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Abstract:
Introduction: Sporting events have become a very important beacon for thousands of sports tourists that
move to other locations to participate be it as a spectator or competitor in sporting events, constituting a great
opportunity for cities that look to increase their appeal. The localities not only await the arrival of the tourists to
participate in the event and get to know the city, but they also find it important to captivate their interest
meanwhile they are there so that in future occasions they will visit the city again or recommend a visit.
Objective: The goal of this study is to evaluate the touristic impact of an event attending to the future intentions
of the participants. Material and method: The sample was made up of 236 subjects (78.4% men and 21.6%
women), with an average age of 42.35±8.3 years. To measure the touristic impact, six dimensions
(communication, personnel, word of mouth, perception of the destination, satisfaction and future intentions)
were analysed in the event. An analysis of correlations and an analysis of conglomerates was carried out
combining two methods of estimation (hierarchical and non-hierarchical) of the solution cluster, as well as the
ANOVA test to verify the differences between groups and a lineal regression for the prediction of the future
intentions. Results: The values of the lineal regression showed that the future intentions (constant=,415) were
predicted by the independent variables of perception of destination (B=,610) and satisfaction (B=,312), allowing
to predict at 42.1% the dependent variable. Conclusions: The variables perception of destination and satisfaction
of the tourists attending the sporting event influence at 42.1% the variance in future intentions to return in the
future to the place where the event was held and recommend it to others.
Key words: sports management, touristic impact, sport tourism, future predictions, return probability.
Introduction
Even though the concept of sports tourism seems new, there are historical records which show that
already in ancient Greece the inhabitants of the era would move to places far from their habitual residence to
participate in sporting events (Bahia and Ávila, 2011). The clearest example can be seen in Olympia in the year
776 B.C., where thousands of people travelled to participate, either as spectators or competitors, in the first
Olympic Games of antiquity. Yildiz and Çekiç (2015) considered these movements as the first sports tourism in
history.
Nowadays, tourism is one of the largest industries in the world, in Europe it constitutes 10% of the
Gross Domestic Product (GNP), meanwhile in Spain it constitutes more than 15% of the GNP (World Travel &
Tourism Council (WTTC), 2016a, 2016b) experiencing a constant expansion and diversification in all the
touristic sectors.
One of the most highly demanded alternative touristic sectors in the 21st century is the sports sector
(Brown, Busser and Baloglu, 2010), which has become a great political, economic, social and cultural
phenomenon (Weed and Bull, 2010). It is used to boost the appeal of a place, with the goal of attracting visitors
and stimulating the economic growth (Wilson, 2006).
The growth of this sector is largely due to the awareness of the importance of health and the physical
condition from the population, as well as the growing increase in the celebration of sporting events by great
cities to attract sports tourists (Moon, Kim, Ko, Connaughton and Lee, 2011). The sports tourism sector currently
represents 25% of the income of the tourist industry globally (WTTC, 2017).
Within sports tourism there are many typologies, from the participation in sports competitions as an
athlete, to the assistance to events as a spectator, becoming in this way one of the first options for the use of free
time and leisure in the population (Angosto, 2014; Theodorakis, Kaplanidou and Karabaxoglou, 2015). Sporting
events constitute the most important factor in sports tourism, being the type that generates the biggest socioeconomic impact and becoming an important option in the tourist attraction of the different localities (Deery,
Jago, and Fredline, 2004; Oliveira et al., 2016). These authors emphasise that the tourism of sporting events is
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travelling.
The relation “sports-tourism” has become an important tourist potential which has not gone unnoticed
by companies and public organizations; the celebration of sporting events in different cities helps improve their
image with regard to general tourism and because of this it is a growing sector (Allameh, Khazaei, Jaberi,
Salehzadeh, and Asadi, 2015), always looking to break with the seasionality of the localities celebrating these
events in periods of low tourism.
The large increase of sports events can be seen in the difficulty of finding a weekend throughout the
year in which an important sports event is not celebrated. Moreover, sports events are diversifying, no longer
taking place only on weekends, but also having certain competitions taking place during the week, adapting their
timetables to the work period of the assistants of the events. A clear example are the European football and
basketball competitions which take place during the week, leaving the weekends for international matches.
Several authors consider sports events as an effective tool to make known a locality (Chalip and Costa,
2005), especially as destination marketing tools for the host countries (Nishio, 2013). The socio-economic
benefits which are obtained lead to the intensification of the competitiveness between the different destination
wishing to hold the sporting events (Altamira and Muñoz, 2007; Balduck, Maes, and Buelens, 2011; Turco,
Riley, &Swart, 2002).
In parallel to the growth in the relationship between tourism and sports there is also the interest between
academic and professionals of the sector, the number of research and studies which analyse the relation between
tourism-sports, the impact that the organisation of sports events have on the organising locality (FernándezAllés, 2014; Gammon and Robinson, 2003) and the economic benefits which the public or private investment of
said events has on the host city (Duglio and Beltramo, 2017; Hruschka and DaCosta, 2017).
Given the potential that sports tourism has and the benefits that comes with it for the organisers of the
event and the host city, it is necessary to evaluate the opinion of the sports tourists about the sports events and
their venues.
