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ABSTRACT 

Small-scale events in sports tourism (SSEST) play an important role in contributing to 

the economy of various destinations and the local community. Despite the diversity of 

research in the marketing and managing of sporting events, limited studies have been 

conducted on sports tourism events in Malaysia, especially with regards to visitors’ 

psychological behaviours. Hence, the purpose of this study is to examine the influence 

of motivation, perceived image, perceived value, and satisfaction on visitors’ future 

behavioural intentions for attending small-scale events in sports tourism. This study 

has chosen the Theory of Planned Behaviour, the Tourist Attraction Theory and the 

Push and Pull Theory as theoretical backgrounds. Data was collected from self-

administered questionnaires among 468 visitors who attended selected small-scale 

events in sports tourism in the northern region of Peninsular Malaysia. This study 

generally found that perceived value factors highly influenced visitors’ decisions to 

attend an event, followed by the motivation factor. This study also discovered direct 

and indirect relationships among those variables, which have been analysed using 

Structural Equation Modeling using AMOS (SEM-AMOS). Findings revealed that all 

variables have a direct relationship with visitors’ future behavioural intentions. 

Meanwhile, in terms of an indirect relationship, results indicated that visitors’ 

satisfaction partially mediates the relationship between motivation, perceived image 

and perceived value towards future behavioural intentions. This study contributes to 

the body of knowledge with a proposed model that reveals an association between 

motivation, perceived image, perceived value, satisfaction, and behavioural intentions 

among visitors’ participating in SSEST. In addition, this study has concluded that, in 

order to attract visitors to attend small scale sports tourism events, organisers should 

enhance their understanding of visitors’ perceived values. Furthermore, state tourism 

authorities should design and plan strategies to develop small-scale events that are 

comparable to mega-sporting events as local products that will be able to attract 

tourists. 

 

Keywords:  Small Scale Events Sports Tourism, Motivations, Perceived Image, 

Perceived Value, Satisfaction, Behavioural Intentions 
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ABSTRAK 

Acara berskala kecil dalam pelancongan sukan memainkan peranan penting dalam 

menyumbang kepada ekonomi pelbagai destinasi dan masyarakat setempat. Walaupun 

terdapat kepelbagaian penyelidikan berkenaan pemasaran dan pengurusan acara sukan 

yang pernah dijalankan pada masa lalu, masih terdapat kekurangan kajian yang 

berkaitan dengan acara pelancongan sukan di Malaysia terutamanya berkenaan 

tingkah laku psikologi pengunjung. Justeru, kajian ini bertujuan untuk meneliti 

pengaruh motivasi, imej tanggapan, nilai tanggapan, dan kepuasan terhadap niat 

tingkah laku pengunjung apabila menghadiri acara pelancongan sukan berskala kecil. 

Kajian ini memilih Teori Tingkah laku Terancang (Theory of Planned Behavoiur), 

Teori Penarikan Pelancong (The Tourist Attraction Theory) dan Teori Tolakan dan 

Tarikan (Push and Pull Theory) sebagai teori asas kajian. Data dikumpul melalui soal 

selidik yang diedarkan kepada 468 pengunjung yang menghadiri acara pelancongan 

sukan berskala kecil terpilih di wilayah utara Semenanjung Malaysia. Secara 

umumnya, kajian ini mendapati bahawa faktor nilai tanggapan amat mempengaruhi 

keputusan pengunjung untuk menghadiri acara ini, diikuti dengan motivasi. Kajian ini 

turut mengkaji hubungan langsung dan tidak langsung antara semua pemboleh ubah 

dengan analisis Structural Equation Modeling menggunakan AMOS (SEM-AMOS). 

Hasil dapatan mendapati bahawa kesemua pemboleh ubah kajian merupakan peramal 

yang signifikan kepada niat tingkah laku pengunjung. Sementara itu, dari segi 

hubungan tidak langsung, dapatan kajian mendapati kepuasan pengunjung 

menunjukkan hubungan separa pengantara di antara motivasi, imej tanggapan dan nilai 

tanggapan terhadap niat tingkah laku pengunjung. Berdasarkan model yang 

dicadangkan, kajian ini menyumbang kepada bidang pengetahuan yang menjelaskan 

perkaitan antara motivasi, imej tanggapan, nilai tanggapan, kepuasan, dan niat tingkah 

laku dalam kalangan pengunjung yang mengikuti acara pelancongan sukan berskala 

kecil. Di samping itu, kajian ini menyimpulkan bahawa, untuk menarik pengunjung 

untuk hadir ke acara pelancongan sukan berskala kecil, penganjur hendaklah 

mempertingkatkan kefahaman mereka terhadap nilai tanggapan pengunjung. Selain 

itu, pihak berkuasa pelancongan negeri harus mereka bentuk dan merancang strategi 

untuk membangunkan acara pelancongan sukan berskala kecil yang setanding dengan 

acara sukan berskala mega sebagai produk tempatan yang boleh menjadi tarikan 

kepada pelancong. 

 

Kata Kunci:  Pelancongan Acara Pelancongan Sukan Berskala Kecil, Motivasi, Imej 

Tanggapan, Nilai Tanggapan, Kepuasan, Niat Tingkah laku 
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CHAPTER ONE 

 

INTRODUCTION 

1.1 Background of Study 

Events tourism has become one of the quick-growing tourism industries. Some of the 

features that attracted tourists to participate in events tourism are festivals and special 

events. Besides that, sport-related travel is a prominent practice in tourism where 

people travel to a destination to join or attend sports events. Gibson (1998) stated that 

events sports tourism consists of several categories such as hallmark events, mega-

events, and small-scale events sports tourism (SSEST).  SSEST is defined as a normal 

season or a small unique sports events which provide the residents with more 

advantage, but a small number of difficulty compared to hallmark or mega sporting 

events (Higham, 1999). On the other hand, Gibson, Willming, and Holdnak (2003) 

specify that small scale-sports events like common season of sporting games, domestic 

tournament and masters or disabled sports activity, for example, soccer, adventure, and 

outdoor events such as cyclethon, skiing, marathon, motocross championship, 

mountain bike challenge, and many more.  

The difference between SSEST compared to mega or hallmark events is small-scale 

sports events has a slightly lower national impact because the events are organised in 

a community. The events have a small impact due to the minimal funding, the use of 

existing infrastructure, and the low coverage of publicity. Besides the use of minimal 

funding, SSEST is more feasible in terms of crowding and congestions.  Like stated  
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earlier by Gibson (1998), the local community events are categorised as a small-scale 

event. Although it is a small-scale event which only uses the existing infrastructure 

with limited funds, the events are able to attract thousands of visitors.  

One of the unique features in Malaysia is its multi-cultural background and each state 

has its particular local community’s sports events. One of the intentions for the 

organisation of a local sports events is to encourage a healthy and active way of living 

as stated in National Sports Policy so that sports can be integrated into the culture of 

the local residents (Ministry of Youth and Sports, 2009). Due to the reason, many 

sporting events have been organised in order to attain the policy which provides a 

healthy lifestyle to the residents. Thus, the small-scale sports event that has been 

organised at the community level can also become as one of the tourism attractions for 

the state government besides promoting a healthy lifestyle.     

The Department of Statistic Malaysia (DOSM) revealed in its survey in the year 2016 

that the sports events in Malaysia managed to attract visitors and makes up to four per 

cent of the domestic visitors (Department of Statistics Malaysia, 2016). The percentage 

of visitors increased by 1% compared to the year 2011.  The increasing percentage 

showed that the special events or sports events are able to attract the locals in Malaysia 

although the distributions are only focused in Selangor, Perak, Wilayah Persekutuan 

Kuala Lumpur, Sabah, and Sarawak. It was discovered that Kedah and Perlis are not 

among the five most visited states for sports events. However, Kedah and Perlis 

offered a variety of other tourism products that can attract more visitors such as 

Bendang Run, Gua Kerbau Trail Run, Pelikat Batik Run and Pesta Angin Timur which 

highlighting traditional sports event. 
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Due to the growing interest in SSEST, the other states have also tried to produce and 

promote their own products to cater to the demands of small-scale events sports 

tourism; as an example, the state government in Perak has organised Batu Kurau 

International Mountain Bike challenge to attract more visitors to the state. The events 

were initiated by the local residents and it had been successfully organised for almost 

four years as well as attracting people from other states to participate in the events. 

The main purpose of the events is to introduce the natural attractions in Batu Kurau 

besides promoting a healthy lifestyle.  

Besides that, the Ministry of Tourism and Culture in the East Coast region has made 

Kampung Paya Gunung in Jerantut, Pahang as their new extreme sports centre (Ab 

Malek, 2018). The main aim of this effort is to persuade extreme sports for sports 

tourism. Furthermore, the small-scale sports event is able to generate positive 

economic income for the local communities. The positive economic outcomes have 

influenced the Kubang Pasu District Council, Kedah to organised Gua Kerbau Trail 

Run in 2018. The plan of organizing this event is to enhance Gua Kerbau as one of the 

attractions for tourism in Kubang Pasu, and this sports event has managed to attract 

more than 500 participation (Harian Metro, 2018). It showed that by organizing this 

small-scale sports event it can also become a milestone to promote surrounding 

tourism attraction.  

Bertella (2014) stated that small-scale sports events have consistently been associated 

with nature, lifestyle, and communities. It is believed that this event can attract visitors 

because it can create an atmosphere to allow them to have a good experience. 

However, the significance of SSEST as one of the attractions in sports tourism has not 

been well recognised by event’s organisers probably due to the lack of study (Yusof, 
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Omar-Fauzee, Shah, & Geok, 2009) and the competition from other events such as 

cultural and arts festivals. The potential of the SSEST should be highlighted by the 

tourism state government in order to promote it as one of the products of sports 

tourism. Attracting visitors’ to participating SSEST not only increase the revenues but 

indirectly promote this event to become an attraction. Thus, considered the factors that 

influence visitors’ behavioural intentions can have both direct and indirect outcomes 

for the event organizer and local state government. 

In the attempt to encourage more participation, the event organisers should have 

adequate knowledge and feedback about the visitors’ behavioural intentions such as 

revisit intentions, positive word-of-mouth (WOM) as one of the mediums to promote 

SSEST and recommend it to others. It is agreed that WOM is a powerful marketing 

strategy because it can become the main source of information for future visitors in 

some cases (Petrick, Bennett, & Tsuji, 2013). Hence, to become an attraction, it should 

begin with an understanding of visitors’ attendance behaviour. However, Cunningham 

and Kwon (2003) found that there is a lack of a theoretical framework in explaining 

sports visitors’ participating behaviour in a sporting event. Zhou, Kaplanidou, 

Papadimitriou, Theodorakis, and Alexandris (2018) further explained that 

understanding the sources of influence for event participation is critical which 

moreover affecting visitors’ behaviours. The information that is obtained from the 

visitors can help marketers to plan effective marketing strategies to have an impact on 

the behavioural intentions of the visitors. Hallmann and  Breuer (2010) mentioned that 

sporting events can give a positive effect on the visitors’ behavioural intentions.  

It was found that the previous studies on visitors’ psychological behaviour only 

focused on a single variable, the relationships between two variables, and the 



 

5 

correlation of variables towards visitors’ behavioural intentions. Egresi and Kara 

(2014) defined psychological behaviour as the needs and wants that can determine the 

visitors’ satisfaction. There have been limited efforts to explore the relationships 

between motivation, perceived image, perceived value, satisfaction, and behavioural 

intentions in terms of international sporting events (Kim, Park, & Kim, 2015). This 

statement is agreed by Sato, Gipson, Todd and Harada (2017) who stated that no prior 

research has been found to investigate the relationship between active sports tourist 

value and destination loyalty, especially for the winter sports destination. Sato et al. 

(2017) further suggested that forthcoming studies should explore the relationship 

between intentions and actual behaviour in the sports tourism context.  

Besides that, Brown, Essex, Assaker and Smith (2017) discovered that there is a 

positive relationship among events satisfaction and intentions to watch the swimming 

events in the following events; however, the finding in this study is valid for the 

spectator who visiting these events and the views of the active tourists might be 

different. Hence, it is recommended that impending studies should identify the 

attributes of satisfaction or behavioural intentions connected to sporting events which 

could have an effect on the intentions of the visitors’ psychological behaviour. 

Furthermore, Prima Lita and Ma’ruf (2015) mentioned that there is a positive link 

among sports events image and satisfaction in understanding the visitors’ behaviour 

on sports tourism.  

According to the scholars, satisfied visitors can contribute positive benefits to the long-

term relationship in promoting the destination. In fact, the previous scholar also agreed 

on the significant relationship between sports event image and visitors’ satisfaction. 

This significant relationship will ensure that visitors can become loyal to sports events 
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or the destination. In addition, the sporting events are also effective to expand and 

enhance the local community’s economy by engaging more visitors’ who want to 

watch or get involved in the events. Therefore, satisfaction is the key concept when 

investigating the intentions of the visitors’ psychological behaviour. This statement is 

agreed by Bayrak (2011) who found that motivation has a significant relationship with 

satisfaction. In addition, increasing the visitors’ level of satisfaction becomes an 

essential part and indirectly affect the visitors’ loyalty. 

There are also a few studies that used causal modelling to develop explanatory 

theoretical models for the interrelationships to understand the visitors’ psychological 

behaviour. However, there were limited published studies that focus on the 

explanatory theoretical model related to the various determinants and consequences of 

leisure behaviour variables, especially in the events sports tourism. Lee and Hsu (2013) 

found that there is a limited study on the causal relationship between motivation and 

satisfaction in the aboriginal festival that they have investigated. It is significant to 

study the causal relationship that can contribute to the behaviour model in aboriginal 

tourism.  

This study intended to bridge the research gap in suggesting an integrated approach to 

understand the visitors’ psychological behaviour in attending the SSEST by using 

motivation, perceived image, perceived value, satisfaction and behavioural intentions. 

The proposed theoretical model on the causal relationships among the psychological 

behaviour (motivation, perceived image, perceived value, satisfaction, and 

behavioural intentions) are empirically analyse based on tourist behavioural theory. 

This study also assessed the mediating role of satisfaction in the relationship between 

psychological behaviour. Lee and Hsu (2013) agreed on the essential to recognise the 



 

7 

causal relationships among the latent variables and a forthcoming study should 

investigate the different context within the fields of tourism and leisure. Hence, this 

study suggested a proposed model which can theoretically and methodologically 

expand the understanding of the element on the visitors’ future behavioural intentions 

in attending the SSEST.  

1.2 Problem Statement 

In recent years, several types of tourism have become increasingly popular among 

travellers. Events sports tourism is one tourism industry that has been attracting more 

travellers.  Kaplanidou and Vogt (2006) mentioned that the increasing demands from 

visitors for a more active activity have influenced the growth of events sports tourism. 

Over the years, mega sporting events have attracted more tourists compared to small-

scale events sports tourism (SSEST). Although visitors are interested in mega-events, 

several small-scale sports events are also organised, as they can be a part of the tourism 

products in Malaysia. There are several examples of SSEST in Malaysia, particularly 

in the Northern region, which are Temasya Sukan Sungai, Parit Buntar Kampung Run, 

SP Half Marathon, The Colourful Run, and Karnival Sukan Bendang dan Permainan 

Tradisional. Instead of relying on mega sporting events, Malaysia should have a 

diversity of events sports tourism to attract more visitors each year.  

Some events were discovered to have failed to attract visitors. According to Egresi and 

Kara (2014), the low popularity of SSEST is due to the perception that the events are 

organised for the local community for entertainment and charity purposes, which do 

not focus on tourism. Besides that, the lack of attention towards SSEST has not been 

adequately discussed in previous studies, as the attention has been diverted to mega 

sporting events (Yusof et al., 2009). The previous literature has pointed out that mega 
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sporting events have given good outcomes and a significant form of income 

generation. Despite the significance of sports event as a tourist attraction, it is 

surprising that a lack of interest has been given in terms of empirical research on small-

scale sports events as a tourism attraction in Malaysia. Hence, to maximize the 

economic benefit of small-scale sports events in Malaysia, an understanding of the 

visitors’ behavioural intentions in attending such an event should be acknowledged to 

help event manager’s plan and attract as many tourists as possible to visit and even 

participate in such sporting events. 

Event participation behaviour can be measured through the evaluation of visitors’ 

behavioural intentions. The significance of understanding visitors’ behavioural 

intentions had been highlighted by Yusof, Shah and Geok (2010) in their study on the 

Champions Youth Cup in Malaysia, which stated that it is essential for event organisers 

in Malaysia to find the solutions to attract visitors to attend sporting events. Besides, 

understanding visitors’ behavioural intentions in attending a small-scale sports event 

should be acknowledged through an in-depth study by researchers, since not much was 

known on how event characteristics could develop positive behavioural intentions, 

such as the intent to revisit, word-of-mouth communication, and the intent to 

recommend (Kaplanidou & Gibson, 2010) 

Furthermore, an understanding of visitors’ behavioural intentions considers specific 

theoretical and practical significance related to the development of visitors’ experience 

in attending small-scale sports events. Available evidence in the context of mega and 

large sports events shows that motivation plays an important role in the improvement 

of visitors’ behavioural intentions. Kozma, Michalkó and Kiss (2014) found that 

visitors who attend sports events are motivated to travel to the destination. Prayag and 
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Grivel (2014) further affirmed that each visitor has a different intensity of motivational 

factors. It is important to improve an agreement of the various motivational forces 

powering visitors’ selection of participation in different contexts of sports events. This 

has been agreed by Aicher, Karadakis and Eddosary (2015) which explained that the 

information of individual motivation may lead to a better understanding of the reasons 

for visitors’ choosing one event over other events, especially among small-scale sports 

events.  

Likewise, sports tourism researchers divided visitors’ motives into extrinsic and 

intrinsic factors. Sports participation is more closely tied to intrinsic reasons, whereas 

motivation for exercise may affected by extrinsic reasons (e.g. escape, knowledge, and 

social recognition). In attempting to link visitors’ motives with behavioural intentions, 

Hungenberg, Gray, Gould and Stotlar (2016) suggested employing a push and pull 

method, which analyses how psychological motives reinforce visitors’ behavioural 

intentions. These two prevailing factors address how visitors are ‘pushed’ to achieve 

determination to participate and show how they are ‘pulled’ or attracted by event 

characteristics. Dann (1981) stated that internal or emotional factors are related to push 

motivations, whereas external, cognitive, or situational factors pertain to pull 

motivations. It is essential for organisers to identify visitors’ motivation to participate 

in SSEST. However, there have been limited studies that focused on SSEST in South 

East Asian countries, especially Malaysia (Aicher & Brenner, 2015). Previous studies 

only focused on the factors of visitors’ motivation towards events sports tourism, but 

did not focus on SSEST.  

Besides motivation, visitors who attended sports events are believed to have been 

motivated by several psychological factors. One psychological factor is the perceived 
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event image. Nonetheless, there are limited study on the perceived event image 

compared to the destination image (Deng, Li, & Shen, 2013). Koo, Byon and Baker 

(2014) defined event image as the perception of the visitors on the event organiser, 

environment, and physical activities which involve emotion.  

Valle, Mendes and Guerreiro (2012) agreed that there are several forms of 

understanding the measurement of image; one of them is the cognitive image. The 

cognitive image consists of multiple perceptions or cognitions related to specific 

attributes, such as resources, attractions, and destination. Meanwhile, Walker et al. 

(2013) further recommended cognitive and affective multi-item scales to measure 

event image, based on Kaplanidou and Gibson (2012), which stated that the 

operationalization of event image as one item is insufficient for other potential 

components of the event experience to influence visitors’ behavioural intentions. Thus, 

the use of event image could definitely affect behavioural intentions and could 

influence visitors’ decision to participate; in turn, this could maintain the visitors’ 

presence or attendance at these events. 

Instead of merely identifying multiple attributes, they can be put into focus and used 

in events (Valle et al., 2012). The attributes include the type of events, events 

characteristics, and individual factors. There is no agreement on the theoretical 

foundation, so the lack of research regarding event image can conclude that empirical 

results have been inconsistent (Deng et al., 2013). Kaplanidou (2010) supported this 

and mentioned that efforts should be made to conceptualise a sports event image 

clearly to understand visitors’ behavioural intentions and their importance in 

promoting SSEST as a tourism attraction. Each visitor can be said to have a different 
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perception of an event image that can influence oneself to attend the sporting event, as 

well as different intentions (Liu, 2015). 

Furthermore, as a notion accepted in tourism studies, it would be necessary to 

determine visitors’ consumption behaviour in understanding their decision to travel. 

This was based on Backman and Huang (2014) study, which argued that visitors’ 

decisions and behaviours may be influenced by a set of variables, including previous 

participation in an event. Among the variables, perceived value has been recognised 

as an antecedent that influences visitors’ behavioural intentions (Chen & Chen, 2010). 

However, among the constructs that have been reviewed, Allameh, Pool, Jaberi, 

Salehzadeh and Asadi (2015) suggested a future study to investigate the visitors’ 

perceived value, which affects their behaviour. Additionally, perceived value was 

found to have been examined as one of the main constructs of visitors’ consumption 

behaviour. Furthermore, perceived value also allows for the visitor’s overall 

assessment of a tourism product or service, based on the perception of the trade-off 

between what is given and what is received.  

To understand the visitors’ perceived value, it is worth to investigate how visitors’ 

evaluate products and services. Previous studies tended to focus on the value of 

quality, emotion, price, and society (Sweeney & Soutar, 2001). Meanwhile, visitors’ 

who have more experience, tend to perceive the value of emotion compared to other 

components. The value of emotion is based on previous experience that had influenced 

their loyalty towards certain products and/or services. However, besides the value of 

emotion, Sato et al. (2017) proposed a new construct i.e. perceived reputation, to 

understand visitors’ behaviour related to perceived value. Hence, exploring whether 
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or not perceived value is considered as an influencing factor for the visitors’ decision 

to attend SSEST is recommended.  

