

 1 night  2 nights  3 nights  ≥ 4 nights

Are you staying overnight with :      

 friends, relatives, or family  a hotel or motel 

 none of the above, please specify:                                 

.

10. Are you a golfer?
 No. If no, you are finished and can return the 
questionnaire. Thank you.

 Yes.  If yes, please continued to questions 11-13.

11. How long have you been playing golf?

 ≤1 year  1-3years  4-6 years

 7-9 years  ≥ 10 years

12. Frequency of playing golf per month: 

 1 time  2 times  3 times

 4 times  ≥ 5 times

13. How often do you stay and/or play golf at a golf resort 
per year?

None  1 time  2 times

 3 times  4 times  ≥ 5 times

Please 
Turn to 

Next Page
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Strongly
Disagree

Strongly
Agree

1 Overall, the facilities of this golf event are aesthetically appealing 1 2 3 4 5 6 7

2 Overall, this golf event provides a high level of personal safety. 1 2 3 4 5 6 7

3 Overall, this golf event provides a quality experience. 1 2 3 4 5 6 7

4 Overall the employees’ performance at this golf event is excellent. 1 2 3 4 5 6 7

5 Overall, this golf event provides high quality customer service. 1 2 3 4 5 6 7

6 The sponsoring companies have good products/services. 1 2 3 4 5 6 7

7 The sponsoring companies are operated /managed well. 1 2 3 4 5 6 7

8 The sponsoring companies are involved in the community. 1 2 3 4 5 6 7

9 The sponsoring companies respond to consumers’ needs. 1 2 3 4 5 6 7

10 The sponsoring companies are good companies to work for. 1 2 3 4 5 6 7

11 This golf event has a good reputation. 1 2 3 4 5 6 7

12 This golf event is a tradition. 1 2 3 4 5 6 7

13 This golf event is high profile. 1 2 3 4 5 6 7

14 This golf event provides opportunities for socialization. 1 2 3 4 5 6 7

15 This golf event is exciting. 1 2 3 4 5 6 7

16 This golf event offers an extraordinary atmosphere. 1 2 3 4 5 6 7

17 I am willing to try the product/service of sponsors. 1 2 3 4 5 6 7

18 I am willing to buy the product/service of sponsors. 1 2 3 4 5 6 7

19 I seek out the product/service of sponsors. 1 2 3 4 5 6 7

20 I would positively recommend the product/service of sponsors to other people. 1 2 3 4 5 6 7

21 I intend to visit this golf event in the future. 1 2 3 4 5 6 7

22 I would say positive things about going to this golf event to others. 1 2 3 4 5 6 7

23 I would go on other golf events in future. 1 2 3 4 5 6 7

24 I would recommend going to this golf event to other people. 1 2 3 4 5 6 7

25 I am happy with the experiences I have had at this golf event. 1 2 3 4 5 6 7

26 I have been satisfied with my experiences at this golf event. 1 2 3 4 5 6 7

27 I truly enjoy going to this golf event. 1 2 3 4 5 6 7

28 I am elated with the experiences I have had at this golf event. 1 2 3 4 5 6 7

29 Going to this golf event has been delightful. 1 2 3 4 5 6 7

30 In general, I believe going to this golf event is worth the cost. 1 2 3 4 5 6 7

31 I believe that this golf event is generally a good value. 1 2 3 4 5 6 7

32 Overall, the services I purchase while at this golf event are an excellent value. 1 2 3 4 5 6 7

33 I get a good value in going to this golf event. 1 2 3 4 5 6 7

34 By going to this golf event, I get a lot for my money. 1 2 3 4 5 6 7

Section 2: The following items are designed to get your opinions on several aspects of the golf events. For each 
statement, please indicate the extent to which you agree with it by circling an appropriate number on the 7-point scale 
provided. If you strongly agree with the statement, circle 7; if you strongly disagree with the statement, circle 1; and so 
on. There is no right or wrong answers. Your spontaneous and honest response is important to the success of the study.
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May 17, 2011 

 

 

Dr. Kok Goh 

Nutrition, Hospitality and Retailing (NHR) 

Mail Stop: 1240 

 

Regarding: 502931 Golf Event Sports Tourists: Behavioral Intentions and Perceptions of Service Quality, Value, 

Satisfaction, and Image 

 

Dr. Kok Goh: 

 

The Texas Tech University Protection of Human Subjects Committee approved your claim for an exemption for the 

proposal referenced above on May 17, 2011. 

 

Exempt research is not subject to continuing review. However, any modifications that (a) change the research in a 

substantial way, (b) might change the basis for exemption, or (c) might introduce any additional risk to subjects must be 

reported to the IRB before they are implemented. 

 

To report such changes, you must send a new claim for exemption or a proposal for expedited or full board review to the 

IRB. Extension of exempt status for exempt projects that have not changed is automatic. 

 

The IRB will send annual reminders that ask you to update the status of your research project.  Once you have completed 

your research, you must inform the Coordinator of the Committee either by responding to the annual reminder or by 

notifying the  Coordinator by memo or e-mail (donna.peters@ttu.edu) so that the file for your project can be closed. 

 

Sincerely, 

 

 

 

 

 

 

 
Box 41075 | Lubbock, Texas 79409-1075 | T 806.742.3905 | F 806.742.3947 | www.vpr.ttu.edu 

An EEO/Affirmative Action Institution 

Rosemary Cogan, Ph.D., ABPP 

Protection of Human Subjects Committee 
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