Many studies have focused on analysing the main predictors of future intentions, these being at the end
of a very frequently used chain in the field of event management where the researchers looked for the relations
between the quality of service, the perception of the destination, word of mouth, perceived value and satisfaction
(Gallarza and Saura, 2006; Jalilvand, Samieie, Dini and Manzari, 2012; Jin, Lee and Lee, 2013; Kim, Park and
Kim, 2016; Liu, 2015; Salina and Spring-Han, 2014; Walker, Kaplanidou, Gibson, Thapa, Geldenhuysy Coetzee,
2013).
Learning the future intentions of sports tourists is a key research topic (Jani and Han, 2011). The
success of an event, analysing sports tourism, is obtained when tourists have the intention of returning not only
to the sports event but also to the destination. Thus, the goal of this study is to evaluate the touristic impact of an
event meeting the intentions of returning in the future to the sporting event.
Material and Method
Participants
The sample was made up of a total of 236 participants (78.4% men and 21.6% women), with an average
age of 42.35±8.3 years, which participated in a sports event consisting in a popular 10 and a half km marathon
race in a coastal town in Northern Spain with a population of 10,000. With regard to the autonomous community
of residence of the sports tourists, 43.6% resided in Basque Country, followed by Cantabria, with a 30.9% of the
survey respondents, and Castille and Leon with 12.3% of the residents, meanwhile the community of Madrid,
Asturias, Valencia, Galicia, La Rioja, Aragon, Andalucia, Navarra, Cataluña and Castilla La Mancha had
percentages inferior to 5% of the residents of these autonomous communities among those interviewed. 91.9%
used their own vehicle to attend the event from their place of residence.
In terms of the level of education, 53.0% had university studies of which 15.7% possessed postgraduate
studies either in the form of a master or doctorate degree, followed by 26.7% with vocational training, 11% with
High School studies, and the remaining with elementary or secondary studies. In connection to the employment
situation, 77.5% were employed by others, followed by freelance workers with 11.9% and only 3.8% were
unemployed, the rest being students with part-time jobs, retirees or pensioners or housewives. Finally, when it
comes to the marital status, most were married (58.1%), followed by singles (20.3%) and those living with their
partner (15.7%), 5.5% were separated or divorced and only 0.4% were widowed.
Design
The design of the study was transversal and non-experimental, analytic-descriptive with the
implementation of a non-probabilistic convenience-based sampling taking into consideration the accessibility of
the organisation of the event for the fulfilment of the study among the participants.
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The Vegara-Ferri (2017) questionnaire was used to measure the touristic impact in sporting events
(RETED), made up of 18 items divided in 6 dimensions: i) communication (measures the quality of the
information provided by the event and available to the tourists); ii) personnel (evaluates the quality of the
administrative personnel and volunteers and their behaviour); iii) word of mouth (values how the choice of the
destination influences the opinion and information in the media and internet); iv) perception of the destination
(analyses the touristic, cultural and recreational appeal of the locality of the event as a holiday destination); v)
satisfaction (responsible for measuring the satisfaction of the tourist by the event and if it has fulfilled the
expectations with which the tourist arrived to the host location); and vi) future intentions (allows the evaluation
of the intention of the tourists to return in the following years and/or recommend the event or location to
colleagues or friends for future editions). The response is a Likert scale with seven options being 1- Completely
disagree and 7-Completely agree. The reliability of the questionnaire showed an Cronbach Alpha value of 0.866.
Procedure
The procedure which was carried out was, in the first place, to establish contact with the personnel
organising the event who showed interest in the fulfilment of the study. Once their approval was obtained, the
survey was send to them through e-mail. The questionnaire was conducted telematically, sending the
questionnaire to the e-mails of the participants who were not residents of the locality of the event, thanks to the
lists which the organisers of the sporting event had by carrying out the registrations to the sporting event, and the
participants agreed to the conditions which allowed the facilitation of their personal data to a third party with this
goal.
The questionnaire was open from 24 hours after the conclusion of the event up until 14 days after the
celebration of the sporting event, during this time, the participants could voluntarily access the online
questionnaire and complete it anonymously. The data was directly computerised into an Excel sheet and
registration errors and response omissions were avoided due to the system not allowing the expedition of the
survey unless all the items were answered. The response rate was of 20.4% of total non-local registrations.
Data analysis
The data was analysed using the statistical program SPSS v19.0. A correlation analysis was carried out
to observe the relationship between the dimensions and a conglomerate analysis was carried out combining two
estimation methods (hierarchical and non-hierarchical) of the solution cluster with the goal of establishing the
return probability of tourists to the location of the event. Descriptive statistics (mean, standard deviation,
frequencies and percentages) were also carried out, and the ANOVE test with the Turkey statistical for the
verification of differences between groups. Finally, a lineal regression was carried out to predict future
intentions. The established level of significance was of p < ,05.
Results
The results of the relationship between the studied dimensions (Table 1) indicate that they were all
connected in a statistically significant way, having stronger connections between the dimensions of perception of
destination with satisfaction and future intentions and between these two last variables.
Table 1. Correlations between dimensions of the questionnaire
Dimension
1
2
3
4
5
1
Communication
1
2
Personnel
,298**
1
3
Word of mouth
,142* ,107
1
Perception of
**
**
4
,345 ,422 ,210**
1
destination
**
**
5
Satisfaction
,306 ,481
,086 ,445**
1
**
**
6 Future intentions ,285 ,359 ,197** ,626** ,432**
Note: *p<,05; ** p<,01