It would be worth to measure perceived value as an antecedent of satisfaction. Prior 

knowledge has shown that visitors draw their judgment on satisfaction based on prior 

expectations, as well as on the value of the experience in terms of the comparison 

between benefits and sacrifices. However, other perspectives on the link between value 

and satisfaction are sometimes considered. Kim, Kim, Ruetzler and Taylor (2010) 

highlighted that satisfaction is the key component in predicting visitors’ repeat and 

repurchase intentions; a statement also agreed by Alexandris (2016). Yet, there is not 

much attention given to visitors’ satisfaction in SSEST, especially in Malaysia. Martin 

and O’Neill (2010) argued that visitors’ satisfaction level towards events was not 

properly addressed in previous studies. Hence, recognising visitor’s level of 

satisfaction is valuable. Fulfilling visitors’ satisfaction leads to the positive influence 

of behavioural intentions.  

The failure to understand may affect the cost among event organisers, as the reduction 

in visitors’ satisfaction may lead to a reduced loyalty. This finding indicates that the 

cognitive process occurs when visitors’ evaluate services and products. The obtained 

results then lead to both cognitive (expectancy-disconfirmation) and affective 

satisfaction responses. According to Theodorakis, Alexandris, Tsigilis and Karvounis 

(2013), the investigation into visitors’ satisfaction can help sports marketers to design 

more attractive events that can attract more loyal visitors to the events. In addition, 

satisfied visitors tend to be more committed to the destination, services, or products, 

compared to less satisfied visitors. Reza, Niknezhad, Mohammad Hossein Razavi and 
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Rostamzadeh (2016) agreed that attaining visitors’ satisfaction can influence their 

behavioural intentions positively, such as the consideration for future attendance. 

Moreover, several studies found that motivation, perceived image, and perceived value 

are mediated by satisfaction, but a study on satisfaction as the mediating role is yet to 

be explored, especially on the stated sequence (Lee, 2009; Meng, Liang, & Yang, 

2011). Kaplanidou and Gibson (2012), who established the sequence of event image 

and behavioural intentions, found that satisfaction partially mediated the relation 

between these two variables. Satisfaction is believed to play an important mediating 

role, although motivation, perceived image, and perceived value are found to be 

relevant antecedents of visitors’ behavioural intentions (Prayag & Grivel, 2014). 

Currently, there is a lack of study on the indirect effect of satisfaction towards visitors’ 

behavioural intentions, especially in small-scale sports event study, hence this topic 

should be investigated further. Moreover, the limited empirical evidence on 

satisfaction as the mediating role has resulted in insufficient explanation related to the 

indirect relationship among event image, motivation, perceived value, and behavioural 

intentions in the context of SSEST (Koo et al., 2014). Therefore, this study will attempt 

to reveal the neglected parts of satisfaction as a mediating role which focuses on 

SSEST. 

Besides that, the fulfilment of visitors’ motivation, perceived image, perceived value, 

and satisfaction will produce either positive or negative behavioural intentions among 

visitors. Previous studies (Allameh et al., 2015; Jin, Lee, & Lee, 2015; Kaplanidou & 

Vogt, 2007) have revealed that perceived image, motivation, and perceived value have 

an important influence on visitors’ behavioural intentions. However, the limited 

understanding of the relationships among these variables has become the major 



 

14 

obstacle in predicting visitors’ behavioural intentions (Moon, Ko, Connaughton, & 

Lee, 2013).  

To fill the theoretical shortcomings in justifying visitors’ behavioural intentions of 

attending SSEST, this study has been carried out based on Ajzen (1991) theory of 

planned behaviour (TPB). TPB predicts that attitudes, subjective norms, and perceived 

behavioural control, predict a person’s intention to participate in an activity. Attitudes 

refer to the extent which one views behaviour as favourable or unfavourable. In 

particular, the theory presented that if a person perceives positive outcomes resulting 

from participation, his/ her attitude towards performing that behaviour is likely to be 

positive. According to Ziadat (2014), a visitor’s obtainment of a certain behaviour is 

influenced by his/her intention of accomplishing the behaviour. This is in line with 

Kaplanidou and Gibson (2012) statement that TPB explains the antecedents of visitors’ 

behaviour towards their intentions, such as loyalty, the intent to consume the product 

and services again, and the decision to revisit a destination. It is believed that previous 

experience and visits can increase the chance of visitors’ intentions, attitudes, and 

behaviour. 

Hence, in order to obtain a more comprehensive understanding related to visitors’ 

motivation, the push and pull theory is worth using, due to its relevance in explaining 

visitors’ motives of attending an event or making a decision. The push factors will 

convince visitors to attend or participate in an activity due to their own desires and 

interests, whereas the pull factors are linked to the attraction from the activity 

(Dolinting, Yusof, & Soon, 2015; Kaplanidou & Gibson, 2010). The push and pull 

theory would be beneficial as it contributes to the understanding of visitors’ motives 

to participate in an activity, either by internal and psychological (push) factors or 
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external (pull) factors related to the activity’s attributes. Hamdan and Yusof (2014) 

further claimed that the differences in motives among visitors are due to the differences 

in their demographic characteristics. Leiper's Tourist Attraction Theory (1990) stated 

that greater attractions will be able to attract visitors to a destination and/or retain them, 

whereas lesser attractions affect the decision to participate. The differences in 

motivational influences, which force the behaviour of visitors’ motives, are also 

affected by the Tourist Attraction Theory. 

Specifically, the pull factors could explain the attractions or attributes of the events or 

activities, which suit the interest of the visitor. However, there are still some 

disagreements, since the push and pull theory could not further explain a sports event 

as a tourist attraction. Leiper (1990) specified that tourist attraction is “a system 

comprising of three elements: a tourist or the human element, a nucleus or the central 

element, and a marker or the informative element.” The tourist or human element 

involves different reasons for visitors’ deciding to participate or attend an event, since 

each visitor will have a different reason for participating or travelling. The nucleus or 

the central element involves characteristics of an event’s attraction, which contribute 

to the visitor’s experience. Finally, the marker or informative element functions to 

inform and encourage the visitor to attend sports events. Consequently, a study of 

visitors’ behavioural intentions helps in identifying visitors’ psychological behaviour 

in deciding to attend SSEST.  This study uses TPB, the theory of tourist attraction, and 

the push and pull theory as theoretical backgrounds in obtaining an in-depth 

understanding with regard to visitors’ behavioural intentions towards SSEST. Apart 

from that, this study intended to analyse the direct and indirect relationship among 

visitors’ motivation, perceived image, perceived value, satisfaction, and behavioural 

intentions in the context of small-scale events in sports tourism. 
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1.3 Research Objectives 

The aim of this study is to investigate the psychological determinants of visitors’ future 

behavioural intentions in small-scale events sports tourism and examine the direct and 

indirect relationship between the variables. The following are the research objectives 

of this study:   

1. To identify the factors of visitors’ motives in attending the SSEST. 

2. To identify the factors of visitors’ perceived image in attending the SSEST. 

3. To identify the factors of visitors’ perceived value towards the SSEST.  

4. To identify the factors of visitors’ satisfaction with the SSEST. 

5. To examine which of the psychological factors relating to motivation, perceived 

image, perceived value, and satisfaction that are likely to influence the visitors' 

future behaviour intentions to attend the SSEST. 

6. To examine the mediating effects of satisfaction on the relationship between 

motivation, perceived image, perceived value, and behavioural intentions. 

7. To propose a model of small-scale events sports tourism (SSEST) comprising of 

motivations, perceived image, perceived value, satisfaction, and behavioural 

intentions. 

1.4 Research Questions 

1. The research questions were formulated as follows:  

2. What are the visitors' motives for attending SSEST? 

3. What is visitors' perceived image of the SSEST? 

4. What is visitors' perceived value of the SSEST? 

5. What is visitors’ satisfaction level with the SSEST? 
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6. To what extent do the psychological factors relating to motivation, perceived 

image, perceived value, and satisfaction influence the visitors' future behaviour 

intentions to attend the SSEST.  

7. Does visitors' satisfaction with the SSEST mediate the relationship between 

motivation, perceived image, perceived value, and behavioural intentions? 

8. To what extent the SSEST be conceptualised in a model involving motivations, 

perceived image, perceived value, satisfaction, and behavioural intentions? 

1.5 Operational Definitions 

The operational definitions for the term used in the research:  

1.5.1 Psychological determinants is defined as the person’s individual characteristics, 

such as cognitions, beliefs and motivation, which could potentially be associated 

with physical activity (Cortis et al., 2017). In the context of this study, it refers 

to factors which stimulate visitors to participate in the SSEST such as 

motivation, perceived image, perceived value and satisfaction. 

1.5.2 Motivation is defined as any factor that motivates the visitors to attend the 

SSEST and the visitors’ motives are based on the push factors. The push factors 

explained the reason that people travel and choose to attend SSEST. The 

motivation factors can be measured using adapted instruments that were 

developed by Prayag and Grivel (2014) and Savinovic, Kim and Long (2012). 

The adapted question is based on push factors such as escape, excitement, 

social, knowledge/education, and marketing. One of the questions is what are 

your motives to attend the SSEST? (e.g., to escape from routine life, to share 

experiences with my friends). 
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1.5.3 Perceived Image is defined as the sum of the visitors’ belief, thoughts, and 

impression when attending the SSEST. This definition is agreed by Gwinner 

(1997) who stated that visitors will have several interpretations based on their 

psychological perspective. This study referred to the perceived image as the 

benefits, facilities, and event management that can be measured using adapted 

instruments from Kaplanidou (2010) and Deng, Li, and Shen (2013). For 

example, this event has a good reputation and the organiser has provided good 

security. 

1.5.4 Perceived Value is defined as the consumers’ overall assessment of the product 

based on the perception of what is received and what is given (Chen & Chen, 

2010). This is because each visitor has a different perception of the benefits and 

cost when attending the SSEST. Therefore, the perceived value in this study was 

measured using the scales adapted from past research (Jin et al., 2013; Lee, Lee, 

& Choi, 2010). For example, the entry fee for the events sports tourism is 

affordable and I felt good about my decision to attend this SSEST. 

1.5.5 Satisfaction is defined as the visitors’ judgement about the product and services 

that were offered at the SSEST. The visitors can be considered as satisfied with 

the SSEST when the products and services have met or exceeded their 

expectations. The visitors’ satisfaction level was measured using adapted 

instruments from Huang (2011). For example, I truly enjoyed my visit to SSEST. 

1.5.6 Behavioural intentions is defined as the subjective judgement concerning the 

probability of visitors in attending the SSEST. The behavioural intentions in this 

study referred to the visitors’ intentions to revisit, positive word of mouth 

(WOM), and intentions to recommend. For example, I am likely to revisit this 

SSEST and I am likely to recommend this event to my friends and family. 
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1.6 Scope of Study 

Due to the importance of the small-scale events sports tourism in Malaysia, this study 

intended to focus on the visitors who attended the events sports tourism in the northern 

region in Malaysia. This study focused on both active and passive visitors. The 

visitors’ psychological behaviours including motivation, perceived image, perceived 

value, and satisfaction were investigated to determine the factors that affect the 

visitors’ intentions. The researcher has chosen to use a self-administered questionnaire 

as the method to collect the data which was managed in March 2016 in the Northern 

region of Peninsular Malaysia (Kedah and Perlis). 

1.7 Hypotheses 

Based on the research objective that has been listed, there were eleven hypotheses has 

been generated for this study as follows:   

H1:  There is a positive relationship between the visitors’ motivation and behavioural 

intentions to attend the SSEST. 

H2: There is a positive relationship between the visitors’ perceived image and 

behavioural intentions to attend the SSEST. 

H3: There is a positive relationship between the visitors’ perceived value and 

behavioural intentions to attend the SSEST. 

H4: There is a positive relationship between the visitors’ satisfaction and behavioural 

intentions to attend the SSEST. 

H5: There is a positive relationship between the visitors’ motivation and satisfaction 

of the SSEST. 

H6: There is a positive relationship between the visitors’ perceived image and 

satisfaction of the SSEST. 

H7: There is a positive relationship between the visitors’ perceived value and 

satisfaction of the SSEST. 

H8: The effect of motivation and behavioural intentions is mediated by satisfaction. 

H9: The effect of perceived image and behavioural intentions is mediated by 

satisfaction. 
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H10: The effect of perceived value and behavioural intentions is mediated by 

satisfaction. 

1.8  Significance of the Study 

Although there are several previous studies that focused on sports tourism in Malaysia, 

it was found that those study have been focused on the mega sporting events. It is 

believed that this study may contribute to the understanding of the theory and practices 

pertaining to the visitors’ behaviour in small-scale events sports tourism (SSEST). This 

study has determined the importance of visitors’ behavioural intentions in attending 

the SSEST in the Northern region of Peninsular Malaysia.  

This study intended to contribute to the understanding of the visitors’ future behaviour 

intentions by using the proposed model of SSEST. This model provides an in-depth 

understanding of the visitors’ behavioural intentions through motivation, perceived 

image, perceived value and satisfaction. Furthermore, with the knowledge obtained it 

will increase the understanding among practitioners’ in organising the SSEST which 

will indirectly become as one of the attractions for sports tourism. To date, the various 

sports events in Malaysia have contributed to economic benefits. However, it was 

found that only the mega-events can attract the attention of the local and international 

visitors compared to the SSEST. Therefore, the tourism authority has to put in more 

efforts to promote SSEST at the local, national, and even international levels as one of 

the sport tourism products.  
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1.8.1 Theoretical Contribution 

From the theoretical perspective, this study extended the existing knowledge of 

behavioural intention within the context of SSEST through the development of 

framework and purpose model of motivation, perceived image, perceived value, 

satisfaction and behavioural intentions. The planned behaviour theory, push and pull 

theory and tourism attraction theory was considered as the underpinning theory. These 

theory has been used to determine the relationships between variables through the 

dimension of motivation, perceived image, perceived value, satisfaction and 

behavioural intentions of SSEST. The planned behaviour theory asserts that intentions 

to perform behaviours can be predicted with high accuracy from attitudes toward the 

behaviour, subjective norms, and perceived behavioural control and together with the 

perceptions of behavioural control (Ajzen, 1991). Meanwhile, the push and pull theory 

explained the motivation reason for tourist to perform the needs of travelling and the 

specific attractions which induces the tourists (Dann, 1981). 

Furthermore, the development of this purpose model is expected to enhance the 

literature, especially in visitors’ behavioural intentions in small-scale sports event 

through the dimension that has been used. In addition, the empirical study of the 

visitors’ behaviour through several of dimension contributed to the significance of 

understanding the visitors’ behaviour of SSEST, especially in Kedah and Perlis. The 

dimension that has been engaging in this study such as motivation, perceived image, 

perceived value, satisfaction and behavioural intentions becomes the key factor in 

assessing the psychological behaviour of visitors’ towards SSEST. Dolinting, Yusof, 

and Soon (2015) agreed on the importance of recognising the visitors’ behaviour to 

identify the diversity that every visitor has different reasons to attend any events. The 

results and findings of this study enrich the understanding of the visitors’ behavioural 
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intentions, especially in small-scale event sports tourism. Besides, this study also 

broadens the knowledge by using satisfaction as mediating variables. 

In general, the findings of this study be able to contribute to the body of knowledge by 

using the proposed model of SSEST which helps researchers, students, and academics 

to have an in-depth understanding regarding visitors’ behaviour of SSEST in Malaysia. 

This study provides empirical evidence on the development of the framework and 

proposed model within the SSEST in Malaysia by using the adapted items from the 

previous study. The adapted questionnaire was improved on the setting to ensure that 

it is suitable for SSEST in Malaysia.   

1.8.2 Practical Contribution 

From the practical perspectives, this study provides an understanding of visitors’ 

psychological behaviour to attend the SSEST. Event organiser to enhance their 

understanding through the dimension of motivation, perceived image, perceived value, 

satisfaction and behavioural intentions. The framework and proposed model that has 

been developed was helping the event organiser and event marketer to enhance their 

understanding of the visitors’ behavioural intentions. Furthermore, this understanding 

moreover, helps the events organiser to improve the visitors’ experience besides 

helping them to better manage and monitor the visitors’ of small-scale event sports 

tourism.  

In addition, to ensure the organising events can become or can attract visitors’ to attend 

is on the marketing that has been strategized earlier. The marketing team should plan 

their operating and marketing strategies based on the target visitors’ besides also 

fulfilling the needs, demands and achieving the visitors’ satisfaction. Another word, 
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the marketing team should plan their strategies based on their event market segment. 

They should really understand their visitors’ behaviour or their market segment to 

ensure event sustainability. Understanding through what motivate visitors’ to 

participate, was help the event organiser to plan their event based on the push and pull 

factors. Besides that, as most of the event has been organised several times, the image 

and value of the event that perceived by the visitors’ also should be acknowledged by 

the organiser.  

Moreover, it is essential for the event marketing to ensure the visitors’ satisfaction due 

to achieving the level of satisfaction was enhance the visitors’ behavioural intentions 

through positive word of mouth, intention to revisit and intention to recommend. As 

Stylos, Vassiliadis, Bellou and Andronikidis (2016) stated that marketing managers 

should focus on stimulating word-of-mouth communication to promote the desire of 

repeat visit among the visitors’. Moreover, marketing managers also should use social 

media platforms in promoting events. However, the marketing managers also should 

acknowledge the social media platform also can become a place to exploit countless 

word-of-mouth by spreading negative reviews. After all, most of the marketing study 

agreed that building relationships with visitors not only results in repeat purchase but 

greater profitability due to cost savings of making a new marketing strategy. Hence, 

understanding the psychological behaviour of the visitors’ through the develop 

framework and proposed model, the event and marketing managers are able to 

maximise their understanding to ensure the SSEST can become as par as the mega 

sporting events besides can contributes to the positives outcomes of the local 

community. 
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1.9 Structure of the Thesis 

This thesis comprised of five chapters. Chapter one introduces the research 

background of the study, problem statement, research objectives and questions, 

definition of terms or variables, hypotheses, scope, and significance of the study. 

Chapter two discusses the review of relevant literature in relation to the research 

problem and objectives, underpinning theories, and conceptual framework. The 

chapter begins with the overview of events sports tourism in Malaysia, followed by 

variables such as motivations, perceived image and value, satisfaction and behavioural 

intentions. This chapter also extends the literature related to the variables and explains 

the antecedent and unexplored factors that can influence the visitors’ behaviour in 

attending the SSEST. The reviewed theories in this chapter are used to further 

strengthen the findings in this study and relate the theories to the conceptual 

framework.  

Chapter three discusses the research method that was used in this study. The chapter 

consists of a research design, population and sample, and instrument designs. This 

study has implemented the quantitative approach for data collection which is further 

explained in details.  

Chapter four presents the findings of the quantitative data analysis and chapter five 

discusses the results and conclusion that were obtained from both SPSS and SEM-

AMOS analyses.  
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CHAPTER TWO 

 

LITERATURE REVIEW 

2.1 Introduction 

This chapter discusses the previous studies related to visitors’ psychological behaviour 

which are motivation, perceived image, perceived value, satisfaction and behavioural 

intentions. The structure of this chapter is divided into several sections. The first part 

highlights the sports tourism and sports events tourism in Malaysia by focusing on 

small-scale events sports tourism. The following section discusses the socio-

demographic profile of the visitors, visitors’ motivation, perceived image, perceived 

value, satisfaction, behaviour intentions, and the relationship between the variables. 

The theoretical perspectives are briefly discussed in this chapter. Finally, the 

conceptual framework of this study is also presented.  

2.2 Sports Tourism  

The concept of sports-related tourism has become well-known since the mid-1990s 

and received more attention among academic scholars as it becomes increasingly 

popular as one of the tourism products. It is a common phenomenon nowadays for 

travellers to trave to a destination so that they can take part in sports activities or watch 

sporting events. It is known that people have involved in sports-related travel for 

centuries. It has been started in the early 900BC once the Greeks travelled to participate 

in the Ancient Greek Games. The sports tourism terminology is widely used in recent 

years. However, it is unclear whether the term that has been used is accepted due to  
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the inconsistencies of the definition being used by academic scholars. Hinch and 

Higham (2001) stated that there is no universal accepted definition for sports tourism 

and several definitions were developed to fulfil the broad range of needs.  

Sports tourism can be described as leisure-based travel that brings the individuals for 

the time being out of their homes to get involved in the physical activities, to watch 

the physical activities, or to venerate the attraction associated with the physical 

activities (Gibson, 1998). Sports tourism can be divided into three sectors which are 

active sports tourism, events sports tourism, and nostalgia sports tourism. Active sports 

tourism refers to people who travel to participate in sports. Due to the changes in sports 

tourism, tourists would rather be involved in many activities during their vacation.  

This trend has increased the demands to provide health and fitness facilities and it has 

become mandatory for hotels and resorts to be well-equipped with sports and fitness 

facilities. Besides providing health and fitness facilities, there is also a range of sports 

being offered to tourists such as skiing, golfing, cycling, and hiking.  

The second type of sports tourism is events in sports tourism. This type of sports events 

is related to sports events as tourist attractions. Events sports tourism consists of mega-

events (hallmark and mega-events) and small-scale sports events. Hallmark events are 

defined as a large-scale event which happens irregular, develops primarily to increase 

awareness, appeals the usefulness of a tourism destination for a short and long term 

(Sun, Rodriguez, Wu, & Chuang, 2013).  

The purpose of organising hallmark events is to discover the destination or location as 

a tourism attraction, to obtain the international acknowledgement, as well as 
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generating economic advantages. Moreover, mega-events, the small-scale sports 

events is also a component of events sports tourism. Gibson (1998) defined small-scale 

sports events as the normal season or smaller one-off sports events. Besides that, 

Gibson, Kaplanidou and Kang (2012) delineate small-scale events sports tourism as 

small events where contestants may exceed the spectators which are frequently held 

once a year with minimum national media attention and restricted economic activities.   

The third category of sports tourism is nostalgia sports tourism. Nostalgia sports 

tourism focuses on the tourists who travel to visit the sports hall of fame, sports-themed 

attractions such as cruises, or sports venues such as the Olympic stadium in Sydney. 

This type of sports events can be considered as a dream vacation or once-in-a-lifetime 

trip such as the visit to the Manchester United football stadium in Old Trafford.  

According to Gibson (2005), the popularity of the nostalgia sports tourism has 

influenced the destination marketing organisations (DMO) to use nostalgia sports 

tourism as their preferred theme for a destination. Nowadays, many management 

organisations noticed the potential of sports tourism as one of their attractions to 

market and attract tourists to visit their destination. In addition, the DMO also believed 

that sports tourism can be a strategy to enhance their destination image around the 

world. The positive image can indirectly improve the tourists’ impression on a certain 

location or destination.  

2.3 Events Sports Tourism 

Sports and tourism nowadays have become more popular among the tourists for leisure 

purposes. Sporting events also have allowed sports tourists and visitors to produce a 

sense of relation besides integrating with other people. It can be said that sports event 
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becomes a modern lifestyle for people to form of involvement in social life. Hence, 

the management organisers strategized to use this event as one of their marketing 

strategies to provide more recreational and leisure activities for sports tourist and 

visitor. Further, Malchrowicz-Mośko and Poczta (2018) stated that sporting events 

also necessary to convince the visitor’s experience of robust emotions, which occupied 

the hierarchy of post-modern human requirements. Besides participating in the sports 

tournament during their visit, some visitors also visit a destination to participate as the 

spectators or participants. These visitors will prefer events sports tourism to fulfil their 

interest in sports activities. Gibson (1998) stated that events sports tourism is a trip in 

which the tourists watch sports events. It is noticeable that many big cities tend to 

focus on events sports tourism in generating their incomes and enhancing their image. 

There are two ways for the host cities to generate incomes under the events sports 

tourism such as organising the hallmark events and the small-scale sports events. 

Hallmark events is a huge scale event which happens occasionally and it is associated 

with a specific location. Besides hallmark events, another event that can attract 

international attention is mega-events which is a large scale event that is done once at 

an international level. These large scale events will benefit the country by enhancing 

its image, building new facilities, and improve its economy. This is in line with 

Menzies and Nguyen (2012) who stated that sports events have an impact on the host 

cities such as generating employment opportunities. In addition,  Angelo Presenza and 

Lorn Sheehan (2013) stated that the organisation of large scale events should provide 

a favourable situation for the city and communities. The organiser also needs to 

consider the negative impacts such as the social and involvement of the community to 

maximise the potential of tourism development.  
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In order to gain support from the community, event organisers should understand how 

the community perceives these impacts. Kim, Jun, Walker, and Drane (2015) agreed 

that it is essential to investigate the social impacts although the economic impacts have 

a bigger effect on the community. It is known that hallmark events have their own 

uniqueness, the aura of tradition, their own fans and attraction. Conventionally, 

hallmark events can provide more economic benefits and improve the optimistic image 

of a destination. The size of the hallmark events considered the capacity of the venue, 

numbers of visitors, and the diversity of the games. Hence, it is essential to maintain a 

positive image and cater to the visitors’ satisfaction to attract more visitors to the 

hallmark events. The hallmark events can be in the form of carnivals, festivals, cultural 

or religious events, and greatest sports events such as the Olympic Games, FIFA World 

Cup Football tournament, Le Tour de Langkawi, and Kuala Lumpur Grand Prix.  

One of the events sports tourism products is small-scale sports events. This event is 

organised during the regular season and it can also be a smaller one-off sports events. 

Zarei and Yusof (2014) interpret small-scale sports events as a normal sporting 

seasonal contest or a domestic competition that involves minimum investment. On the 

other hand,  Li and Vogelsong (2006) affirm that a small-scale event gives better 

benefits to the communities and managers who hosted the events. The hallmark events 

provide benefits to the host cities or countries, whereas the small-scale sports events 

provide more benefits to the communities with fewer burdens as it is organised using 

limited financial cost and only used the existing facilities. In addition, the continuous 

use of the existing infrastructures and cultural capital will contribute to the 

sustainability of tourism development (Csobán & Serra, 2014; Gibson et al., 2012).  
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The organisation of small-scale sports events does not only concentrate on the 

sustainability of tourism development but also promotes this event as one of the 

potential tourism products. Besides that, these events also can indirectly promote rural 

destinations to visitors because most of the small-scale sports events were organised 

in rural areas. The natural environment makes the events more unique and the visitors 

can have a positive experience. This statement is agreed by Bertella (2014) who stated 

that organising events in the rural area can become the starting point and the potential 

to promote the events among tourists who are active in sports.  

Besides that, the organisation of small-scale sports events is a significant way to 

develop the competencies and capabilities of the country to host major events (Pereira, 

Mascarenhas, Flores, & Pires, 2015). In organising the small-scale sports events, the 

organiser and local community have to recognise the needs and demands of the 

visitors. At this stage, the organising team should be well-equipped with the 

knowledge to provide a memorable experience to the visitors which might influence 

them to promote the events by using word of mouth. The benefits of small-scale sports 

event that has been discussed have brought to the believed that the small-scale sports 

events will turn into an attraction among local or international tourists that will help 

the community to gain their economy incomes and benefit the local government.  

Gibson et al. (2012) stated that organising small-scale sports events can contribute to 

the economic, social, and also tourism sustainability. It can be said that both hallmark 

events and small-scale sports events can benefit the economy of the host city. Gibson 

(1998) pointed out that it is a good strategy to use sports as an attraction for economic 

and community development. However, the organisation of these events can give 

positive and negative impacts on the city and surroundings. Thus, examining the 
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positive effects of the small-scale sports event would be useful for the development of 

economic benefits. It is therefore important for researcher, organiser and the sports and 

tourism agencies to work closely to ensure that the impacts can be managed using 

proper planning. This strategy will help the host city and country to gain more 

economic benefits due to the popularity of sports as a tourism attraction. 

2.4 Overview of the Events Sports Tourism in Malaysia 

The expeditious development of events sports tourism (EST) has influenced Malaysia 

to effectively publicise events sports tourism to become the organiser and manage of 

various mega-sporting sports events. One particular advantage of organising the EST 

is because EST is one of the popular sectors that contributes to the economy and 

provide advantageous incomes in Malaysia. Further, Malaysia has obtained an 

awarded as Asia’s Leading Sports Tourism Destination in the year 2011 by the World 

Travel Award (Dolinting, Yusof, & Soon, 2013). The Ministry of Youth and Sports 

(KBS) has been selected as the agency that is accountable in arrange and organising 

sports tourism, whereas the Ministry of Tourism is in charge for the marketing and 

promotion strategies to attract visitors (http://www.motac.gov.my/en/programme/ 

tourism/sport-tourism). Before KBS is appointed as the organisation that manages the 

sports tourism in Malaysia, the organisation is a part of the Malaysia Sports Tourism 

Council (MSTC) in the year 1994. The formation of this committee is to expand and 

examine the sports tourism in the country besides assisting the government to organise 

the 16th Kuala Lumpur Commonwealth Games 1998. This mega sporting event has 

become the turning point for Malaysia in promoting sports tourism. Besides that, 

Malaysia has also organised other mega-sporting events such as Formula One Grand 

Prix, the Monsoon Cup, and Le Tour de Langkawi.  
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The chances to organise mega sporting events has indirectly been a factor to the 

economic opportunities and the development of infrastructure in sports facilities such 

as Sepang International Circuit in the year 1999 and Stadium Bukit Jalil. Despite 

organising mega-sporting events, a wide selection of sports tourism has been offered 

in Malaysia such as adventure sports, extreme sports, and traditional sports. The 

extreme sports tourism provides a broad range of outdoor adventure sports such as 

Kenyir 4x4 Challenge and Kenyir Mountain Bike Challenge at Lake Kenyir in 

Terengganu. Besides that, there are also tourists who preferred extreme sports 

activities such as fly boarding, bungee jumping, and sky diving. The demand has 

influenced the organiser and the local authority to develop more sports activities in 

rural areas. For example, the local tourism authority in Jerantut has developed a new 

local attraction based on the sports activities in that area (Ab Malek, 2018).  

The richness of the flora and fauna in Malaysia has caused the development of events 

sports tourism as an attraction for the visitors. Besides that, the traditional sports 

tourism should also be given the emphasis as it can also contribute to the growth of 

events sports tourism in Malaysia.  

Malaysia has organised several major sports events such as FMA (Muaythai) World 

Championships in the year 2014, PGA Tour, ATP/WTP tennis tournament, and the 

World Table Tennis Championships in the year 2016. Therefore, the supports from the 

government, KBS, and Malaysia Convention and Exhibition Bureau (MyCEB) are 

very important to ensure that Malaysia is the chosen destination for events sports 

tourism. 
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2.5 The Concept of Events Experience 

The growth of sports events has become the foundation for event organisers to organise 

an event that can provide a memorable experience. According to Getz (2007), the event 

organiser should know the meaning of events experience and how to plan and design 

experience. According to Oh, Fiore and Jeoung (2007), events experience can be 

defined as enjoyable and it is the visitors’ engagement with the memory using personal 

ways. In general, the experience is something that the visitors can interact with such 

as the environment, facilities, or staff. Events experience consists of three behavioural 

attitudes which are conative, cognitive, and affective. The conative dimension refers 

to the visitors’ actual behaviour; cognitive refers to the awareness, memory, and also 

the understanding of the events; and affective dimension refers to the visitors’ feelings 

and emotions. Therefore, it can be concluded that an event is different from the norms 

in a day of living (Ayob, Wahid, & Omar, 2013).  

It seems that event organisers have strengthened their business strategy of organising 

events. Nowadays, visitors are not engaged with the product and they tend to explore 

the experience in attending an event (Musa & Kassim, 2013). This is in line with Cole 

and Chancellor (2009) who stated that the value of experience is greater compared to 

the service offered by the organisation. A study on food image found that experience 

can produce a high rank of satisfaction and influence the visitor’s intentions to return 

(Seo, Yun, & Kim, 2014). The concept of events experience was discussed in previous 

studies to provide a memorable experience to the visitors (Ayob et al., 2013; Gallarza, 

Arteaga, Floristán & Gil, 2009). For example, Kaplanidou, Kerwin and Karadakis 

(2013) in their study of sports events has found that event organiser should have the 

strategic planning process and accountability to ensure the visitor perceived their 

success of events experience.  
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In addition, Kaplanidou and Vogt (2010) emphasizing that event organiser and 

destination marketers should have the conceptual agreement of the definition of sports 

events experience and the development of a valid and reliable measurement tool that 

captures the evaluation of a sports events experience. Apart from that, understanding 

the significance of the sports events experience which active sports visitor attach to 

the events can help event marketers to better target the participants’ needs. The 

understanding of the events experiences concept provides highly favourable meanings 

to the visitor, especially in sports events. It is important to fulfil the visitors’ demand 

as the failure to comply with their request will make them turn to other similar events 

(Shanka & Taylor, 2004). Understanding the needs of the active sports visitor through 

the experience of the events will assist the event organisers and destination marketers 

to plan accurate marketing strategies.  

According to Getz (2007), it is valuable to offer an unforgettable experience to the 

visitors compared to other attributes because the memorable experience will remain in 

the visitors’ memory that can be recalled later. Besides that, all the memorable 

experiences tend to become positive actions such as the behavioural intentions of 

repeated visitation, the intentions to recommend the pleasant experience to others and 

consequently increase the participation numbers of the visitors’. 

2.6 Socio-demographic Profile of the Sport Visitors 

It is essential to understand the socio-demographic profile of the sports visitors that 

attend the events sports tourism to initiate successful marketing strategies. The 

segmentation of the socio-demographic profile of the sports visitor will play a part to 

enhance understanding of the potential market. According to Bernini and Cracolici 

(2015), the demographic changes in modern societies have generated a new difficult 
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task for the organisers due to the consequences of the participants’ behaviour. The 

knowledge on the visitors’ profile will be able to fulfil the needs and demands of the 

visitors as well as the development of the marketing strategies. Sato, Gipson, Todd, 

and Harada (2017) agreed that it is necessary to understand the visitors’ profile because 

it is challenging to continuously attract visitors to return to a destination. Visitors will 

be loyal to a destination if they get the opportunity to participate in any activities. The 

visitors’ socio-demographic profile will have an impact on the visitors’ leisure 

behaviour.  Kozma, Michalkó and  Kiss (2014) found that age and education have a 

huge impact on influencing visitors to attend an event. However, each event can only 

attract certain target group based on the activities being offered by the organiser.  

To better understand on the visitors’ profile, Alexandris and Tsiotsou (2012) suggested 

that sports marketers should understand the behaviour of sports visitors using the 

psychological attributes which are the mental and emotional state of a person. Several 

studies believed that acknowledge the visitors’ psychological attributes is the key point 

of ensuring the success of marketing strategies. Prayag and Grivel (2014) agreed that 

it is significant to learn the visitors’ behaviour through psychological attributes. It is 

essential for event marketers or organiser to understand the visitors through their 

psychological attributes. For example, the sporting marketing organiser should 

understand the visitors through motives such as escapism, socialisation, and relaxation. 

Lee, Reisinger, Kim and Yoon (2014) stated that volunteers who participated in 

business events are more concern about their experience and satisfaction with their 

psychological attributes. Thus, the understanding of psychological attributes can 

influence the visitors to be more committed besides marketing purposes.  
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A recent study by Dolinting, Yusof, and Soon (2015) found that sports marketers failed 

to have the proper knowledge regarding the visitors’ psychological attributes and 

profiles. The failure in understanding the visitors’ psychological attributes has 

influenced the visitors to travel to the destinations in order to attend the sports 

activities. Besides that, Sato, Jordan, Kaplanidou, and Funk (2014) stated that the 

characteristics of the visitors may vary based on their socio-demographic profiles and 

the element of the result is inconclusive. The socio-demographic characteristics 

include age, gender, ethnicity, and education. 

However, the recent study on socio-demographic characteristics focuses on the 

economic constraints, travel-related characteristics, and changes in the prices. The 

changes in the socio-demographic characteristics are due to the visitors’ involvement 

in the activity nowadays such as the change in their spending pattern and involvement 

in the activities. Sato et al. (2014) found that event organisers generate larger economic 

impacts in sports events and they should focus their marketing to attract married and 

male participants. For example, the households might not travel frequently but they 

might spend more when travelling to a destination (Bernini & Cracolici, 2015).  

Moreover, there is also a difference in terms of age as it has a positive relationship on 

the spending pattern; however, some researchers found the opposite findings 

(Saayman & Saayman, 2012). The differences in finding are due to the different 

motives of the visitors besides the different activities that were planned by the 

organiser which might be attractive or otherwise.  

Similar findings were also found in other socio-demographic attributes such as gender, 

marital status, and education level. Saayman and Saayman (2012) found that visitors 

who are older than 35 years old spend significantly more than visitors who are younger 
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than 25 years old and the trend is also similar for the level of education. They stated 

that visitors who have higher education spend more time compared to visitors who 

obtain primary education. Kozma et al. (2014) found that there are also differences in 

gender because male visitors often frequented sports events compared to female 

visitors.  Event organisers should have an in-depth knowledge regarding the essential 

quality of the visitors who attend the events for a more effective marketing strategy. 

This statement is agreed by Brida, Schubert, Osti, and Barquet (2010) who mentioned 

that the event organiser should plan for the strategic planning followed by the 

demographic characteristics of the visitor. For example, destination marketers for 

winter sports activities should focus on the visitors’ with the high income to ensure 

and remained the demand. 

Besides that, event organisers should also know the characteristics of the visitors based 

on their socio-demographic segmentation. Lyu and Lee (2013) discovered that the 

visitors who attended the golf tournament prefer to attend an event that features well-

known players. In order to implement the most efficient marketing strategy, it is 

necessary for event organisers to choose the right market segment of the visitors.  

Besides socio-demographic characteristics, Prayag and Grivel (2014) clustered sports 

events visitors into four groups which are indifferent, enthusiast, socialiser, and 

competitive and this categorisation is agreed by Alexandris, Kouthouris, Funk, and 

Giovani (2009). The findings found that cluster 4, which is competitive, has a higher 

percentage of male participants compared to female. The differences are due to the 

different motive between male and female sports visitors in attending sports events.  

Besides that, Kozma et al. (2014)  also have explored other socio-demographic profile 

that can have an impact on the decision of the visitors to attend the sports events. 
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Besides, Hodeck and Hovemann (2016) focused on active and passive visitors to fulfil 

their satisfaction which will cause them to return to the events and recommend it to 

others.  The knowledge of the visitors’ socio-demographic has led to the integration of 

unique attributes which can attract particular segments to the small-scale events sports 

tourism. Furthermore, understanding the socio-demographic factors of the visitors also 

can help event organiser on the planning on how to connect the tourism of places with 

the event visitors’. Therefore, the visitors’ gender, age, level of education, personal 

income, number of children and place of residence provide elemental information 

towards the success of organising sports tourism. Therefore, the socio-demographic 

profile of the sports visitors based on the characteristics that have been mentioned such 

as gender, age, level of education and personal income should be recognised, studied, 

and documented.  

2.7 Motivation 

Motivation is defined as a dynamic procedure of the internal psychological factor that 

generates a state of tension or disequilibrium within the individuals (Crompton, 

Mckay, & Society, 1997).  Aicher and Brenner (2015) defined sports tourists’ 

motivation as a function that perceives the needs and it affects the decision-making 

process which can lead to the intentions to participate in an event. The motives of 

sports visitors are different according to sports attraction, desire, country, and also 

socio-demographic profile. Meanwhile, sport event tourists are generally classified as 

passive attendees, active participants and volunteers. The previous study has not yet 

reached a consensus on whether sport participants (active) and sports fans (passive) 

share similar characteristics related visitors' motivation to attend the sports events 

(Prayag & Grivel, 2014). There is also a need for further study on the visitors’ 

characteristics connected to the motives of small-scale event sports tourism visitors’. 
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The needed study is due to most of the visitors’ motivation study focus on mega-

sporting event compare to the small-scale event. The motives of visitors’ who 

attending the mega-sporting events are not necessarily relevant to other types of 

visitors who participate in the small-scale sports event. 

Aicher, Karadakis and Eddosary (2015) divided the motivation into three categories 

which are amotivation, extrinsic and intrinsic motivation. Amotivation is defined as 

the complete lack of motivation to complete a task. Meanwhile, extrinsic motivation 

is formed on advantage or penalty beyond the individual’s influence or controlled 

motivation, lastly, intrinsic motivation occurs when a person consolidates the activity 

into his or her own self-identity. It is essential to note that the forms of motivation that 

affect sport event involvement are not static concepts. Koronios and Thanos Kriemadis 

(2018) in their study have found that insufficient knowledge and interest becomes the 

extrinsic motives for visitors’ to attend the sporting event. If these issues could not be 

addressed by the event organiser it becomes a demotivation factor on the visitors’. This 

is due to the motivation becomes as one of the significant factors that influence visitors 

in their decision to travel. Understanding the visitors’ psychological attributes to 

determine the visitor motives in travelling becomes important as there are several 

attributes that influence the visitors’ motives (Hungenberg et al., 2016). Hence, 

understanding the visitors’ motives of participating in sports events indicated the 

importance of motivation in affecting the decision and spending patterns among the 

visitors.  

Furthermore, the influence of motivation was indicated by Alexandris et al. (2009) in 

their study on winter sports tourists. They found that motivation becomes the valuable 

criteria for the psychographic segmentation. A study by Hungenberg et al. (2016) 
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found that understanding the visitors’ motives will avoid errors in overstating the size 

of segment besides preventing inaccurate characteristics for each market segment. 

Several studies have highlighted the importance of profiling visitors (Hallmann, Feiler, 

& Breuer, 2012; Prayag & Grivel, 2014). Prayag and Grivel (2014) discovered that 

visitors participated in the Interamnia World Cup 2012 with the main motives of 

socialisation, participation, and competition. Hallmann et al. (2012) segmented sports 

visitors into two motives which are casual and committed. The casual segment is 

visitors’ with medium involved in sports, feel that sports participation during holidays 

is rather important and are somewhat interested in sports while being on vacations. 

The committed segmentation is visitors who are involved with extreme activities. 

Differences between these two groups can be seen in their sports and holiday 

consumption pattern and expenditures. Understanding of the visitors’ based on 

segmentation motives may help event organiser to influence the target and specific 

groups that have similar characteristics and behaviours.  

The categorisation of visitors into different segments regarding their motivation in 

attending sports events will be able to determine the visitors’ behavioural intentions. 

Hungenberg et al. (2016) mentioned that enthusiastic visitors should be acknowledged 

by the organisers due to their significance in the market forces. This is because of 

enthusiastic visitors tend to seek more information and they tend to voice out their 

opinions and recommendations. Other than that, this type of market segment portrays 

a strong loyalty to the product and organisation. However, Hodeck and Hovemann 

(2016) mentioned that active sports tourists should be segmented by the internal and 

external destination choice criteria due to the differences in their socio-demographic 

variables and behaviours. Hence, sports marketers can easily promote their products 

based on the needs and demands according to the segment. Segmentation is also the 
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key concept for marketers to understand the visitors’ characteristics. Understanding 

the visitors’ segment based on the motives may give valuable information to the event 

organiser and they can develop the marketing strategies for the particular group. 

Stǎncioiu et al. (2013) indicate that the proposes a complex classification of sports 

tourism are described in motivational, behavioural and competitive terms besides 

respect the age, social class, risk level and authenticity criteria seek by the visitors’ 

besides intrinsic and extrinsic motives. 

Motivation is the main reason that motivates visitors to attend events. Aicher, 

Karadakis, and Eddosary (2015) mentioned that it is essential to comprehend the cause 

that the visitors participated in events in order to determine the motivation of sports 

tourists.  According to Crompton (1979),  people tend to travel due to several motives 

such as escaping from a normal environment, observation and assessment of identity, 

relaxation, status, regression, improvement of relationships, and facilitation of social 

communication, whereas novelty and education are formed for the socio-cultural 

motives. Wong and Tang (2016) have linked the important relationship of novelty 

seeking and leisure entertainment towards the visitors’ loyalty. However, each visitor 

has a different level of novelty seeking and leisure entertainment motives.  

Recent research on the events sports tourism prefers to use the push and pull factor by 

Dann (1981) as the motives for visitors to participate and travel to the sports 

destination. The push factor that influences most people to travel is motives. 

Alexandris et al. (2009) included 35 motivation items in their study which are 

represented by seven factors such as escape, social recognition, enjoying nature, 

excitement/risk, socialisation, skills development, and achievement. Funk, Beaton, 

and Alexandris (2012) included 24 items which are categorised into eight dimensions 
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such as socialisation, performance, excitement, esteem, diversion, team knowledge, 

game attendance frequency, and media usage. Wong and Tang (2016) used three 

variables to measure the visitors’ motives which are novelty seeking, socialisation, and 

leisure entertainment. The researchers used different motives to cater to different 

objectives and respondents. Sung, Chang, and Sung (2016) stated that travellers cannot 

be regarded as homogenous and the promotional strategies should also be diversified. 