6

1

The results of the analysis cluster show the existence of 3 differentiated groups (Table 2). Cluster 1
(n=80) were tourists with “very high probability of returning” presenting high scores in all the variables, apart
from perception of destination. Cluster 2 (n=92) had the interviewees with “high-mid probability of returning”
obtaining mid scores in word of mouth, perception of destination, satisfaction and future intentions. Lastly,
Cluster 3 (n=64) were tourists with “mid-low probability of returning” with mid or low scores in all the
evaluated dimensions. The results associated to the touristic impact according to the return probability appear in
Table 2 and established that the dimensions of future intentions, personnel and satisfaction were the most valued
by all the groups.
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scores below 5 points meanwhile the rest of the dimensions were above this score.
Table2. Results of the dimensions according to the return probability.
Cluster 1
Cluster 2
Cluster 3
F
(n=80)
(n=92)
(n=64)
Communication
6,35(±0,68)
5,94(±0,69)
6,08(±0,72)
7,376
Personnel
6,80(±0,37)
6,34(±0,58)
6,49(±0,84)
12,707
Word of mouth
4,70(±1,68)
4,49(±1,42)
4,27(±1,74)
1,305
Perception of destination
6,52(±0,64)
6,59(±0,83)
6,54(±1,15)
31,178
Satisfaction
6,69(±0,46)
6,22(±0,60)
6,21(±0,86)
13,937
Future intentions
7,00(±0,00)
5,64(±0,41)
5,27(±1,52)
90,828
✝
*Sig. Cluster 1 with Cluster 2; ^Sig. Cluster 2 with Cluster 3; Sig. Cluster 1 with Cluster 3.
Variables

p
,001*
,001*✝
,273
,001*✝
,001*✝
,001* ^✝

(Fuente: elaboración propia).
The results of the lineal regression (Table 3) showed that the model had a good correlation level with a
value of r=,649, with a variance of the future intentions dependence variable of 42.1%. The ANOVA test
showed significant levels of the regression model making its eligibility suitable. The Durbin-Watson test
obtained suitable values close to 2.
Table 3. Summary of the regression model.
Model

R2

R

1

R2 adjusted

,649
,421
Sum of
df
squares
Regression
120,714
2
Residues
166,035
233
Total
286,749
235
Note: predictors (perception of destination
(future intentions).

,416
Square
Mean
60,357
,713

Estimated
error

DurbinWatson

,84415

1,662

F

Sig.

84,7

,000

and satisfaction); dependent variable

The lineal regression values (Table 5) obtained that the future intentions dimension was explained by
the constant (β=,415; t=0,777; p=,438) and the variables of satisfaction (β=0312;t=3,43; p=,05) and perception
of destination (β=0,610; t=9,719; p<,05), allowing a prediction of 42.1% of the variance of the future intentions
dependent variable. The resulting formula was: future intentions = 0.415 + 0.610 perception of destination +
0.312 satisfaction.
Table 4. Coefficient of lineal regression according to future intentions.

Model

Non-standardized
coefficients
Standard
B
Error
,415
,535

Standardized
coefficients

(Constant)
Perception of
1
,610
,063
destination
Satisfaction
,312
,091
Note: Dependent variable (future intentions)

Statistical
colinearity

Correlations
T

Sig.