The differences should be identified according to several factors, for instance, 

geographical location or demographic characteristics.  

It was discovered that the motives to travel are inadequate when recognising the push 

factors that are related to travel to sports events. The motives to attend the sports events 

must be assessed not solely in terms of travel but also in terms of the visitors’ socio-

demographic profile, events location, and atmosphere. Sung et al. (2016) pointed out 

that people are obliged to travel due to several factors including psychological forces 

and external factors related to the destination attributes. For instance, visitors might 

attend events for its diverse attraction, cultural connections, sports facilities and events, 

and accessibility. Hodeck and Hovemann (2016) agreed on the enhancement of the 

marketing strategies which are based on the visitors’ segment because everyone has 

their own push and pull factors that influence their decision to travel. The organisers 

can focus on the atmosphere of the events. This factor makes sense as one of the 

valuable pull factors including the symbols, decoration, and sense to ensure the success 

of the sports events. 

Recent years have seen a rise in the number of visitors’ motives and there has been a 

significant volume of work on the motives of visitors who attend events sports tourism 

(Dolinting et al., 2015; Yusof et al., 2009; Zarei & Yusof, 2014). For this reason, 
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although different researchers used several instruments, they found that the visitors’ 

motives are quite similar which are an escape, excitement, learning and discovery, 

participation, prestige, and socialisation. These motives may help the organisers to 

promote their events activities. However, the visitors’ decision either to participate in 

the sports event depends and consistent with the visitors’ needs and wants should be 

constructed by the event organiser. Fulfilling and planning suitable activities by 

looking at the motives of visitors’ participating in the sports event may affect their 

experience. Experience of the visitors’ who attend the sporting event also involves 

marketing activity. Nowadays, most of the event organisers tend to use social media 

marketing as a platform to promote their event. The significant of marketing strategies 

should be investigated as one of the motives which influence visitors’ decision to 

attend the sports event. Compare to the present study, most of the previous study tend 

to focus on the usual dimension such as social, knowledge and escape this study try to 

investigate either marketing can become as one of the dimension motives for visitors’ 

to attend the sporting event. Gelder and Robinson (2009) specify that event organisers 

need to use different marketing strategy to broaden the visitors’ attendance. Besides, 

effective marketing strategies are designed to increase the visitors’ satisfaction 

compared to understanding the visitors’ motives to participates an event (Fotiadis, 

Vassiliadis, & Yeh, 2016). Thus, examining the effects of motivations towards 

visitors’ behavioural intentions would be useful. The further investigation of the 

related study of the visitors’ motives to attend the SSEST in Northern area are using 

escape, excitement, social, knowledge and marketing as the constructing dimension.  

2.7.1 Relationship between Motivation and Behavioural Intentions 

The growing reputation of sports events as a recreational activity has getting visitors’ 

attention each year. These types of sports events have grown over last year and initiate 
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a very vital form of sport and exercise events for numerous active sports visitors’. 

Understanding of visitor motives towards their behavioural intentions to engage in 

these sports events becomes important for the reason of attracting and retaining 

existing visitors. It is necessary to understand the role of visitor’s motives in shaping 

the visitors’ behavioural intentions. The knowledge on the visitors’ motives through 

their psychological behavioural intentions can assists organisers to plan strategic 

marketing. Prayag and Grivel (2014) pointed out that it is necessary to comprehend 

both active and passive visitors’ behaviour during their visit. Active visitors’ defined 

as the participants who are more physically involved in the event,  meanwhile, Yusof 

et al. (2009) stated that passive visitors’ or the spectator are motivated by the social 

factors such as watching their favourite team. Although the used of motives in 

predicting visitors’ behaviour has been studied by several of study, Watanabe, Gilbert, 

Aman, and Zhang (2018) has suggested for the future to consider and has in-depth 

study on the motivation factors.  According to them, the motives play a necessary role 

in maintaining and increasing active sports and spectators’ behavioural intentions.  

Behavioural intention is an outcome of visitors’ decision that guides to an action that 

changes motivation into future behaviour (Prayag & Grivel, 2014). Two proxies of 

behavioural intentions are revisited and recommend intentions, have been used to 

measure the construct of behavioural intentions in the previous study. However, to 

date, no convincing evidence exists on the impact of motivation towards future 

behaviour. The influence of push and pull factors towards revisit and recommendations 

intentions cannot be comprehended (Girish Prayag, 2012). The general consensus is 

that the positive relationship exists between motivation and behavioural intentions. 

Prayag, Chen and Del Chiappa (2018) confirmed the positive relationship between 

motivations towards the visitors’ intention to recommend in their study. This is due to 
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the achievement of the visitors’ motives lead to the favourable of behavioural 

intentions. The findings of understanding both visitors’ motives and behaviour provide 

the organisers with the knowledge on the differences between attitudes, motives, and 

intentions of the visitors. A positive relationship between motivation and behavioural 

intentions was expected in this study.  As a result, the subsequent hypothesis is 

formulated: 

H1:  There is a positive relationship between the visitors’ motivation and behavioural 

intentions to attend the SSEST. 

Further, organisers should recognise the visitors’ motives and psychological behaviour 

to provide them with a good experience. Besides understanding the visitors’ motives, 

Hungenberg et al. (2016) suggested that organisers should understand the motives 

through intentions to obtain a greater understanding of the visitors’ attitude. Further, a 

study by Nishio, Larke, van Heerde, and Melnyk (2016) on the motives of Japanese 

international sports fans found the different motives for the travel such as the short 

distance of travelling, likeness in culture, language familiarity, and the diversity of 

sports. Meanwhile, Prayag (2012) found that visitors’ has different motives towards 

the positive effect on behavioural intentions.  They are more probable to revisit if they 

are motivated by escape and relaxation and likely to recommend the destination to 

others if they were pulled by cultural attractions and quality or the diversity of 

accommodation. Further, the differences motives which influence the visitors’ 

positives behavioural intentions (repurchase intention and word-of-mouth) also has 

been agreed by Suk-Kyu Kim, Byon, Yu, Zhang, & Kim (2013). The combination of 

motives (push and pull) which mainly motivated visitors’ decision to attend an event 

has brought to further discussion as suggested by Kruger and Saayman (2018), further 

research of this nature is needed to validate this finding to have in-depth knowledge 

on the effect of motivation towards visitors’ behavioural intentions.  



 

46 

2.8 Perceived Image 

In recent years, countries have been competing to produce new tourism products to 

attract more visitors. From the several products in tourism, it is believed that events 

sports tourism can provide a positive impact to the economic expansion which has to 

guide the researcher to examine on the significance and the component of the 

perceived image. Candrea and Ispas (2010) stated that events sports tourism is a huge 

event which consists of major sporting events that can attract more visitors.  

Cheng and Lu (2013) interpret destination image as an impression that a person has 

about a place in which he or she does not live in. This impression will help visitor 

consider whether the destination is suitable or matches with their demand. According 

to Kaplanidou (2009), the image of sports events includes emotional, organisational, 

environmental, historical, social, and physical attributes. 

Besides that, Kaplanidou and Gibson (2012) specified that the image of events is 

influenced by cognitive, affective, and conative components. The conative image 

defined as visit intention which incorporates the probability of visitors either to visit 

or revisit the destination. The intention of revisit is to emerge from the cognitive and 

affective images that the visitors’ have experienced. This statement is emphasized by 

Kaplanidou and Vogt (2006) who discover that the visitors’ decision to engage in 

sports events is influenced by their image experienced.  

Kirstin Hallmann et al. (2011) indicated that there are six themes related to the 

cognitive and affective aspects which explain the sports event’s image constructs. The 

affective component consists of emotional and social themes, whereas the cognitive 

components include environmental, historical/political, organisational, and physical 
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themes. Previous studies related to the image considered cognitive and affective as the 

dimensions (Chew & Jahari, 2014; Song, Su & Li, 2013). As well as cognitive and 

affective, recent research focuses on image and other attributes like place attachment 

or conative image (King, Chen, & Funk, 2015). Stylos, Vassiliadis, Bellou, and 

Andronikidis (2016) defined the conative image as the understanding and feeling of 

new or repeated visitors that become a factor in the selection of a specific destination. 

The conative image is also related to the visitors’ intentions. This opinion was 

encouraged by former scholars who used the conative image as the intentions to revisit, 

the cognitive image that represents the functional characteristics, and affective image 

that refers to emotional attributes (Hallmann, Zehrer & Muller, 2015; Kaplanidou & 

Gibson, 2012). The functional characteristics which represent by the cognitive image, 

concerning the beliefs related to the observable and measurable characteristics such as 

attractions and facilities. In the meantime, emotional attributes (affective image) refer 

to the individual feeling or emotional response towards the destination such as exciting 

and relaxing.  Pratt and Sparks (2014) further stated that the affective image more 

critical than functional images in the decision-making stages. This is due to the impact 

of the effective image happened after visitors’ experienced the destination.  

Despite, event image experiences are mostly tied to event branding. The image of 

events branding becomes the challenging part for most of the event organisers, 

especially in the global market. Further, to achieve the positive change in destination 

image which causes the intention to revisit the changes of the image should be positive 

and parallel with the destination attributes (Gibson, Qi, & Zhang, 2008). Besides, Pratt 

and Chan (2016) stated that whether there are well documented of the image-

enhancement effect towards organising an event, they recommend for the future study 
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of an image due to the difference of events and populations. However, several issues 

need to be considered before applying any of event image themes including the 

different perceptions among the active sports’ tourists and spectators (Hallmann et al., 

2011). This strategy will help the organisers to improve the appropriate marketing 

strategies for the development of the events sports tourism besides planning attractive 

activities for the right market segment. 

Meanwhile, further investigation on the attributes towards event image from different 

cultural backgrounds of the visitor also has been suggested by the Papadimitriou, 

Apostolopoulou and Kaplanidou (2016). The differences in attributes in terms of event 

image will contribute to the future success of the small-scale sports event. This has 

been agreed by Liu (2015) which claimed that enhancing the image of the event will 

generate future inbound travel among the visitors’. Allameh et al. (2015) assert that an 

image contains ideas, views, feelings, visualizations, and intentions which shows the 

various dimensions of the cognitive, affective and conative image. Meanwhile, Koo et 

al. (2014) further claimed that event image is formed of planning, surroundings, 

physical activity, socialization, fulfilment and emotional relations with the event. It 

also can be concluded that the image perceived by the sport event visitors’ are expected 

to attach with emotional, symbolic, and functional meanings. However, each of the 

visitors’ will have different effects on these attributes or dimension, especially when 

doing a decision such as individual attributes of event features. 

The fact that each of the visitors will have differences in event image attributes should 

be accepted by the event organisers. Besides cultural, it is necessary to understand the 

characteristics of a perceived image of active sports tourists and spectators due to the 

different thought of visitors’ judgement. Prima Lita and Ma’ruf (2015) suggested that 
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organisers should maintain and enhance the perceived image to become more 

attractive. In addition, Hallmann, Kaplanidou, and Breuer (2011) mentioned the 

importance to have an in-depth understanding on how the visitors perceived an image 

by considering the size of sports events, the type of sports tourists, and the location of 

the events. The three characteristics are able to provide active sports tourists or 

spectators’ insights on the perceived image of the events. 

It is hoped that the findings will assist the organisers to create a better image for the 

sports events which can attract more visitors. While most of the study has focused on 

the outcomes of having a positive image towards a destination and also on the elements 

that have an impact on that image, few empirical efforts have been made to have an 

in-depth understanding of the sports event image concept.  This study will further 

determine whether the type of destination image can influence or interact with an event 

image through the cognitive, affective and conative image. The importance of image 

also affirmed by Ryu et al. (2008) who reveal the challenging of managing the image 

of the restaurant due to the image is embedded in the consumer’s mind. These 

attributes will form an image of the events which therefore affect the visitors’ decision, 

their intentions to visit and a positive image might be imprinted in the visitors’ mind 

for a long time during attending the sports event. 

2.8.1 Relationship between Perceived Image and Behavioural Intentions 

Many studies agreed on the importance of image towards the visitor’s psychological 

behavioural intentions in which a good image will project a memorable experience to 

the visitors. Regardless of the significant numbers of previous studies on events, there 

are still undiscovered questions concerning the visitors’ perceptions of the image of 

events (Valle, Mendes, & Guerreiro, 2012). Florek and Insch (2011) revealed that 
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events managers experience an increasingly complicated job of ensuring the events 

and activities they promote hold favourable positive images in the minds of 

prospective visitors. For this reason, Ryu, Han, and Kim (2008) affirmed that there is 

a restricted study on the important roles of the image in explaining the post-purchase 

of visitor’s behaviour. Rodríguez Molina, Frías-Jamilena, and Castañeda-García 

(2013) found that the effects of event image towards the visitors’ behavioural 

intentions may be affected by their post-visit experiences.  

The organisers should be aware that the strong reputation of a perceived image by the 

visitors are likely influenced by their previous experiences. Hallman, Zehrer and 

Muller (2015) mentioned that there is a noteworthy relationship among image and 

revisit intentions. Past studies on tourist’s returning pattern have shown an increasing 

rate of the revisit intentions (Assaker, Vinzi, & O’Connor, 2011). Meanwhile, a study 

from Maghsoodi Tilaki, Hedayati Marzbali, Abdullah and  Bahauddin (2016) affirmed 

the positive significant relationship between the image of destination towards the 

revisit and recommend intentions of the visitors’. The positive images in the visitors’ 

minds can lead to the positioning of the event to gain a competitive edge in comparison 

with other well-known world-class tourism destination who always organise mega-

sporting events such as PGA Golf Tour, FIFA World Cup and Wimbledon Tennis 

Championships. 

However, Liu (2015) obtained findings which are the opposite of the aforementioned 

research. The study mentioned that visitors who have attended the events tend to 

recommend the events to their relatives and friends besides having the intentions to 

revisit the events. There were several studies on the image and revisit intentions 

indicated that there is an insignificant relationship between the variables (Assaker & 
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Hallak, 2013; Jin et al., 2013). The finding is similar to the study by Kaplanidou and 

Gibson (2012) who also found an insignificant relationship on the image towards 

visitors’ behavioural intentions. However, the study mentioned that the event organiser 

should form the positive image of the event towards the first experience of the visitors’. 

Moreover, Jin et al. (2013) stated the positive image might not be useful if the events 

do not fulfil the visitors’ expectation on and they will not have any intentions to revisit 

the events. It is considered that the differences between the above findings that have 

been discussed (ie: Guy Assaker et al., 2011; Liu, 2015; Maghsoodi Tilaki et al., 2016) 

might be due to the different measure of the visitors’ psychological behavioural 

intentions. The significant differences between these two findings have led to the 

discussion of whether the positive image of the sporting events will influence the 

visitors’ psychological behavioural intentions. The difference finding has been 

influenced by the difference measurement that has been chosen such as measured 

revisit intentions based on one item and the distinction of respondents such as first 

time and repeated visitors. Besides, as it could be assumed that visitors’ were more 

likely to return when the image expectations of the positive image were met. As stated 

by Tosun, Dedeoğlu and Fyall (2015) positive image perceptions of visitors towards a 

specific product or service can lead them to have more positive intentions. Thus, this 

study hypothesised the relationship as follows:   

H2:  There is a positive relationship between the visitors’ perceived image and 

behavioural intentions to attend the SSEST. 

2.9 Perceived Value 

From the previous studies, the perceived value was employed as a predictor to analyse 

the visitor’s behaviour (Bajs, 2013; Yang, Gu, & Cen, 2011). Value is described as an 

overall assessment of the service based on the advantages that the visitors received 
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such as sacrifice and expenses (Chen & Tsai, 2008; Ryu et al., 2008). According to 

Lee, Kim, Lee, and Kim (2014), there are several studies that examined the value that 

is perceived by the customers, but only a few studies are conducted on tourism and 

focus on how the visitors evaluate the value of events. Further study that focuses on 

the multiple dimensions related to visitors’ perception of the value will provide an in-

depth understanding of the organisers. The visitors will be able to have an early 

expectation when they search for the information. This is similar to Bajs (2013) notion 

that visitors can recognise the value of the events prior to the events and after 

experiencing the events. Furthermore, perceived value is a subjective construct in 

various senses and it varies among each visitor, culture, and time (Sánchez, Callarisa, 

Rodríguez & Moliner, 2006).  

The visitors’ assumption might be different according to the moment of the experience. 

The understanding and appraisal on the perceived value contain several attributes 

which are products and services, details, delivery, service, and personal interaction. In 

addition, the visitor’s measurement when perceiving the value of events relies on the 

destination appearing, emotional awareness, and the impression of service quality 

(Bajs, 2013). This was detailed by Jamal, Othman, and Nik Muhammad (2011) who 

found that emotional is the most vital dimension accompanied by an experiential value 

when perceiving the value in a community-based or homestay. According to Lee, Lee, 

and Choi (2010), the experience of the visitors’ can be attained throughout the 

emotional value. The evidence of this finding has confirmed in their study of the 

Boryeong Mud Festival. Additionally, the use of emotional value as the forecaster of 

perceived value in the prior research presented the importance of emotional value in 

forecasting the visitor’s revisit intentions. As a consequence, emotion has become a 
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part of the aspects in measuring the visitor’s perceived value in a festival environment 

as suggested by Lee (2014).  

Furthermore, in a study on mega-events, Lee et al. (2014) obtained that the visitors’ 

functional value is more important than their emotional value because they are more 

concern about the value of the money and travelling cost. Usually, mega-events are 

held in big cities by huge host organisers. So, the event organisers should focus on the 

value of attending the events instead of the cost and the utility provided in the events. 

By addressing the functional value of the events, visitors will help the event organisers 

to plan and promote their events. Although the functional value is considered to be 

more important in the previous studies, the role of emotional study should not be 

overlooked by the event organisers. There is also a study that focused on the factors 

that have an impact on visitors’ perception on the value of events based on the general 

evaluation such as whether the sacrifice is worth it (Yang et al., 2011). Several of the 

previous study related to perceived value confirmed that perceived value becomes the 

dominant influence in predicting the visitors’ behavioural intentions. This finding was 

supported by Meng, Liang and Yang (2011) who revealed that a visitor who wants to 

travel with Star Cruise looking at the value offered by the cruise provider before doing 

a decision to participate. This is due to the cost spending and the returning experience 

that they will get.  

In addition, Eid (2015) intent to use perceived value using quality, price, value, 

emotional value, social value, and Islamic value in the tourism industry. The 

continuation of the study, considering Muslim tourists in the hospitality and tourism 

industry. The finding of this study presented that tourists expected the advantages that 

they will get based on the price and sacrifice. Besides that, Yoshida, James and Cronin 
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(2013) incorporated three different consumption values which are utilitarian, hedonic, 

and symbolic value. Hedonic attitude is described as the factor that motivates the 

visitors for pleasure, fun, and fantasy, whereas utilitarian is considered as the attitude 

of the visitors in fulfilling a basic need or functional goal (Yazıcı, Koçak, & Altunsöz, 

2016). It is believed that these two values can influence the visitors’ experience for 

better sports events and ensure the participation of the spectators. Hence, the organisers 

should plan their events by following the right needs and demands of the visitors and 

not only depend on the assessment of the intangible and tangible elements.   

Despite the different acceptance of the value concept, there are only a few studies that 

investigated the perceived value in events sports tourism in predicting the behavioural 

intentions of the visitors. Murray and Howat (2002) suggested the adaptation of the 

study to obtain more detailed information, particularly on quality and price to predict 

the visitors’ perceived value for events sports tourism. Hence, there is a need to 

incorporate quality and price to be a part of the dimension to predict the visitors’ 

perceived value when participating in small-scale sports events.  

Driven by increasingly heterogeneous visitors’ demands and competition from several 

sporting events, event organisers should become more market-oriented in planning and 

organising their event. Visitors of today who did a decision to participating or 

attending any of events are seeking more benefits, selections, and eventually, plentiful 

experience. Moreover, efforts should be made to provide innovative and valuable 

goods and services to the visitors’. Musa and Kassim (2013) in their study of Formula 

One Petronas Malaysia Grand Prix has measure visitors’ experiential value by using 

various of attributes such as service, atmospherics condition, entertainment value, 

social engagement opportunity, enjoyment and also the value of money. Meanwhile, 
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Rasoolimanesh, Dahalan and Jaafar (2016) was assessed perceived value based on 

functional, emotional, and social value dimension of visitors’ who staying at a 

community-based homestay in Lenggong Valley World Heritage Site. As the 

perceived value varies based on the types of product or service that has been perceived 

by the visitors’ in attending the SSEST and it has been measured differently in different 

areas of study.  Therefore, this study determines the value of visitors’ who attending 

the SSEST by using emotional value, experiential value, quality and value for money. 

The combined of perceived value construct was accepted, with each dimension present 

as a unique feature of the visitors’ who perceived the value while attending the SSEST. 

2.9.1 Relationship between Perceived Value and Behavioural Intentions 

A number of empirical studies have discovered that perceived value is one of the 

predictors which can influence revisit intentions (Cheng & Lu, 2013). Bajs (2013) 

affirmed that the research of the relationship among the concepts of perceived value, 

satisfaction, and intended future behaviours has obtained that perceived value 

frequently stands out as an antecedent and a key determinant of customer satisfaction 

and visitors’ future behavioural intentions. Further, almost all of the studies confirmed 

a direct relationship among perceived value and behavioural intentions (i.e., Gallarza 

& Gil Saura, 2006; Williams & Soutar, 2009). Furthermore, another empirical research 

has found that perceived value positively affect the upcoming behavioural intentions 

and actual behaviours (Kim, Holland, & Han, 2013). Likewise, Duman and Mattila 

(2005) reported that perceived value was a significant predictor for the visitors’ 

behavioural intentions. Yang et al. (2011) also found similar findings for the visitors 

who attended the Shanghai International Tea Culture Festival. This confirmed that the 

focus should be given on perceived value study to ensure a long-term relationship with 

visitors’. The finding of the previous study showed that the perceived value affects 



 

56 

intentions directly; nevertheless, the future behaviour of visitors’ intention of visitors’ 

is only affected by perceived value. 

Although there are several of studies affirmed the positive relations between perceived 

value and behavioural intentions, Lee et al. (2014) in their study of mega-events 

suggested for future study to investigate the conditions in which visitor weigh 

dimensions of value differently. In contrast, a study by Jin et al. (2013) affirmed that 

perceived value has no significant effect on the visitors’ behavioural intentions. 

Another study also confirmed that perceived value does not have a positive effect on 

the visitors’ revisit intentions in creative tourism (Chang, Backman & Huang, 2014). 

Furthermore, several studies claimed that the insignificant finding is due to the 

visitors’ consideration of the value effect of attending the events. Jin et al. (2013) 

believed that visitors can determine their revisit intentions based on their perception 

of the value regardless of other factors. In addition, past studies on customers in 

Australian coffee outlets showed that relational advantages play important roles in 

improving the consumer’s value (Chen & Hu, 2010). The insignificant finding from 

previous studies that have been discussed above has led to the determination of 

appropriate strategies to influence the visitor’s perceived value. This finding showed 

the differences between the visitors perceived the value of destination or events based 

on the value perceived or the characteristics that have been built before. This has been 

agreed by Bajs (2013) which stated that the significance of value in shaping the 

visitors’ behavioural intentions is determinant by the visitors’ evaluation on how the 

visitors’ perceived the value and the benefits that they received.  

The review from the previous studies has shown the difference of findings on the 

relationship between these variables. However, it is believed that perceived value can 
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enhance the visitors’ behavioural intentions by improving the value of acceptance 

among the visitors. This has been agreed by Milfelner, Snoj and Pisnik Korda (2011) 

which stated that organisers should understand on how to add value to their offering 

services which this value will position the visitor’s decision on future intentions. 

Consequently, the event organisers could presume that the level of visitors’ 

behavioural intentions, both with respect to revisit and positive recommendation to 

others, influences from a higher level of perceived value. Hence, if the event organisers 

are able to examine the characteristics which predicted perceived value, then event 

organisers can plan and provides suitable activities to fulfilling their needs and 

demands. As the positive intentions of visitors’ behaviour are the basis upon which 

long-term and profitable relationships with visitors, it is essential to recognise and 

analyse the dimension of perceived value affected visitors' behavioural intentions 

related to SSEST. Thus, the following positive hypothesis is developed for this study: 

H3:  There is a positive relationship between the visitors’ perceived value and 

behavioural intentions to attend the SSEST. 

2.10 Satisfaction  

Satisfaction is defined as the best outcome or process of an experience (Krohn & 

Backman, 2011). According to Grace and O’Cass (2004), satisfaction is the emotional 

response to the service attributes and information that led to the immediate response. 

Besides that, Chen and Tsai (2008) explained satisfaction as the perceived discrepancy 

between previous expectation and perceived performance after the consumption. The 

definitions have shown that the meaning of satisfaction is more to visitors’ judgement 

on the products and services that have been offered to the visitors’. Osti, Disegna and 

Brida (2012) further explained that the logic for analysing the visitors’ satisfaction in 

tourism-based consumer behaviour with the fact that satisfaction is believed to affect 

the consumers’ behavioural intentions.  
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Study of visitors' satisfaction has featured extensively in the previous literature where 

studies have drawn on early work which examines satisfaction as a product of the 

confirmation or disconfirmation of expectations and the cognitive processing of effect. 

Prayag and Grivel (2014) also specified that satisfaction emerges when visitors 

differentiate their thoughtfulness with initial expectations that they have been 

experienced. Further, Oliver (1980) measure customer satisfaction by using two 

variables, which are expectation or desire and experience or perceived performance. 

Elkhani and Bakri (2012) further explained that expectation or desire is connected to 

the prior purchase time period. This happened in the beginning expectation or desire 

about a particular performance such as quality of products or services. Meanwhile, 

experience or perceived performance are related to the after-purchase time happened. 

The customer gets their understanding after perceived an actual performance such as 

quality of a specific product or service.  

In spite of that, understanding the visitors’ satisfaction is the key component to predict 

the visitors’ repurchase behaviour in the tourism industry, because satisfaction 

includes expectation and perceived reality of the experience (Kim et al., 2010; Ko, 

Kim, Kim & Lee, 2010; Lee & Beeler, 2009). In event tourism, meanwhile, it is not 

only being a participant or spectator of an event which affects behavioural intentions 

but the level of satisfaction that is obtained. However, the similar prediction on 

visitors’ behavioural intentions cannot be generalised to the sports tourism for the 

participant and spectator of the events. Kim et al. (2015)  suggested for the future study 

to explore more various dimensions of satisfaction, including the core services of 

events in order to enrich the literature related to event sports tourism study. Prayag and 

Grivel (2014) agreed that each of the sports visitors has diverse levels of satisfaction. 
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Hence, it may be necessary to understand the role of visitors’ satisfaction which affects 

the visitors’ decision in event sports tourism. 

More recently, a study needs to be done to recognise the unique characteristics of 

sports event towards satisfaction. Theodorakis, Kaplanidou and Ioanna (2015) stated 

that pertinent factors such as satisfaction with the event to the sports event 

consumption could increase happiness with the experiential purchase. Hence, 

satisfaction with the event has been proposed to heighten the loyalty to participate or 

becomes a spectator. Achieving the visitors’ satisfaction becomes relevant to a 

person’s happiness and with that experience moreover affect their behavioural 

intentions. It would be precious to precisely recognise visitors’ satisfaction related to 

sporting events could either affect or be affected during participation. Hence, 

knowledge of the factors that can influence satisfaction will allow event organisers to 

provide better services that fulfil the visitors’ satisfaction (Tonge, Moore & Taplin, 

2011). 

There are several opinions from researchers on the factors that influence visitor’s 

satisfaction. It is believed that satisfaction can be achieved through the evaluation of 

the visitors’ experiences based on the two-way judgements namely product 

performance and the product itself (Lee & Beeler, 2009). Although the core service 

and employee service can influence the visitors’ level of satisfaction, more focus 

should be given to increase the interpersonal dimension of the service being offered 

(Grace & O’Cass, 2004; Neill, Carlsen & Getz, 1999) which will give visitors a better 

perception of the events.  
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Meantime, Kaplanidou and Gibson (2010) measured satisfaction through several 

attributes such as events experience, registration process, administration of each sport, 

quality of sports facilities and events organisation. However, Osti et al. (2012) in their 

study of a sporting event has measured satisfaction through service, price, accessibility 

and loyalty. A study by Ramírez-hurtado (2014) measured satisfaction by using 

accommodation services, an organisation of sporting events, price, and facilities. As 

there are several of studies measured satisfaction through several dimensions 

nevertheless Theodorakis, Kaplanidou and Ioanna (2015) measure satisfaction through 

cognitive and affective aspects of satisfaction (services and emotional). Factors of 

attracting visitors’ to participating in the sports event would be affected by a different 

situation and different interest. Thus, this study adapted a dimension of satisfaction 

from Huang (2011) which are the attraction of games, facilities, convenience and 

promotion. As there are limited of study and determinant factors of satisfaction related 

to SSEST, the dimension of satisfaction through the attraction of games, facilities and 

convenience, and promotion seen as suitable for this study to answer the research 

objective. 

2.10.1 Relationship between Satisfaction and Behavioural Intentions 

Satisfaction has been recognised as the determinant factor that affects the future 

behaviour of visitors. In addition, satisfaction is also accepted as the key determinant 

in examining the attitude changes among the visitors. The previous study has shown 

that one of the areas that hold specific theoretical and practical essential is the 

relationships between visitors’ satisfaction and behavioural intentions who attending 

the small-scale sports events. This is supporting a positive link between the visitors’ 

level of satisfaction with their revisit intentions. Moreover, the results have consistent 

with Jin et al. (2015) and Murray and Howat (2002) who found a positive direct impact 
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between satisfaction and behavioural intentions. The significant impact on satisfaction 

towards behavioural intentions also has been consent by Voon, Lee and Murray (2014) 

who recommend for an assessment of behavioural intentions towards visitor who 

attended the events. Satisfaction has been claimed as one of the factors which can 

influence visitors’ loyalty, it is vital to measure behavioural intentions of the visitors’. 

This is vital for the event organisers to acknowledge that the visitors’ satisfaction can 

influence their behavioural intention so that they can attract first and loyal visitors to 

the sports events.  

Kim et al. (2015) further stated that event organisers should give more consideration 

to the services that tangible such as physical appearance, accessibility, and facilities to 

maximise the visitors’ level of satisfaction and influence the behavioural intentions 

among the visitors. Besides that, the continuous positive causal relation among 

satisfaction and behavioural intentions was shown in the previous study on destination 

attributes (Eusébio & Vieira, 2013). This relationship was consistent in line with Son 

and Lee (2011) findings who discovered that satisfaction can positively affect 

behavioural intentions. Although there are several significant findings on the 

satisfaction and behavioural intentions, Brown, Smith and Assaker (2016) suggested 

for further study to explore the issue of whether expectations of the visitor may differ 

according to their satisfaction levels. Expectations of the visitors’ can be explained by 

the fact that many of visitor who attends an event due to the attractions or interested to 

join in the event activities.  

Furthermore, in the sports tourism context, several studies have determined the basis 

of satisfaction (Ramírez-hurtado, 2014; Tzetzis, Alexandris & Kapsampeli, 2014). 

Based on the previous findings, satisfaction has been generally connected to the 
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marketing strategies, positive word of mouth, besides influencing the visitors’ 

intentions to revisit and recommend the positive things to others. A study from 

Kaplanidou and Vogt (2007) found that visitors of active sports are likely to repeat 

their visitation after participating in the events. Meanwhile, Kaplanidou and Gibson 

(2010) also further affirmed that the intentions of the visitors’ behaviour affecting by 

their past participation, attitudes, satisfaction, and destination image in small-scale 

events sports tourism.  

Consequently, based on the previous findings, this may suggest that visitor take into 

consideration information about the events while doing a decision to attend the events. 

Therefore, each of the visitors may have differences expectations according to their 

information gained. As a result, the following hypothesis is formulated:  

H4:  There is a positive relationship between the visitors’ satisfaction and behavioural 

intentions to attend the SSEST. 

2.10.2 Relationship between Motivation and Satisfaction 

Enhance the visitors’ desires to visit an event is influenced by the push and pull factors. 

It was found that visitors decide to participate in an event because they are pushed by 

internal factors or pulled by a set of event and destination characteristics. In the 

meantime, satisfaction is formed based on the assessment of visitors’ particular 

experience (Correia, Kozak, & Ferradeira, 2013). A study on visitors’ motivations as 

an antecedent of satisfaction has been frequently studied in the field of tourism. 

Although there is a study on the motivation as antecedents of visitors’ satisfaction, the 

current literature has shown that there is a lack of study focusing on sports tourism 

especially on the decision of participating the sports event. Bearing this gap in mind, 

this study aspires to investigate the impact of motivation factors over the visitors’ level 

of satisfaction.  
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In addition, almost all of the visitors’ who achieve their satisfaction level tend to 

measure their satisfaction level based on their needs and have a tendency to neglect 

stimuli that do not satisfy others’ needs. In this sense, desires may take into 

consideration as the consequence factor determined by intrinsic motivations. In this 

sense, Yoon and Uysal (2005) stated that push motivations are related to emotional 

and internal desires. Meanwhile, pull motivations are connected with external and 

cognitive factors such as facilities. It showed that push and pull motivations are 

compatible with and being constructs as the starting point of visitors’ decision. 

Consequently, motivation factors lead to any consideration that visitors could make 

about a destination. The feeling of achieving the visitors’ desires is as much necessary 

as the judgement of individual characteristics. Oliver (1999) further affirm that firstly 

consumers are hypothesized to become loyal in a cognitive sense, then later in an 

affective sense. Further, in a conative manner, and finally in a behavioural manner. 

This is the nature of cognitive-affective method which considers the correlation of 

satisfaction with expectancy and desires. Efforts have been done to include an affective 

assessment, rather of considering desires besides the previous study manage to use 

emotions to measure the subjective feelings concerning the visitors’ decision making. 

As such, visitor satisfaction should be consist of psychological and cognitive elements 

through push and pull motives.  

Past studies found that visitors’ satisfaction is positively affected by motivation (Lee 

& Hsu, 2013; Savinovic, Kim, & Long, 2012). In another study, McDowall (2010) 

discovered that motivation (family and friend togetherness, excitement, event novelty, 

and escape) can directly influence the visitors’ satisfaction to participate in the events. 

Meanwhile, Park, Lee and Miller (2015) claimed that the most essential factor in 

understanding the visitors’ satisfaction is through the visitors’ motivation. It shows 
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that visitors’ satisfaction is engendered by the push and pull factor of the destination. 

Lee et al. (2014) found that extrinsic motivation does not significantly influence 

satisfaction, whereas intrinsic motivation significantly influences satisfaction. 

Similarly, Geus, Richards and Toepoel (2013) claimed that intrinsic and extrinsic 

motivation can be conceptualized as opposites on a continuum of autonomous 

behaviour. Intrinsic or internal motivation refers to the behaviour of the visitors who 

engage in an activity for the purpose of enjoying the activities rather than achieve 

particular outcomes. Meanwhile, extrinsic motivation is the opposite where visitors’ 

joined activity with the purpose of outcomes or expectations. Devesa, Laguna and 

Palacios (2010) affirmed that visitors’ who have travelling to a particular destination 

can have very different motives which affect their expectation and overall satisfaction. 

Consequently, the fulfilment of the intrinsic motives generally leads to higher 

satisfaction particularly among the visitors in the events sports tourism. This fulfilment 

or understanding the motives and visitors satisfaction can be beneficial in order to 

retain the experienced and motivated to ensure the continuation of the events in the 

future (Mykletun & Himanen, 2016). In spite of empirical evidence of the previous 

study on motivation and satisfaction, the causal relationship study between visitors’ 

motivation and satisfaction did not focus on events sports tourism, especially on small-

scale sports events. Hence, this study tries to bring this gap on how push and pull 

motives affects the visitors’ satisfaction presence in the small-scale sports event. 

Therefore, there is a need to study this causal relationship. Based on the above 

statement, this study suggests the following hypothesis:  

H5:  There is a positive relationship between the visitors’ motivation and satisfaction 

of the SSEST. 



 

65 

2.10.3 Relationship between Perceived Image and Satisfaction 

There are several studies that addressed the role of the image as a critical factor in 

influencing satisfaction (Assaker & Hallak, 2013; Ryu et al., 2008).  Ryu et al. (2008) 

found that the image of a restaurant can influence the visitors’ satisfaction including 

the restaurant atmosphere, food quality, and the cleanliness of the restaurant. Similarly, 

Kaplanidou and Vogt (2007) identified that an event image can significantly determine 

the visitors’ satisfaction. However, some of the previous studies showed the negative 

results on the relationship between destination image and satisfaction. Even though 

Prayag and Ryan (2012) affirmed there is a positive relationship between destination 

image and visitors’ satisfaction, Park and Njite (2010) obtained a different result. The 

different results from the study might be due to several factors such as location and 

facilities.  

The insignificant result did not affect the positive relationship between image and 

satisfaction because the image of the events can become the key factor in generating a 

positive image as well as influencing visitors’ satisfaction. It can be said that an image 

can become the key determinant factor for the visitors’ decision making (Beerli & 

Martín, 2004). The image is likely to be established in the visitor’s mind and becomes 

recall memories for the visitors’ in doing their decision. So, the image can be 

considered as a predictor that influences the visitor’s satisfaction during the process of 

judgement and evaluating an event (Kim, Kim, Ruetzler & Taylor, 2010; Lee & 

Beeler, 2009).  

Several studies discovered that the image has a significant relationship as well as the 

visitors’ satisfaction (Chi & Qu, 2008; Ramseook-Munhurrun, Seebaluck, & Naidoo, 

2015). However, there are limited studies on perceived image and visitors’ satisfaction 
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for events sports tourism. Hence, there is a need to study the causal relationship 

between the perceived image and the visitors’ satisfaction in order to assist sports 

events marketers in providing effective management and marketing strategies. This 

study intended to predict whether the perceived image can influence the visitors’ 

satisfaction and behavioural intentions. The following is the hypothesis of this study: 

H6:  There is a positive relationship between the visitors’ perceived image and 

satisfaction of the SSEST.  

2.10.4 Relationship between Perceived Value and Satisfaction 

The concept of perceived value has been discussed in several of the previous study 

related to visitor behaviour. This concept the effects of perceived value on dissimilar 

characteristics of visitors’ behaviour includes satisfaction or post-purchase behaviour 

to understand their propensity. Value is described as the benefits that are being 

presented with the visitors. Zeithaml (1988) explained value as an overall assessment 

of product utility based on perceptions of the consumer’s which what was received 

and what was given in exchange. The causal relations among value and satisfaction is 

established in the marketing literature compared to events sports tourism. In spite of 

the fact that the relationship through value and satisfaction was well accepted, there is 

still the unpredictability concerning the causal relationship between value and 

satisfaction besides the implication on the visitors’ behavioural intentions. Moreover, 

the relationship between perceived value and satisfaction has been established in 

earlier studies (Chen & Chen, 2010; Edward & Sahadev, 2011).  

Prior studies indicated that perceived value may be a predictor of the visitor’s 

satisfaction in predicting their intentions to revisit. It has been confirmed by Eid and 

El-Gohary (2015) in their study which found the significant relationship between 

perceived value and satisfaction towards Muslim tourists. Similarly, Lai (2015) found 
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a significant relationship between perceived value and satisfaction in a study at a 

restaurant. Several studies have also discovered that perceived value has a significant 

influence on the visitors’ satisfaction (Jin et al., 2013; Meng et al., 2011; Wu & Li, 

2014). Eid (2015) stated that the knowledge of the customer’s perceived value can 

influence their satisfaction and retention. However, the findings cannot be used to 

generalise to other studies due to the different location and culture (Allameh et al., 

2015).  

According to Kim, Duncan and Chung (2014), organisers can increase the perceived 

value and satisfaction level of the visitors especially first-timers which will turn them 

into loyal visitors in the future. When there are more valuable values being perceived 

by the visitors, the visitors will be able to achieve a higher level of satisfaction 

(Ramseook-Munhurrun et al., 2015). Besides, visitors’ believed that, if the benefits 

perceived by the visitors’ outweigh the costs of their decision, they were inclined 

toward satisfaction and vice versa. Therefore, the event provider should give 

considerations to visitors’ perceived value as an essential predictor of satisfaction. 

Thereby, understanding the relationship between perceived value towards satisfaction 

enhancing the visitors to revisit and recommend this SSEST to their friends and 

relatives. Hence, the following hypothesis is developed for this study: 

H7:  There is a positive relationship between the visitors’ perceived value and 

satisfaction of the SSEST. 

2.11 Behavioural Intentions 

Many of tourism products depend on visitors’ behavioural intentions to ensure 

sustainability, especially on the choice of destination (Quintal & Polczynski, 2010). 

Oliver (1980) explained behavioural intentions as an affirmed of visitors’ likelihood 

of whether to engage in certain behaviour. Besides that, Fishbein and Ajzen (1975) 
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defined behavioural intentions as a measurement of the strength of one’s intentions to 

perform a particular behaviour such as revisit or recommend. In a study on tourism 

and hospitality, the Theory of Planned Behaviour has been chosen to predict the 

visitors’ travel intentions to food festivals (Horng, Su, & So, 2013).  The study 

discovers that attitude, perceived behavioural control, and past behaviour is correlated 

with the visitors’ travel intentions. This finding was agreed by Chen and Tung (2014) 

who stated that attitude, subjective norms, and perceived behavioural control has 

influenced a person’s intentions behaviour.  

Attitude is described as the psychological emotion and the favourable or negative 

assessment that arises when a person participates in certain behaviours (Ajzen, 2011). 

Furthermore, an attitude refers to a person’s positive or negative judgement when 

carrying out a specific behaviour in the TPB model (Ajzen, 1991). According to Chien, 

Yen, and Hoang (2012), visitors who have an additional positive attitude will have 

positive behavioural intentions and vice versa. Meanwhile, besides attitude, 

behavioural intentions also have been measured through subjective norms. Ajzen 

(1991) stated subjective norms as the level of social pressure perceived by a person 

with related to the behaviour or their action. As a result, subjective norms is the factor 

which influences a person’s decision-making. Past studies affirmed that subjective 

norms can positively affect a person’s behavioural intentions (Song, You, Reisinger, 

Lee, & Lee, 2014; Ziadat, 2014).  

Thus, it can be said that visitors who have more positive subjective norms will have 

greater intentions behaviour. Besides considering the individual’s behavioural 

intentions which are attitude and subjective norms, perceived behavioural control 

should also be given focus by the researcher. Perceived behavioural control (PBC) 
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stated as an individual’s impression of the possible problems when presenting a 

specific behaviour (Ajzen, 1991).  Chen and Tung (2014) in their study have found 

that the visitors’ have high intentions towards visiting the destinations or attractions 

when the destination management officer (DMO) provided the required facilities to 

the visitors. If the destinations or attractions are easily accessible to the visitors, it will 

increase the visitors’ intentions to revisit.   Thus, it can be concluded when more 

individuals are controlling the possibilities and resources to carry out a specific 

behaviour, it is more probable that the behaviour will be involved.  

There is a link between behavioural intentions with the visitors’ conative loyalty, 

besides attitude, subjective norms, and perceived behavioural control. The visitors’ 

loyalty is the key element for long-term viability or sustainability of events or festival. 

According to Chen and Chen (2010), evaluate the visitors’ loyalty can enhance 

understanding and ensuring customer retention. Oliver (1999) stated that visitors’ 

loyalty can be classified into four phases which are cognitive loyalty, affective loyalty, 

conative loyalty, and action loyalty. In practice, almost all researchers used 

behavioural intentions as an alternative for action loyalty because the cost of retaining 

loyal customers can be five times greater than the price of attracting new customers. It 

can be said that profitability depends on the capability to maintain the existing 

customers as loyalty is an important variable for behavioural intentions (Li & Cai, 

2012).  

For that reason, to remain the sustainability of tourism industry, several studies have 

measured behavioural intentions related to the tourism activities to ensure the 

productivity (Koo et al., 2014; Z. Song et al., 2013; Wu, Wong, & Cheng, 2013). For 

example, the intentions to revisit or repurchase and willingness to recommend to other 
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people, the spread of positive word-of-mouth, premium price, more money 

expenditure and being loyal to a company. Studies on visitors’ behavioural intentions 

mostly focus on post-purchase behavioural intentions (Son & Lee, 2011; Wu & Li, 

2014). Post-purchase behavioural intentions happen in the visitors’ decision-making 

process when they take additional action based on their satisfaction or dissatisfaction. 