B

ZValue Partial Part

Tol

VIF

,777 ,438
,541

9,719 ,000

,626

,537

,485 ,802

1,247

,191

3,430 ,001

,432

,219

,171 ,802

1,247

Discussion
The goal of this study was to evaluate the touristic impact of an event meeting the future intentions to
return to the sporting event and location. The correlation results indicated that all the dimensions were linked in a
significant manner, highlighting the connections between the dimensions of perception of destination,
satisfaction and future intentions, which showed the highest values. These links may relate to the fact that
subsequently not only the dimension of perception of destination but also the dimension of satisfaction was the
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other people.
The personnel dimension also obtained suitable correlations to the dimensions of perception of
destination, satisfaction and future intentions. Bodet (2006) stated that human resources are a very relevant factor
for obtaining high quality in sporting services. This may be due to personal attention and volunteer labour being
aspects that can mark the difference between success and failure in a sporting event and which help to improve
the image of the event as well as that of the location as a touristic-sportive destination. Other studies had
previously found a relation between future intentions and the perception of the destination, being considered in a
great number of studies as one of the factors that can influence the choice of destination by tourists (Beerli and
Martin, 2004; Byon and Zhang, 2010; Hallmann, Zehrer and Müller, 2015) and satisfaction (Crespo, 2011).
The quality of personnel and the communication of the event are elements which should be largely
taken into consideration (Kaplanidou and Vogt, 2007; Moon, et al., 2011) by any service or sporting event, as
participants or tourists often pay special attention to these two aspects: communication when considering all the
information or news related to the event or host place will help the individual’s organization before and during
the event, in terms of personnel, both by part of the administration and the volunteers, who are the ones most in
contact with the participants and public at any moment of the development of the sporting event.
The word of mouth dimension is relatively recent in its consideration as an aspect to be valued
(Córdova-Morán and Freixa, 2017; Jalilvandet et al., 2012; Marinkovic, Senic, Ivkoc, Dimitrovski and Bjelic,
2014; Miao, 2015) in events, sporting or otherwise, as it will play an important part in current society with the
use of new technologies, where electronic word of mouth is increasingly acquiring greater interest by part of
professionals and researchers, as the comments of tourists or participants in forums, chats or social networks
may have a big influence in the future behaviour of others.
The lineal regression analysis established that the dimensions which showed the greatest influence
when determining the future intention of the athlete returning to the event in future editions or recommending it
to friends and/or family were perception of destination and satisfaction. The existence of a positive perception
of the destination increases the intention of returning in the future for holidays (Assaker, Vinzi and O’Connor,
2011), supported by other studies, like those by Dolnicar and Grün (2013) or Qu, Kim and Im (2011) who stated
that the global image of a location as a touristic destination may have a great impact in the intention of returning
to the same destination in the future. When it comes to satisfaction, Assaker and Hallak (2013) indicated that the
level of satisfaction of tourists with a destination increases the intention of returning in the short- and long-term.
Ultimately, proper attention should be given to satisfaction as it is an element which has a great influence when
determining intentions to return, since when the participant leaves completely content and satisfied not only with
the obtained results but also with the organization of the event, it will be a factor which makes an important
difference when deciding if they will want to return or not.
Conclusions
The main conclusions obtained from this study are that all the dimensions are related in a significant
manner, meanwhile the conglomerate analysis showed that group 1 which presented a greater predisposition
towards returning to the event had the majority of the participants whereas there were significant differences
with regard to the other groups in all the dimensions excluding that of word of mouth. Finally, the perception of
the destination and satisfaction of the tourists attending the sporting event had an influence of 42.1% in the
variance of the future intentions of these tourists returning to the location hosting the event in future editions and
recommending it to others.
Among the limitations of the study there is the type of sampling which was carried out, since
convenience samplings prevent the generalisation of the results, however this study lies within a pilot study used
to validate the instrument used and which will serve as a basis for a future research project with suitable
sampling once the validation of this instrument has finalised. Another limitation was the voluntary response by
part of the population subjected to study, since by doing it through a telematic manner and despite having the
administration of the event provide information about it before its execution, not everybody checked their e-mail
to answer the questionnaire.
This study helps Public Administrations along with the organisers of events to know the aspects which
capture the attention of participants when participating in a sporting event in a certain location from a touristic
point of view, as it is more and more common for the sporting events to extend their benchmark beyond the local
or regional realm, becoming appealing to participants from outside who look to take advantage of their
participation in the event as a way to have a holiday staying longer in the location. Future research would be the
carrying out of studies applied to random sampling which would help in the generalisation of the obtained
results, being able to do this in a longitudinal manner verifying the existing evolution according to the
improvement of those aspects which generate expectation in the participants, as well as establishing the profile
of users which go to sporting events taking advantage to do sports tourism.
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