Besides favourable behavioural intentions, there are also unfavourable behavioural 

intentions such as spending less money, negative word-of-mouth and taking legal 

action against the product or service provider. Therefore, the organisers should retain 

the good image of the product and services to ensure sustainability. Besides that, it is 

not enough to just maintain the products and services without focusing on the visitors’ 

experience. This is due to positive experience can influence visitors’ repeated visits 

and recommend the service to their associates and friends (Chen & Tsai, 2007; Lee, 

Lee, & Choi, 2010). Visitors’ experience which is taken into consideration to be the 

most significant and more responsible reference of information for potential visitors 

(Williams & Soutar, 2009). 

Tzetzis, Alexandris, and Kapsampeli (2014) claimed that the behavioural intentions of 

the visitors who attended the small-scale outdoor sports events can be measured using 

the intentions to revisit and word of mouth. This measurement is similar to the study 

by Prayag and Grivel (2014) in their study of sports events. Several researchers used 

different measurement scales. However, Lin (2012) states that there was no conclusive 

answer on how to measure behavioural intentions. This study had adapted suggestion 

by Jin et al. 2013) to measure the visitors’ behavioural intentions based on intentions 

to revisit and word of mouth to measure the visitors’ behavioural intentions in 

attending the SSEST.  
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2.12 Mediating Role of Satisfaction 

Studies have shown that the customer loyalty is mediated by evaluative judgments 

such as satisfaction (Barnes, Mattsson, & Sørensen, 2014; Koo et al., 2014). This 

mediating role will be able to determine whether motivation, perceived image, and 

perceived value would have a direct effect on the behavioural intentions or otherwise 

an indirect effect through satisfaction. Baron and Kenny (1986) indicated that an 

independent variable should have a direct relationship with dependent variables. 

However, the limited empirical research on the role of satisfaction as the mediating 

variables between motivation, perceived image, and perceived value towards 

behavioural intentions especially in the SSEST is the reason for the limited 

justification. This research gap identified was supported by He and Song (2009) who 

found that the mediating variable can become a transition between psychological 

variables and the actual behaviour. 

Prayag (2012) stated that comprehension the connection between motivation and 

future behavioural intentions will help in the understanding of the visitors’ psychology 

and marketing segmentation. The limited attention on the link among motivation and 

behavioural intentions especially in the sports marketing context was supported by 

Taylor and Shanka (2008). Taylor and Shanka (2008) obtained that overall satisfaction 

with non-profit sporting events was considerably predicted by the motive “to get 

fit/healthy benefits” but not by the reason “to have fun”. This finding was also 

supported by Lee and Hsu (2013) who found that motivation (cultural experiences, 

leisure, psychology, and self-expression) can significantly influence the visitors’ 

satisfaction during their visit to the Aboriginal Festival. Besides the link between 

motivation and behavioural intentions, satisfaction can also become the predictor.  
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Besides understanding how satisfaction can lead to post-consumption behaviours, it is 

essential to recognize the role of motivation in shaping the visitors’ satisfaction and 

behavioural intentions. Prayag (2012) suggested that the push and pull factors can 

determine the respective effect on loyalty or future behaviour by focusing on domestic 

and international visitors. It is believed that behavioural intentions are the outcome of 

mental processing that can transform motivation into future behaviour. Hence, this 

study tested the following hypothesis: 

H8:  The effect of motivation and behavioural intentions is mediated by satisfaction. 

Besides motivation, organisers should understand other psychological variables to 

attract new visitors and retain existing visitors in events sports tourism. The preceding 

studies on sports tourism concentrated on the events and destination image in 

influencing the visitors’ behavioural intentions (Chen & Funk, 2010; Kaplanidou & 

Gibson, 2012). Deng, Li, and Shen (2013) found that the event image can influence 

the visitors’ attitude in attending the Shanghai World Expo. Besides that, the study 

from Lu and Cai (2011) found that perceived image has an insignificant relationship 

on the loyalty to the destination and visitors’ satisfaction.  

However, the study discovers that there was a significant relationship on loyalty to the 

events. The negative finding is due to the visitors’ different perceptions in attending 

the convention and exhibition events because the perceived image is related to the 

event’s characteristics and individual factors. There were preceding image-related 

studies that affirmed that perceived image has a significant influence on the 

satisfaction levels with the bicycling tour events. However, findings have shown that 

satisfaction with the events did not positively influence the visitors’ revisit intentions 

to the destination for sports activities  (Kaplanidou & Vogt, 2007). The perceived 
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image of this study was measured based on the experiences of the visitors when 

participating in the events. Kaplanidou and Gibson (2012) found that the event image 

is necessary for the emergence of behavioural intentions when youth sports events 

were viewed as a satisfactory pastime and as an activity for relatives and friends. Koo 

et al. (2014) established the following sequence of perceived image and behavioural 

intentions and found that satisfaction partially mediates the relationship between the 

two variables based on the guidelines from Baron and Kenny (1986).Thus, it could be 

hypothesised that: 

H9:  The effect of perceived image and behavioural intentions is mediated by 

satisfaction. 

In addition, perceived value can also influence the visitors’ behavioural intentions 

(Chen & Chen, 2010).  In order to acquaint the role of perceived values, it is important 

to understand how the perceived values are associated with post-consumption 

responses such as visitors’ satisfaction and behavioural intentions.  

Chen and Chen (2010) in their study of heritage tourism discovered that perceived 

value has a positive relationship with behavioural intentions. On the other hand, Ha 

and Jang (2010) found that hedonic and utilitarian value are direct antecedents of 

satisfaction and behavioural intentions which related to food and restaurant study. 

Further, taste, variety of menu, and healthy food which are utilitarian factors were 

found to be significant in both the satisfaction and behavioural intentions models, 

whereas food costs and food portions were not significantly influencing the 

behavioural intentions of visitors’. Jin et al. (2013) in their study of sports tourism 

discovered that the perceived value of time, quality, and fees have relations with the 

visitors’ behavioural intentions.  The finding was consistent with Allameh et al. (2015) 

in their study of sports tourism which discovered the positive relations among 
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perceived value and behavioural intentions. It is also discovered that the dimension of 

perceived value is related to the visitors’ experience such as the fulfilment of their 

needs and wants.  

Cole and Illum (2006)  suggested that the festival quality and endurance of festival 

quality are the solutions to increase the visitors’ satisfaction and behavioural 

intentions. Festival quality seems to be an influence of visitors’ satisfaction which can 

lead to behavioural intentions. It is frequently considered that high levels of festival 

quality will influence the visitors to feel satisfied. Moreover, achieved the visitors’ 

satisfaction also portray favourable behavioural intentions such as positive word-of-

mouth and repeated visits. Wu, Wong, and Cheng (2013) obtained that there was an 

insignificant relation among festival quality and behavioural intentions.  

This insignificant relationship was supported by Cronin, Brady, and Hult (2000) who 

stated that service quality can influence behavioural intentions through its effects on 

satisfaction. Several studies considered festival quality as a determinant factor of 

behavioural intentions (Jin et al., 2013; Wu & Li, 2014). In line with that, Liang, Illum, 

and Cole (2008) proposed that there are indisputably alternative constructs which can 

influence visitors’ behavioural intentions for events and festivals.  

Besides that, further understanding of perceived value, especially in SSEST should 

also be acknowledged. The relationship between these variables has shown that the 

perceived value are mediated by satisfaction. Furthermore, Ramseook-Munhurrun et 

al. (2015) confirmed that satisfaction becomes the mediating variables between 

perceived value and loyalty. The study specified that the value of the destination which 
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perceived by the visitors’ should be considered to fulfil the visitors’ satisfaction and 

loyalty. Thus, this study has proposed the following hypothesis:  

H10:  The effect of perceived value and behavioural intentions is mediated by 

satisfaction. 

2.13 Theoretical Perspective 

2.13.1 Theory of Planned Behaviour 

Intentions can be one of the indications to measure the visitors’ behaviour. Each 

visitors have different indications in their intentions such as their characteristics, the 

memory that they have, and their confidence level. According to Shonk and 

Chelladurai (2008), people act according to their intentions and understanding of 

control over the behaviour. One of the widely known theories which are related to 

behaviour is the Theory of Planned Behaviour (TPB). TPB is a theory that is used to 

explain the action taken by the visitor and it is an extended theory from the previous 

theory, which is the theory of reasoned action. In order to forecast and clarify 

behavioural disposition among human, Ajzen (1991) included social attitude and 

personality traits. TPB contains three independent variables, which are the attitude 

towards the behaviour, subjective norms, and perceived behavioural control. These 

three independent variables can influence intentions and behaviour. Intentions are 

defined as the motivational factors that influence behaviour. Meanwhile, subjective 

norm concerns to the pressure to fulfil or not fulfil the behaviour.  

Several studies have used TPB as the main theory to measure intentions and predict 

behaviour. There are studies that have proven a positive relationship; however, there 

are also several studies that argued with this approach. In order to avoid any unforeseen 

circumstances, Ajzen (2012) encouraged scholars to comprehend the construct of the 

theory to enhanced understanding of the visitors’ behavioural intentions. 
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Figure 2. 1: Theory of Planned Behaviour 

2.13.2 Theory of Tourist Attraction 

The theory of tourist attraction by Leiper (1990) consists of three components which 

are tourist, nucleus (any attributes or characteristics of the destination), and markers 

(information about the nucleus). The tourism attraction is achieved when the three 

elements are connected. There are five elements of tourist connection: 1) the essence 

of tourist behaviour that involves the needs to fulfil their satisfaction; 2) finding 

suitable attractions for their personal experience; 3) fulfilling their needs and ability to 

travel; 4) the combination of nucleus and markers to find their personal experience; 

and 5) the failure to fulfil their needs.  

The first component of Leiper (1990) tourist attraction theory is the human element. 

Visitors’ seek to meet their diversity of necessity and desire during finding the 

information for their leisure away from home. The first aspects involve the 

inconsistency between the understanding of visitors and from the tourism destination 

perspective. Second aspects which differentiate the characteristics of visitors in terms 

of the human element of attraction systems. It measures visitors’ whether that visitor 

can be classified into respective groups. For example, in sports events, the visitors’ are 



 

77 

classified into spectator and player. In contrast, from the tourism point of view, a high 

percentage of spectators who attend one of sports events may be categorised as tourists. 

Furthermore, the second element in the tourist attraction system is the nucleus. This 

second category is the central component in a tourist attraction system that might 

include any features or characteristics of a place or destination that the visitors have 

visited or planned to visit. This element will be experienced by the visitors using 

observation or the visitors attended the attraction for the purpose of visiting the 

destinations or participating in the activities. Besides that, this element is also 

important in determining the visitors’ needs before proceeding with the planning. The 

nucleus elements include the attributes of the place, the planning before departing to 

the destination, and the tertiary nucleus is experienced after arriving at the destination. 

Marker is the third component in the tourism attraction and it contains the information 

about the potential nucleus element which will be used to determine the decision on 

the nucleus elements. The visitors’ behaviour consists of several characteristics and it 

is important for the organisers and suppliers to develop the attraction based on these 

three elements.   
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Figure 2. 2:  The Model of Tourist Attraction 

2.13.3 Push and Pull Theory 

The push and pull theory is used as the underpinning theory to develop the conceptual 

framework for this study. This theory has been developed by Dann (1981) This theory 

is derived from the definition of travel motivation which influences people to travel. 

The push and pull factors discuss the understanding of what motivate people to travel 

and what are the factors that pull them to choose a particular destination. According to 

Kim and Chalip (2004), push factor is related to the intangibles such as motives, 

traveller’s necessity and interest, whereas pull factor refers to the attraction of the 

destination.  

The push and pull theory can be seen implemented in different field of studies such as 

sports events, marketing, and consumers’ behaviour. Although the push and pull 

theory has always been associated with consumers’ behaviour, issues on motivation 

and satisfaction, the theory is also relevant in explaining the relations between 
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perceived image and value towards behavioural intentions. Dolinting et al. (2015) 

mentioned that the push and pull theory is an antecedent of motivation. They claimed 

that motivation is the function of push and pull factors which are perceived by the 

visitors. The perception of the push factor will motivate the visitors to travel, whereas 

the pull factors will be the reason for the destination chosen.  

The push and pull factors assumed that visitors decide their travel destination based on 

the pull attraction. Hanqin and Lam (1999) incorporated 22 motivation items in their 

study and establish five factors which could be described as knowledge, prestige, 

enhancement of human relation, relation, and novelty. A study by Kim, Goh, and Yuan 

(2010) on travel motivation found that knowledge and learning, fun and new 

experience, and relaxation with family can be considered as push factors. Thus, it can 

be concluded that the different ways of study can contribute to the different views 

which can be referred to as motivation. 

For this study, the push and pull theory is used to understand the relationship between 

motivation and satisfaction towards behavioural intentions. Hence, it is essential for 

the event organisers to comprehend the factors that can motivate the visitors to make 

a decision to travel and choose the destination. This strategy will help the event 

organisers or the host community to fulfil the visitors’ needs and demands. It is 

believed that this theory can give a further explanation of how motivation factors can 

influence the visitors’ behavioural intentions to participate in SSEST. 

2.13.4 Adapted Model of Small-Scale Sports Event 

The aggressive marketplace, in which facing by almost tourism activities has created 

a lot of challenges for marketers. Besides, this industry themselves have faced other 
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possible crises such as climate changes and the slackening of global economic. This 

model incorporates the visitors’ behavioural intentions in attending the small-scale 

sports event. These efforts drive event organiser to expand specific search strategies 

for the understanding of visitors'. In addition, this model takes into account the 

dissimilar roles of small-scale sports event factors which are event image, satisfaction 

and behavioural intentions.  

Behaviour is normally said to happen within a specific context. The model of small-

scale sports event recognised two different factors that support the understanding of 

visitors' behavioural intention. These are; event image and satisfaction (Koo et al., 

2014). The event image and satisfaction has been found as an essential predictor of 

post-consumption behaviour of the visitors'. Gwinner (1997) proposes three factors 

that may impact an individual's perception of a particular event image that is the type 

of event, event attribute, and individual factor itself. 

Meanwhile, satisfaction is believed to become the post-evaluative consideration of 

current participation in a small-scale sports event. Fulfilling the visitors' satisfaction 

are likely to influence positive future behavioural intention. Therefore, satisfaction can 

be accepted as a factor which influences visitors' participation. But then, if the outcome 

of the event has not fulfilled the visitors' expectation, it will turn to dissatisfy. This 

model has affirmed that satisfied visitors' tend to be more committed and loyal 

compared to less satisfied visitors'. 

Therefore, to understand the visitors' behavioural intentions to participate in a small-

scale sports event, it is necessary to comprehend the factors that influenced the 

visitors'. This understanding will enhance the predictability of the small-scale sports 
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event concept and considering the event image and satisfaction would be to affect the 

visitors' decision and general evaluation after attending the event. Meanwhile, 

satisfaction would be formed throughout the onsite experience. Hence, the event 

organiser should attempt to enhance their service and visitors' are likely to have 

positive behavioural intentions towards small-scale sports event. 

 
Figure 2. 3:  A Model of Small-Scale Sports Event by Koo et al. (2014) 

2.14 Research Conceptual Framework 

Based on the reviewed literature, a conceptual framework was proposed to investigate 

the determinants of psychological factors on visitors’ behavioural intentions in the 

context of small-scale events sports tourism (SSEST) particularly in Northern Region 

of Peninsular Malaysia. A model and few theories such as Koo et al. (2014), Theory 

of Planned Behaviour by Ajzen (1991), Tourist Attraction Theory by Leiper (1990) 

and Push and Pull Theory by Dann (1981) were used as the theoretical background of 

this study.  

The visitor motivation is obtained from the push and pull theory by Dann (1981). The 

push and pull theory is relevant to this study to determine the motives among visitor 

who decided to attend the SSEST. According to Dann (1981), the push and pull factors 

can be benefitted as a tool to justify what makes the visitors want to travel and what 

influence them in choosing a specific destination. The destination in this study refers 

to the small scale events sports tourism activities. In addition, the motivation (extrinsic 

and intrinsic) which consists of push factor (influences cause visitors to depart from 
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home to seek some unspecified vacation destination) and pull (influence visitors to 

visit particular destinations that have attractive attributes) factor may also help the 

visitors in their decision making process (Dolinting et al., 2015). The pull factor or 

also known as motives can be understood using perceived image and perceived value. 

This study refers to motivation (extrinsic and intrinsic) as the push factor, meanwhile, 

perceived image and perceived value as the pull factors which can influence the 

visitors to obtain their desire of attending the SSEST. The decision-making process of 

the visitor who attends the SSEST can be understood by comprehending the push and 

pull factor. The perceived image of the sports events can be represented by the pull 

factors due to the visitors’ knowledge or perception such as the benefit, facilities and 

organization of the events. The push factors in this study will be influenced by 

motivation. A visitor who is motivated to participate as a spectator or players will 

travel to the sports events. The pull factors can justify the attractions or characteristics 

of SSEST that suit the visitors’ interest such as the emotional and functional factor 

during attending the events. However, besides understand the visitors’ through 

motivation, perceived image and value, satisfaction also becomes an important factor 

which believed affecting visitor decision to attend the SSEST. 

In this conceptual framework, satisfaction has been creating as mediating variable. 

Yüksel and Yüksel (2001) specify that consumers obtain goods and services with a 

pre-purchase assumption about predicted performance. Satisfaction happens when 

visitor contrasts their perceptions with their early expectations. Further, a difference 

also made among overall satisfaction and individual satisfaction. Generally, 

satisfaction is a wide concept which incorporates an assessment of the accumulated 

experiences of a visitor’s predictions, purchase, and experiences.  
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Moreover, in terms of visitors’ behavioural intentions, the understanding of this 

variable was taken from the Theory of Planned Behaviour (TPB) by Ajzen (1991). 

TPB was initially developed to examine the human behaviour which believed guided 

by three kinds of considerations, attitude toward the behaviour, subjective norms and 

perceived behavioural control. In particular study, Ziadat (2014) using the TPB to 

investigate the antecedents of revisit intentions and the mediating effect of revisit 

intentions in the relationship between perceived behaviour control (PBC) and actual 

visit behaviour (ACT). Likewise, Koronios and Thanos Kriemadis (2018) agreed that 

the phases of motivational efficiency were thought to be importantly related to 

behaviour and upcoming behaviour aims. Meanwhile, Koo et al. (2014) stated that the 

visitors’ behavioural intentions are influenced by perceived image through 

satisfaction.  

Thus, it can be said that motivation, perceived image and value and satisfaction can 

influence the visitors’ behavioural intentions in attending SSEST. This theory is used 

to examine the antecedents of the visitors’ behaviour through the intentions to revisit 

and word of mouth to attend the SSEST in the nearing future. This is because the 

visitors’ behaviour is driven by their behavioural intentions and their behavioural 

intentions are obtained from their attitude towards the behaviour. Behavioural 

intentions are a sign of the visitors’ willingness to execute the behaviour. Anyhow the 

important of TPB has been supported by the previous study, but there is a missing if 

the attraction of the SSEST is unknown. According to Leiper (1990), a tourist 

attraction is defined as a system which consists of three elements: a tourist or human 

element, a nucleus or central element, and a marker or informative element and a 

tourist attraction theory comes into existence when the three elements are related.  
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The sport tourists often look for their essentials and needs in their search to fulfil their 

satisfaction of leisure when away from home. In sports events, the event organisers 

should know two types of visitors’ who attend this type of events who known as 

spectator and players. These differences types of visitor will also have different needs 

and demands. Yusof, Shah and Geok (2012) has applied this theory and has 

conceptualised small scale sports events as a tourist attraction through a unique 

interaction between tourist, events and place. This study also examined that small-

scale sports events are not just for large cities but a lot of benefits can also be realised 

through the SSEST similar to hosting mega sporting events such as economic benefits. 

For this reason, besides responding to the research questions, this study also tries to 

ascertain whether the SSEST can become as one of the tourism attraction that benefits 

to the destination. The conceptual framework for this study is as follows: 

 
Figure 2. 4:  Proposed Conceptual Framework 

2.15 Conclusion 

This chapter has reviewed several kinds of literature that relevant to the topic of this 

study. The researcher reviewed the understanding of events sports tourism in Malaysia 

for the past decade which reported from other researchers’ studies perspectives. In 

order to confirm the success and the continuity of the events, it is essential for the 

organisers to know the factors that can lead to the success of their events. The success 
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of the events industry in Malaysia was explained to show the improvement for the past 

few years. The chapter has discussed the independent variables which are motivation, 

perceived image, perceived value, and satisfaction as well as dependent variable 

namely behavioural intentions. These variables were discussed by using the 

hypotheses development to enhance the understanding of the relationship between the 

variables. In the end of the chapter, the research conceptual framework is presented to 

explain the relationships between variables involved in the study.
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CHAPTER THREE  

 

METHODOLOGY 

3.1 Introduction 

The main objective of this study is to determine the relationship between the visitors’ 

motivation, perceived image, perceived value, satisfaction, and behavioural intentions 

to attend the SSEST. This study specifically focused on the small-scale events sports 

tourism in Kedah and Perlis. This chapter discusses the research design, population 

and sample, instrument design, reliability and validity of the study instrument, pilot 

study, data collection, and data analysis. 

3.2 Research Design 

The research design refers to a procedure or strategy to obtain answers to the objectives 

of a study. It is important to determine the correct research design that suits the purpose 

of the study. Thereby, this study employed a questionnaire survey design for obtaining 

the data. Sekaran (2003) defined questionnaire as a pre-formulated written set of 

questions to which respondents record their answers, usually within rather closely 

defined alternatives. The researcher has distributed a set of questionnaires to obtain 

the visitors’ information. 

Additionally, the cross-sectional method was chosen to collect a larger sample of the 

respondents besides its effectiveness to obtain the visitors’ information. The researcher 

has chosen the quantitative approach to achieve the research objectives. Creswell  
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(2013) stated that quantitative research involves complex experiments with many 

variables and treatments. The quantitative research was also used to determine the 

relationship between variables as well as establishing the role of the mediator in the 

relationship between the independent variable and dependent variable. 

This study considered a correlational study due to the hypothesis testing that has been 

measured in the objectives. The aims of the correlational study are to determine 

whether the two variables are correlated. A correlational study involves two or more 

quantitative variables and the study’s main focus is to determine if there is a 

relationship between the variables. The questionnaire that has been developed is based 

on the review of the literature which several factors have been determined to answer 

the research objectives. Data analysis has been performed by using reliability testing, 

factor analysis, and structural equation modelling or SEM-AMOS. 

3.3 Population and Sample 

The population is defined as the entire group of people, events, or things that the 

researchers want to investigate (Sekaran & Bougie, 2003). The target population of 

this study was the visitors who attended the SSEST in Kedah and Perlis from March 

to May 2016. Some of the events that were investigated by the researcher are “Temasya 

Sukan Sungai Tanjung Chali”, Larian Bendang”, and “Pesta Angin Timur Perlis”. 

These two states were chosen due to the popularity of the events besides these two 

states government which are Perlis and Kedah actively promoted their small-scale 

sports events. Besides, the other reason for choosing these two locations and the events 

are the events popularity itself among the local visitors’. The popularity of the events 

is based on the social media account which also getting attention among the local 

visitors’ and outsiders.   
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So, to acquire the information, this study has chosen systematic sampling as the 

method of data collection. Sekaran and Bougie (2010) defined systematic sampling as 

the probability sampling that involves every n element in the population, which has a 

known chance of being selected as the subject. Furthermore, the researcher decided to 

approach the respondents at the parking space of the events due to the difficulty to 

approach all the visitors in the events. The study approached one in every five cars that 

enter the parking space to be selected as a respondent. The researcher explained the 

research objectives and the visitors who agreed to participate in this study were given 

a sticker to help the research assistant to recognise them.   

For the sample size, Pallant (2010) suggested that there are different guidelines from 

the different authors regarding the suggested sample size. For example, Tabachnick 

and Fidell (2007) mentioned that the sample size should consider the number of 

independent variables and formulated the following formula: N > 50 + 8m (where m 

= a number of independent variables). For example, if the independent variable is this 

study are 4, thus N > 50 + 8(4) = N > 82. In 2015, around 130,000 visitors have been 

recorded attended the Pesta Angin Timur in Perlis (Bernama, 2016). Hence, the total 

number of visitors in 2015 has been counted as the population of this study. According 

to Krejcie and Morgan (1970),  the sample size for 130,000 visitors is 384 respondents. 

When the study used 384 respondents as the target sample size, the percentage for the 

whole population could fall within the positive or negative 5% range from the sample. 

Besides that, the sample size could also be determined using the confidence level. For 

example, 384 sample size is suggested at 95% confidence level and 5% margin of 

error. However, this study tried to obtain more than the suggested sample size to retain 

the consistency of the construct. Hence, the researcher decided to distribute 600 
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questionnaires and managed to obtain 468 questionnaires that can be used for this 

study. 

3.4 Instrument Design 

The researcher decided to use questionnaires to collect the data due to questionnaires 

are an efficient data collection mechanism for the large population of the individuals. 

The questionnaire should be designed and planned in a good format to avoid obtaining 

poor data to address the research questions (Pallant, 2010). For example, the 

questionnaire is generally characterised by wording and order of questions and 

definitions or explanations for each question.  

The questionnaire (Appendix A) was prepared based on the research objectives, 

questions, and hypotheses to examine the visitors’ motivation, perceived image, 

perceived value, satisfaction and behavioural intentions. The questionnaire is divided 

into six parts. Section A composed of 11 items regarding socio-demographic 

characteristics of the respondents’ such as age, income and gender. In section B, 

respondents were asked about their motivation factors consist of social, escaping and 

exciting (14 items) which influenced them to attend the SSEST. In section C, 

respondents were asked about the perception regarding the image of SSEST 

(management and facilities) in a total of 12 items.   

Section D comprised of eight items regarding the value that perceived by the 

respondents during attending the SSEST. Respondents were required to circle a scale 

which best described their answer. In section E, respondents were asked about their 

level of satisfaction (attraction of games, facilities and convenience and promotion) 

towards this SSEST in a total of 13 items. Section F composed of 5 items regarding 
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the visitors’ behavioural intentions in attending the SSEST. This questionnaire also 

includes one open-ended questions for the visitors to provide their responses and 

suggestions.  

The questions are in English and Bahasa Malaysia version to ease the understanding 

of the target respondents who are mostly local visitors. Besides local visitors, there are 

also visitors who are not local such as international students and workers who live in 

Kedah and Perlis. The questionnaire has adapted several questions from previous 

studies to suit the purpose of this study as stated in Table 3.1. Then, the questionnaire 

was evaluated by an expert panels to ensure its clarity and validity. Moreover, a pilot 

test was conducted to confirm the validity and reliability of the items in the 

questionnaire. The data were analysed using SEM-AMOS version 22 and SPSS 

version 23.  

Table 3. 1 

The summarisation of adapting questionnaires 

Variables                Author Total Items 

Motivation Prayag and Grivel (2014), Savinovic et 

al. (2012)                        

14 

Perceived image  Kaplanidou (2010), Deng et al. (2013)                                            12 

Perceived value Lee et al. (2010), Jin et al. (2013) 9 

Satisfaction Huang (2011) 13 

Behavioural 

intentions 

Jin et al. (2013) 5 

 

3.4.1 Questionnaire Designs 

Vaus (2002) stated that to operationalise and formulating the constructs for the 

development of questionnaire design, the review of literature becomes a good 

guideline in clarifying the appropriate variables. The reason for adapting the constructs 

or variables related to this study is to ensure the validity of the measurement. The 

adapting questionnaires from the previous study are to minimize bias in this study.  



 

91 

 

Sekaran and Bougie (2003) further specified that the purpose of each question that has 

been adapted should be carefully considered so that the variables are adequately 

measured. Hence, Sekaran and Bougie (2003) suggested three steps of the procedure 

for questionnaires design which are wording or the questions, planning of issues with 

regard to how the variables will be categorised, scaled and coded, and general 

appearance of the questionnaire (length, introduction and instructions). 

For that reason, the questionnaire in this study was constructed to obtain the answers 

to the relationship between the visitors’ motivation, perceived image, perceived value, 

satisfaction and behavioural intentions in SSEST. It is important to ensure that all 

variables are adequately measured. This study has used close-ended questions for the 

respondents to make a quick decision. In addition, the demographic profile requires 

the respondents to provide their age, gender, education level, place of origin, and 

employment status. One open-ended question was used to obtain suggestions from a 

visitor regarding how this event can be improved in the future. 

Furthermore, the questionnaire which is in English was tested earlier to ensure its 

clarity for the respondents’ comprehension. Besides that, the questionnaire was also 

translated to Bahasa Malaysia by a qualified translator from the Malaysia National 

Institute of Translation so that it will be easier for the respondents to answer the 

questionnaire accurately. The back-translation technique has been applied to ensure 

clarity and validity. This process is whereby, the text is re-translated into the original 

language which is English by the translator without seeing the original text. If any 

difference happens between the back-translation and the original text, there is an error 

in an indication of translation. After identifying problems related to the back-
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translation, the discussion with the translator should be done to find out whether the 

translation needs to be changed or otherwise. 

3.4.2 Measurement Scale 

Sekaran and Bougie (2003) define measurement as gathering data in the form of 

numbers. A scale is needed to assign numbers to attributes of objects. A scale is a tool 

or mechanism by which individuals have differentiated the variables of one another in 

the study. One option of scales, Likert scale, becomes the most appropriate in this 

study to classify the visitors who attend the SSEST. Likert scale is designed to examine 

how strong respondents agree or disagree with statements. Therefore, as the 

questionnaire of this study was adapted from previous study, satisfaction was 

measured based on 5-point Likert scale, while motivation, perceived image and 

perceived value were measured using 7-point Likert scale. A 5-point Likert scale, 

according to Bouranta, Chitiris and Paravantis (2009), seems to be less complicated 

and advanced towards response rate. Moreover, the 5-point scale is quite simple for 

respondents to read (Dawes, 2008) compared to a 7-point Likert scale, which gives 

more options to respondents. 

Different Likert point scales used in this study did not affect the results of this study. 

This is agreed by Leung (2011) who states that differences among points of Likert 

scales have a slight difference in internal structure in terms of mean, standard 

deviation, item–total correlation, Cronbach’s alpha or factor loadings. This finding is 

also discussed by Wakita, Ueshima and Noguchi (2012), which confirm that the mean 

and standard deviation of the score are not significantly different, except for the 7-

point scale which is slightly lower. As the questionnaire of this study was adapted from 

previous scholars, therefore the researcher maintained the point of Likert scale. The 
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subsequent section discusses the details of the assessment scale and items related to 

previous literature. 

3.4.3 Questionnaire Items 

All variables (motivation, perceived image, perceived value, satisfaction and 

behavioural intentions) in the proposed model which included in the develop 

questionnaire survey has been measured. These multiple items have been adapted from 

previous studies. The following subsections describe these variables in details:  

3.4.3.1 Motivation 

This study has adapted motivation questions from Prayag and Grivel (2014) and 

Savinovic, Kim, and Long (2012). The adapted questions has been chosen due to the 

similar focus of study besides the items were conceptualised based on the motives of 

visitors’ attending the SSEST. The chosen items were relevant with the research 

objective in this study. The items have been modified with respect to the focus of this 

study on the SSEST. In order to measure the visitors’ motivation, three dimensions 

were used namely, escaping, exciting and social. A list of statements that consists of 

14 items regarding the motivation factors were included. A 7-point Likert scale (1 = 

strongly disagree to 7= strongly agree) was utilised to measure the construct. Table 3.2 

shows the items to measure motivation in this study: 

Table 3. 2 

Measurement items for motivation 

Variable Items References 

Motivation   Prayag and Grivel 

(2014); Savinovic, Kim, 

and Long (2012) 

MOT1 To escape from routine life 

MOT2 To enjoy being away from 

home 

MOT3 To rest/relax 

MOT4 To experience the excitement 

MOT5 To enjoy the atmosphere of the 

event 
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MOT6 To enjoy the unique/attraction 

close to the event 

MOT7 To meet new people and make 

friends 

MOT8 To meet new people with 

similar interest 

MOT9 To share experiences with my 

friends 

MOT10 To experience the uniqueness of 

this event 

MOT11 Experience a different culture 

MOT12 To disclosed with the activities 

that has been offered by the 

organizer 

MOT13 I came because of adequate 

information about the activities 

of this event 

 MOT14 I came because of the quality of 

marketing prior to the event. 

 

Note: All items were adapted from Prayag and Grivel (2014) and Savinovic, Kim, and 

Long (2012) 

3.4.3.2 Perceived Image 

Perceived image is defined as the sum of belief, impression, and perception that occurs 

before and after attending an event. For the purpose of this study, the researcher used 

three dimensions which are benefits, facilities, and management/organisation. The 

perceived image items were generated from a thorough review of previous studies on 

the event image. It was assumed that these items are appropriate in measuring the 

visitors’ event image in attending the SSEST. The questions of the perceived image 

were adapted from Deng et al. (2013)  and Kaplanidou (2010). The adapted questions 

has been chosen due to the similar focus of study besides the items were conceptualised 

according to the needs of research objective. A list of statements that consists of 13 

items regarding the visitors’ perceived image were included. A 7-point Likert scale (1 

= strongly disagree to 7 = strongly agree) was utilised to measure the construct. Table 

3.3 presents the items to measure perceived image in this study: 
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Table 3. 3 

Measurement items for perceived image 

Variable Items References 

Perceived Image   Deng et al. 

(2013); 

Kaplanidou 

(2010) 

PI1 This event has a good reputation 

PI2 This visit broadens my horizon by 

providing the opportunities to 

experience different scale of sports 

tourism 

PI3 I learn about new things during 

attending this event sports tourism 

PI4 The organizer has provided good 

security 

PI5 Parking facilities are sufficient 

PI6 The location of this event is near to 

the  accommodation 

PI7 The location of this event close to the 

public transport 

PI8 The staff/volunteer is professional 

PI1 The staff/volunteer is friendly and 

helpful 

PI11 Registration counter is convenient 

PI12 Waiting lines are orderly 

PI13 This event can become as a tourist 

attraction 

Note: All items were adapted from Deng et al. (2013) and Kaplanidou (2010) 

3.4.3.3 Perceived Value 

The measurement of visitors’ perceived value consists of an experiential value, value 

for money, and emotional value. The perceived value was measured using the 

questions that were adapted from Lee et al. (2010) and Jin et al. (2013). The items were 

chosen that seem to be more appropriate in the context of study besides it looks 

relevant to answers the research objectives of visitors' perceived value in attending the 

SSEST. A list of statements that consists of nine items regarding the visitors’ perceived 

value were included. A 7-point Likert scale (1 = strongly disagree to 7 = strongly 

agree) was utilised to measure the construct. Table 3.4 shows the items to measure the 

perceived value in this study: 
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Table 3. 4 

Measurement items for perceived value 

Variable Items References 

Perceived Value   Lee et al. (2010); Jin 

et al. (2013) PV1 The event provides a good 

variety of games and attractions 

PV2 This event is well managed 

PV3 This event is well organised 

PV4 The entry fee of the event sports 

tourism is affordable 

PV5 The time I spent at this event 

make me feel good 

PV6 The quality of the event is 

outstanding 

PV7 Attending this event was good 

value 

 PV8 My decision to attend this event 

gave me great pleasure 

 

 PV9 I felt good about my decision to 

attend this event 

 

Note: All items were adapted from Lee et al. (2010) and Jin et al. (2013) 

3.4.3.4 Satisfaction 

The fifth part examined the visitors’ level of satisfaction with the SSEST. The visitors’ 

satisfaction was measured using the three dimensions, which are the attraction of the 

games, facilities and convenience and promotion. The items were adapted from Huang 

(2011). The adapted questions has been chosen due to the similar focus of study 

besides the items were conceptualised based on the visitors’ satisfaction in attending 

the small-scale sports event. Moreover, the chosen items were relevant with the 

research objective in this study. A list of statements that consists of 15 items regarding 

the visitors’ perceived value were included. The visitors’ satisfaction was measured 

using a 5-point Likert scale from 1 (very dissatisfied) to 5 (very satisfied).  
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Table 3. 5 

Measurement items for satisfaction 

Constructs Dimension Items References 

Satisfaction   Huang 

(2011) TPSAT1 Excitement 

TPSAT2 Entertainment 

TPSAT3 Relaxation 

TPSAT4 Games attraction 

TPSAT5 Diversity in sport games 

FKSAT1 Viewing of the event 

FKSAT2 Food and beverage outlets 

FKSAT3 Transportation 

FKSAT4 Clean restroom 

FKSAT5 Signs and directions 

FKSAT6 Sufficient parking space 

PSAT1 Social media promotion (e.g., 

Facebook, Twitter, Instagram) 

PSAT2 Media promotion (e.g., newspaper, 

magazines) 

Note: All items were adapted from Huang (2011) 

3.4.3.5 Behavioural Intentions 

In this study, behavioural intentions were conceptualised based on visitors’ judgement 

concerning the probability of visitors in attending the SSEST. Five items was selected 

and adapted from Jin et al. (2013). The items were selected that are linked with the 

research objectives to answer the visitors’ behavioural intentions in attending the 

small-scale sports event. Therefore, this study included five items on five-point scale 

format, ranging from (1) strongly disagree to (7) strongly agree. Table 3.6 presents the 

items to measure the perceived value in this study: 

Table 3. 6 

Measurement items for behavioural intentions 

Variable Items References 

Behavioural intentions   Jin et al. 

(2013) BI1 Say positive things about this event 

to other people 

BI2 I will encourage friends and 

relatives to this event 

BI3 I intend to travel to this event sports 

tourism next year 

BI4 I am likely to visit this event sports 

tourism again 
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BI5 I am likely to recommend this 

event to my friends and family 

Note: All items were adapted from Jin et al. (2013) 

3.5 Standardisation of Data 

Standardisation of variables is necessary in cases where the dissimilarity measure is 

sensitive to differences in the magnitudes or scales of the input variables. Milligan and 

Cooper (1988) indicate that standardisation is accomplished with the use of translation 

and expansion. The purpose is to equalise the size or magnitude and the variability of 

the input variables. Furthermore, the purpose of standardisation is to adjust the 

magnitude of the scores and the relative weighting of the variables. The standardisation 

of data has been transformed to have zero mean and unity variance as found with the 

typical "z-score" formula. A z-score is the number of standard deviations from the 

mean of data points. More technically, it is a measure of how many standard deviations 

below or above the population mean a raw score is. A z-score is also known as a 

standard score, and it can be placed on a normal distribution curve. As this study has 

adapted different points of Likert scale, therefore all data should be standardised using 

z-score in order to avoid any difficulty during analysis. Descriptive analysis was 

applied for data standardisation using SPSS. 

3.6 Pilot Study 

The items in the questionnaire were selected from the previous studies (Huang, 2011; 

Kaplanidou, 2010; Savinovic et al., 2012) for the visitors’ motivation, perceived 

image, perceived value, satisfaction and behavioural intentions. The items in the 

questionnaire were modified to suit this study’s purposes. After analysing the content 

validity, a pilot study was conducted to test the reliability and validity of the 

questionnaire.  
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For the purpose of the pilot study, the data were collected at the sites during the 

organisation of Alor Setar Half Marathon in Kedah on March 5th, 2016. The researcher 

informed the respondents that they were participating in a preliminary test and they 

can present their opinions and feedbacks. This study has distributed 200 questionnaires 

to visitors who participated in this SSEST and the researcher managed to get 138 

respondents. This study used a self-administered questionnaire as the mode of data 

collection. The advantages of using self-administered questionnaire are the researcher 

can collect all the completed responses within a short period of time and specify the 

purpose and the research to motivate the respondents to present their answers honestly 

(Sekaran, 2003). Likewise, it is less expensive and consumes less time. Furthermore, 

it does not require many skills to distribute the questionnaire to the respondents.  

Moreover, the researcher checked and revised the questionnaire for the pilot study to 

improve it before continuing with the actual study. The reliability test for each item 

was measured using the pilot research data. The pilot study was also verified using the 

reliability coefficient, which is Cronbach's alpha. 

3.7 Validity and Reliability 

From the measuring procedures perspectives, validity is considered as the 

development of sound evidence to demonstrate that the intended test interpretation 

matches the proposed purpose of the test (Creswell, 2013). There are two types of 

validity which are internal and external validity. Sekaran and Bougie (2003) defined 

internal validity as a test of how consistently a measuring instrument measure, 

meanwhile reliability defines as consistency and stability of the measuring instrument. 

Consequently, researchers need to identify the potential threats of the internal validity 

of their research and design them accordingly. So, these threats will not likely arise or 
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can be minimised. External validity threats arise when the researcher draw incorrect 

inferences from the sample data to other persons, other settings, and past or future 

situations. For example, threats to external validity arise when the researcher 

generalise beyond the groups in the experiment to other racial or social groups not 

understudy, to settings not examined, or to past or future situations (Engeset & 

Elvekrok, 2014) 

The three traditional forms of validity are content validity, predictive or concurrent 

validity and construct validity. In more recent studies, construct validity has become 

the overriding objective invalidity, and it has focused on whether the scores serve a 

useful purpose and have positive consequences towards the research. Determine the 

validity of the scores in a survey will help to identify whether an instrument which has 

been used might be a good one to use in survey research. The importance of 

establishing the content validity on an instrument will improve the format, questions 

and scales of the question. In fact, Huang, Mao, Wang and Zhang (2015) also applied 

the content validity in their study conducted by a panels of experts in sport tourism. In 

the meantime, the content validity of the measurement scales in this study was 

evaluated by the expert panels from academic and expert in the sport tourism industry 

(associate professor in event programme and the event organisers). 

On the other hand, Bagozzi, Yi and Phillips (1991) defined construct validity as the 

extent to which an operationalisation measures the concept it is supposed to measure. 

Without assessing construct validity, a score cannot be estimated and corrected for the 

contradict influences of random error and method variance. Besides, the results of 

theory testing may be arguable. Bagozzi et al. (1991) further explained that there are 

also different procedure in determining the construct validity and one of the procedure 
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is using factor analysis. There are two stages in factor analysis which are factor 

analysis extraction and factor analysis rotation. Factor extraction is conducted to 

examine the number of factors which becomes the basis of measured variables. 

Whereby, factor rotation refers to the manipulating the results to ensure it more 

interpretable.  

Furthermore, there are numerous values of the factor loading. Each of the previous 

researcher depending on their own references. Sekaran and Bougie (2003) specified 

that the researcher should find factors with the right variables loading on each factor 

to confirm that we have measured the concepts correctly. Wan Afthanorhan and 

Ahmad (2013) further stated that for newly developed scales the factor loading of 

items must be at least .50 compared to established scales which is .60. Moreover, Hair, 

Babin, Anderson and Black (2010) interpret factor loading as a correlation between 

the originals variables and the factors and the key to understand the nature of a 

particular nature. Besides interpreting the loadings, the researcher should also concern 

on the sample size. As stated by Hair et al. (2010) the sample size should be 100 or 

larger. As a general rule, the minimum at least to have five times the number of 

variables should be analysed and the more acceptable sample size should be 10:1 ratio. 

Apart from that, there are also guidelines to examine the factor loading of the variables. 

Hair et al. (2010) stated that factor loadings in the range of .30 to .40 are considered to 

meet the minimal level of the interpretation, factor loading of .50 are greater and 

practical significance. The researcher also should realize that the extremely high 

loading which is .80 and above are not typical and the practical significance of loadings 

is an important criterion. However, these guidelines are applicable when the sample 

size is more than 100. Hence, for the pilot test, the researcher selected more 
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respondents to ensure the clarity of the items besides detecting other possible 

weaknesses as suggested by the previous statement. 

Moreover, the study also assessed the convergent validity to ensure that the construct 

validity is reflected in the latent construct. The study also applied three measurements 

of convergent validity, which are factor loading, average variance extracted (AVE), 

and reliability. The estimated factor loading for the latent construct should be .5 or 

higher, the AVE should be .5 or greater, and the reliability should be .7 or higher to 

indicate adequate convergence or internal consistency (Hair et al., 2010). 

Meanwhile, reliability means the individual score from an instrument should be nearly 

the same or on repeated administration of the instrument and should be free from 

sources of measurement error and consistent. Reliability test measured the internal 

consistency of the scales by using the Cronbach Alpha (Creswell, 2013). Consistency 

indicates how well the items measured a concept hang together as a set. The closer 

Cronbach’s alpha is to 1, the higher the internal consistency reliability. Milton E 

Strauss (2009) further explained that researchers were taught to avoid including items 

that were highly redundant with each other, due to the breadth of the scale would be 

diminished and then resulting in the high reliability.  

Sekaran and Bougie (2003) described in general, reliabilities less than .60 are 

considered to be poor, those in the .70 range, acceptable, and those over .80 good. 

Furthermore, a large coefficient alpha (.70) provides an indication of strong item 

covariance and suggests that the sampling domain has been captured adequately 

(Nunnally, 1967). Thus, the items that did not achieve the predetermined level were 
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revised or removed. After the reviewing process, the researcher distributed the 

questionnaires to the respondents. 

3.8 Data Analysis of the Pilot Study 

3.8.1 Factor Analysis  

Factor analysis is an interdependence technique, which used to define the underlying 

structure among variables in the analysis (Hair et al., 2010). Moreover, the subsets of 

variables in the analysis that correlate with each other are combined and known as 

factors. These factors are thought to reflect underlying processes (latent variables) that 

have created the correlations among observed variables. A general rule of thumb is to 

have at least 300 cases for factor analysis. However, Hair et al. (2010) state that the 

sample size needed depends on factor loading.  

The most important tool in interpreting factors is factor rotation. There are two types 

of rotation which are orthogonal and oblique. Orthogonal factor rotation is used when 

each factor is independent (orthogonal) of all other factors. The factors are extracted 

so that their axes are maintained at 90 degrees. In a simple way, orthogonal factors are 

factors which are not correlated with other factors. Meanwhile, oblique factor rotation 

is used when the extracted factors are correlated with each other, and the extent to 

which the factors are correlated is identified. In order to choose whether it is orthogonal 

or oblique for factor analysis, Tabachnick and Fidell (2007) advice using oblique 

rotation method for factor correlation matrix of values over ±0.32. If the correlation 

values are over ±0.32, the factors are actually correlated with each other. However, the 

orthogonal factor analysis can be applied if there are any theoretical reasons of 

choosing orthogonal factor analysis.  
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In order to analyse the finding of factor analysis, the value of The Kaiser-Meyer-Olkin 

of sampling adequacy (KMO) should be acceptable. The acceptable value of KMO 

and the sampling adequacy of .90 is marvellous, .80 is meritorious and below .50 is 

unacceptable, and if there is a small value of KMO, the factor analysis is not suggested 

(Kaiser, 1974). Additionally, the value of Bartlett’s Test of Sphericity is to test the 

hypothesis. The value of Bartlett’s Test of Sphericity should be significant (p<.05). 

This study employs a number of attributes to illustrate visitors’ behavioural intentions 

in attending the SSEST. In order to obtain a meaningful results from factor analysis as 

suggested by Tabachnick and Fidell (2007), this study considers factor analysis using 

oblique factor rotation (oblimin) as the factors of this study are correlated factors. 

3.8.2 Factor Analysis of Motivation 

The data in the pilot study were analysed using the Statistical Package for Social 

Science (SPSS) version 23 to conduct frequency analysis, factor analysis, reliability 

and correlation coefficient test. The 14 items for motivation were analysed using 

principal component analysis (PCA). PCA was chosen to reduce the large set of a 

variable into a smaller number of factors. Prior to performing PCA, the researcher 

assessed the suitability of data for factor analysis. The Kaiser-Meyer Olkin (KMO) 

value was .898 which exceeded the recommended value of .6 (Tabachnick & Fidell, 

2007) and Bartlett’s Test of Sphericity has reached the statistical significance which 

supported the factor reliability of the correlation matrix. KMO was used to determine 

whether the data has achieved the requirement for factor analysis. When the proportion 

has a lower value, the data is assumed to be suitable for factor analysis. On the other 

hand, Bartlett’s Test of Sphericity can be used to determine whether there is any 

redundancy between variables. Table 3.7 shows the results. 
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Table 3. 7 

KMO and Bartlett's Test of Sphericity (Motivation) 
Kaiser-Meyer-Olkin Measure of  

Sampling Adequacy 
  .898 

Bartlett's Test of Sphericity Approx. Chi-Square 1293.971 

  df 91 

  Sig. .000 

 

The PCA revealed the presence of two components with eigenvalues that exceeded 1 

which are 55.029%, and 8.132% of the variance. An inspection of the scree plot 

revealed a clear break after the second component. This finding was supported by the 

Parallel Analysis which showed only one component of eigenvalues that exceeded the 

corresponding criterion values for a randomly generated data matrix of the same size. 

The two components solutions explained a total of 63.161% of the variance with 

component 1 that contributes 55.029% and component 2 contributes 8.132%. 

A oblimin rotation was performed to aid the interpretation of these two components. 

The rotated solution revealed the presence of simple structure with the components. 

The results showed a number of strong loadings and all variables loading substantially 

on two components. The first component namely escaping, and the second component 

exciting. Table 3.8 shows the analysis of motivation using factor loading. 

Table 3. 8 

The Analysis of Pilot study for PCA with Oblimin Rotation of Motivation Items 

(n=138) 

No Items 
Component Matrix 

Communalities 
Escaping Exciting 

1 To enjoy being away from home   0.755 .703 

2 To rest/relax   0.873 .737 

3 To escape from routine life .536   .553 

4 To experience the excitement .568   .664 

5 To enjoy the atmosphere of the event .629   .603 

6 
To enjoy the unique/attraction close to 

the event 
.672   .562 
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7 

I came because of the quality of 

marketing prior to the event 
.839   .642 

8 
To experience the uniqueness of this 

event 
.833   .623 

9 Experience a different culture .876   .678 

10 
To disclosed with the activities that has 

been offered by the organizer 
.73   .596 

11 
I came because of adequate information 

about the activities of this event 
.725   .669 

12 To meet new people with similar interest .897   .679 

13 To meet new people and make friends .820   .677 

14 To share experiences with my friends .600   .457 

  Eigenvalues 7.704 1.139   

  % of variance 55.029 8.132   

  Cumulative % 55.029 63.161   

 

3.8.3 Factor Analysis of Perceived Image 

The perceived image was segregated using factor analysis. The PCA used oblimin 

rotation with Kaiser Normalisation that generated one component factor (single factor) 

with the total variance of 71.041% as shown in Table 3.10. The eigenvalues for the 

subscale were 9.235. Based on the analysis, (Table 3.9) the Kaiser-Meyer Olkin value 

was .924, Bartlett’s Test of Sphericity reached the statistical significance of .000, and 

the factor loading of perceived image items was allocated in one component with 

loading values from .566 to .853.  

Table 3. 9 

KMO and Bertlett's Test of Sphericity (Perceived Image) 
Kaiser-Meyer-Olkin Measure  

of Sampling Adequacy. 

     .924 

Bartlett's Test of Sphericity Approx. Chi-Square     1979.666 

 df             78 

 Sig.           0.000 

 

Table 3. 10 

The Analysis of Pilot study for PCA with Oblimin Rotation of Perceived Image 

(n=138) 

No Items Component Matrix Communalities 

Perceived Image 

1 This event has a good reputation .831 .691 
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2 This visit broadens my horizon by 

providing the opportunities to experience 

different scale of sports tourism 

.852 .725 

3 I learn about new things during attending 

this event sports tourism 

.753 .566 

4 The organizer has provided good security .845 .714 

5 The organizer has provided choices of 

food and beverages for visitors’ 

.822 .675 

6 Parking facilities are sufficient .844 .712 

7 The location of this event is near to the  

accommodation 

.817 .668 

 

8 The location of this event close to the 

public transport 

.794 .630 

9 The staff/volunteer is professional .924 .853 

10 The staff/volunteer is friendly and 

helpful 

.903 .816 

11 Registration counter is convenient .892 .795 

12 Waiting lines are orderly .851 .724 

13 This event can become as a tourist 

attraction  

.817 .667 

 Eigenvalues 9.235  

% of variance 71.041  

 Cumulative % 71.041  

 

3.8.4 Factor Analysis of Perceived Value 

Table 3.11 shows the result of PCA for perceived value. The method of PCA using 

oblimin rotation with Kaiser Normalisation obtained .937 and the significance of 

Bartlett’s test is .000 that yielded one component factor with the total variance of 

77.464 percent as shown in Table 3.12. The criterion of eigenvalues greater than one 

with a visual inspection of the scree plot was used to identify the number of factors 

that need to be extracted. The eigenvalues for subscale is 6.972. Based on the factor 

loading, all items are underlying in component 1 with the loading value from .641 to 

.865.  

Table 3. 11 

KMO and Bartlett's Test of Sphericity (Perceived Value) 
Kaiser-Meyer-Olkin Measure of  

Sampling Adequacy. 

    .937 

Bartlett's Test of Sphericity Approx. Chi-Square     1381.152 

 df             36 

 Sig.           0.000 
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Table 3. 12 

The Analysis of Pilot Study for PCA with Oblimin Rotation of Perceived Value 

(n=138) 

No Items Component Matrix Communalities 

Perceived Value 

1 The event provides a good variety of 

games and attractions 

.801 .641 

2 This event is well managed .930 .865 

3 This event is well organised. .912 .833 

4 The entry fee of the event sports tourism 

is affordable. 

.842 .709 

5 The time I spent at this event make me 

feel good 

.849 .721 

6 The quality of the event is outstanding .912 .831 

7 Attending this event was good value .869 .755 

8 My decision to attend this event gave me 

great pleasure 

.879 .773 

9 I felt good about my decision to attend 

this event 

.918 .842 

 Eigenvalues 6.972  

 % of Variance 77.464  

 Cumulative % 77.464  

 

3.8.5 Factor Analysis of Satisfaction 

The principal component analysis (PCA) was conducted on the 13 items for 

satisfaction. The Kaiser-Meyer Olkin value was .892 which exceeded the 

recommended value of .6 and Bartlett’s Test of Sphericity has reached the statistical 

significance of .000 as stated in Table 3.13. The values supported the factor reliability 

of the correlation matrix. 

Table 3. 13 

KMO and Bartlett's Test of Sphericity (Satisfaction) 

Bartlett's Test of Sphericity Approx. Chi-Square     1382.376 

 df             78 

 Sig.           .000 

 

The PCA revealed the presence of two component with eigenvalues that exceeded 1 

which is 7.748 and 1.017. Brown et al. (2017) stated that an eigenvalue which is greater 

than 1 can support the unidimensionality. This value was supported by Pallant (2010) 

which stated that the eigenvalues should be close to 1 and generally indicate that factor 
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analysis may be useful. The one component solutions obtained a total of 67.428% 

cumulative.  

The rotated solution revealed the presence of simple structure with both components 

that have a number of strong loadings. All variables have been loading substantially in 

two components which ranges from .540 to .843. Attraction of games apparently has 

cross loading factor (ATT1). However, with loading of .735 it is logically to place it 

in factor 1. Table 3.14 shows the analysis of the factor loading for satisfaction items. 

Table 3. 14 

The Analysis of Pilot for PCA Oblimin Rotation of Satisfaction (n=138) 

No Items Component Matrix Communalities 

Attraction Facilities  

1 Excitement  .738 .551 .843 

2 Entertainment .804  .731 

3 Relaxation .844  .717 

4 Games attraction .807  .652 

5 Diversity in sport games .735  .547 

6 Viewing of the event .808  .694 

7 Transportation .768  .647 

8 Clean restroom .787  .814 

9 Signs and directions .731  .756 

10 Sufficient parking space .728  .540 

11 Venue of the event .760  .602 

12 Social media promotion (e.g., 

Facebook, Twitter, Instagram) 

.744  .604 

13 Media promotion (e.g., newspaper, 

magazines) 

.772  .618 

 Eigenvalues 7.748 1.017  

 % of variance 59.602 7.726  

 Cumulative % 59.602 67.428  

 

3.8.6 Factor Analysis of Behavioural Intentions 

 The visitors’ behavioural intentions were also isolated by the PCA. The PCA used 

oblimin rotation with Kaiser Normalisation that obtained of .835 and the Bartlett test 

significance value is .000 as stated in Table 3.15. The finding showed that the criterion 

of eigenvalues only extracted one component with 4.032 that accounted for the total 

variance of 80.650 and the factor loading values from .822 to .923. The underlying 
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constructs namely as intentions. Table 3.16 shows a detailed analysis of the pilot study 

on the items for behavioural intentions.  

Table 3. 15 

KMO and Bartlett's Test of Sphericity (Behavioural Intentions) 
Kaiser-Meyer-Olkin Measure of  

Sampling Adequacy. 

    .835 

Bartlett's Test of Sphericity Approx. Chi-Square     687.624 

 df             10 

 Sig.           0.000 

 

Table 3. 16 

The Analysis of Pilot Study with Oblimin Rotation of Behavioural Intentions 

(n=138) 

No Items Component Matrix Communalities 

Intentions 

1 Say positive things about this event to 

other people 

.822 .676 

2 I will encourage friends and relatives to 

this event  

.905 .819 

3 I intend to travel to this event sports 

tourism next year 

.923 .853 

4 I am likely to visit this event sports 

tourism again 

.923 .852 

5 I am likely to recommend this event to 

my friends and family 

.913 .833 

 Eigenvalues 4.032  

 % of variance 80.650  

 Cumulative % 80.650  

 

3.9 Reliability Analysis 

3.9.1 Motivation 

Table 3.17 shows the overall Cronbach’s alpha value for motivation attributes scale 

was .932. The inter-item correlation for the items showed a moderate relationship with 

the values from .477 to .762 for the 14 items.  

Table 3. 17 

The Pilot Study's Subscale and Cronbach's Alpha Value for Motivation (n=138) 

No Items/Factors Item Total 

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

1 To escape from routine life .590   

2 To enjoy being away from home .477   

3 To rest/relax .683   

4 To experience the excitement .761   
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5 To enjoy the atmosphere of the event .723   

6 To enjoy the unique/attraction close to 

the event 

.692   

7 To meet new people and make friends .715   

8 To meet new people with similar interest .699   

9 To share experiences with my friends .723   

10 To experience the uniqueness of this 

event 

.714   

11 Experience a different culture .772   

12 To disclosed with the activities that has 

been offered by the organizer 

 .697   

13 I came because of adequate information 

about the activities of this event 

 .762   

14 I came because of the quality of 

marketing prior to the event 

 .623   

 Total  14 .932 

 

3.9.2 Perceived Image 

Table 3.18 shows that the overall Cronbach’s alpha value of the perceived image is 

.965. The item-total correlation for the items showed a moderate to a high relationship 

with the values from .706 to .965. The items in the perceived image contained 13 items.  

Table 3. 18 

The Pilot Study's Subscale and Cronbach's Alpha Value for Perceived Image (n=138) 

No Items/Factors Item Total  

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

1 This event has a good reputation .796   

2 This visit broadens my horizon by 

providing the opportunities to experience 

different scale of sports tourism 

 

.819   

3 I learn about new things during attending 

this event sports tourism 

 

.706   

4 The organizer has provided good security 

 

.815   

5 The organizer has provided choices of 

food and beverages for visitors’ 

 

.793   

6 Parking facilities are sufficient .819   

7 The location of this event is near to the  

accommodation 

 

.790   

8 The location of this event close to the 

public transport 

 

.764   

9 The staff/volunteer is professional 

 

.905   

10 The staff/volunteer is friendly and helpful .879   
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11 Registration counter is convenient .868   

12 Waiting lines are orderly .822   

13 This event can become as a tourist 

attraction 

.777   

 Total  13 .965 

 

3.9.3 Perceived Value 

Table 3.19 shows that the overall Cronbach’s alpha for the perceived value is .963. 

The perceived value in this study contained 9 items. The item-total correlation for the 

items showed a high relationship with the values of .754 and .908.  

Table 3. 19 

The Pilot Study's Subscale and Cronbach's Alpha Value for Perceived Value (n=138) 

No Items/Factors Item Total 

Correlation 

Total 

items 

Cronbach’s 

Alpha 

1 The event provides a good variety of games and 

attractions  

.754   

2 This event is well managed .908   

3 This event is well organised .883   

4 The entry fee of the event sports tourism is 

affordable 

.802   

5 The time I spent at this event make me feel good 

 

.809   

6 The quality of the event is outstanding  .886   

7 Attending this event was good value .830   

8 My decision to attend this event gave me great 

pleasure  

.842   

9 I felt good about my decision to attend this event  .891   

 Total  9 .963 

 

3.9.4 Satisfaction 

Table 3.20 shows the Cronbach’s alpha value for visitors’ satisfaction is .963. The 

item-total correlation for the items showed a moderate relationship with the values 

from .677 to .810. 
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Table 3.1 

The Pilot Study's Subscale and Cronbach's Alpha Value for Satisfaction (n=138) 

No Items/Factors Item Total 

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

1 Excitement .681   

2 Entertainment .760   

3 Relaxation .810   

4 Games attraction .770   

5 Diversity in sport games .689   

6 Viewing of the event .760   

7 Transportation .723   

8 Clean restroom .752   

9 Signs and directions .685   

10 Sufficient parking space .677   

11 Venue of the event .712   

12 Social media promotion (e.g., 

Facebook, Twitter, Instagram) 

.683   

13 Media promotion (e.g., newspaper, 

magazines) 

.715   

 Total  13 .942 

 

3.9.5 Behavioural Intentions 

For the visitors’ behavioural intentions, Table 3.21 shows that the Cronbach’s alpha 

value for this scale is .940. The item-total correlation for the items showed a high 

relationship with the values from .733 to .876. This item consists of 5 items.  

Table 3.2 

The Pilot Study's Subscale and Cronbach's Alpha Value for Behavioural Intentions 

(n=138) 

No Items/Factors Item Total 

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

1 Say positive things about this event to other 

people 

.733   

2 I will encourage friends and relatives to this 

event 

.847   

3 I intend to travel to this event sports tourism 

next year 

.876   

  

4 I am likely to visit this event sports tourism 

again 

.876   

5 I am likely to recommend this event to my 

friends and family 

.861   

 Total  5 .940 

 

The analyses of the pilot study on 14 items for visitors’ motivation, 13 items for the 

perceived image, 9 items for perceived value, 13 items for visitors’ satisfaction, and 5 
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items for visitors’ behavioural intentions showed that it has good reliability and 

validity. The factor analysis showed that all items in the measurement scale tests have 

item loading values that are greater than .45 with the eigenvalues that are greater than 

one for each scale. Moreover, the Cronbach’s alpha values for all the measurement 

scales showed high values of above .7.  

3.10 Data Collection  

The primary data were collected from March to May, 2016 for the SSEST in Kedah 

and Perlis. All the visitors’ who attend the SSEST in Kedah and Perlis were selected 

in this questionnaire survey. In addition to that, the researcher submitted a letter of 

application in getting approval from the event organisers. After obtaining the approval 

from Jabatan Kebudayaan dan Kesenian Negeri Perlis and Majlis Sukan Negeri Kedah, 

the questionnaires were distributed to the visitors who attended the SSEST in Kedah 

and Perlis. The purpose of this study was disclosed in the questionnaire. The researcher 

informed the visitors that their involvement in this study was voluntary and all the 

information will be kept confidential. A total of eight research assistants have assisted 

to collect the data from the visitors in Kedah and Perlis. The research assistants was 

trained and briefed on the procedures and research ethics in collecting the data. The 

researcher and research assistants collected the answered questionnaires at the sites.  

Then, the questionnaires are checked to ensure that the respondents answered all the 

questions.  

Besides that, there were difficulties in obtaining the information on the SSEST due to 

the limited information. This is due to these events always has been organised by the 

local government or sometimes by the local community itself as one of their initiative 

to increase the income among the community. As this event organised by using the 
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limited budget, there is also limited resources that have been using in order to proclaim 

the information regarding this small-scale sports event. Hence, the researcher has to 

select events in Kedah and Perlis for example “Temasya Sukan Sungai Tanjung 

Chali”, “Pesta Angin Timur Perlis” and “Larian Bendang” for the data collection. 

This study has distributed 600 questionnaires for the three events. The researcher 

found that the best time to approach the respondents was from 9.00 am to 12.00 noon 

for the first session and 3:00 pm to 6:00 pm for the second session due to the El Nino 

phenomenon which causes the hot weather at that time. Besides that, the researcher 

found that it is more suitable to approach the visitors during their leisure time 

compared to the time when they are focusing on the show or participating in the 

activities. From the 600 distributed questionnaires, 132 questionnaires were excluded 

because the respondents did not complete the questionnaire.  

3.11 Data Analysis 

The factor analysis is used to refine and decrease a large number of individual scale 

items and questions to structure a smaller number of coherent subscales (Pallant, 

2010). Besides that, it can also reduce a large number of related variables to a more 

manageable number before they can be used in other analyses. 

The clean data were coded and analysed using SPSS 23 (Statistical Package for the 

Social Sciences). Before proceeding with the analysis, the data screening and cleaning 

procedures for errors or outliers were carried out on all items to produce the descriptive 

statistics. The normality, linear, and homoscedasticity characteristics were used to 

fulfil the objective and hypothesis testing. The normality distribution of the data was 

conducted using skewness and kurtosis, and the results were within the range. The 

results of skewness and kurtosis confirmed that the data of this study were normally 
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distributed and this is in line with Hair et al. (2010) who stated that the acceptable 

range of skewness at .05 significance level is between -1.96 and +1.96 and the range 

for kurtosis is between -3 and +3. This study used structural equation modelling (SEM) 

AMOS to determine the relationship between the variables. The level of significance, 

p < .05, (95% of the confident interval), was utilised to test the hypotheses for this 

study.  

3.11.1 Structural Equation Modeling (SEM) 

This study found that several variables should be considered to understand the visitors’ 

behavioural intentions in attending SSEST. The relationships between motivation, 

perceived image, perceived value, satisfaction and behavioural intentions were tested 

empirically using structural equation modelling (SEM) specifically the AMOS 

software package. SEM is a statistical method that likely uses such as hypothesis 

testing. SEM can be used to analyse the modelling interactions, non-linearity, 

correlated independents, measurement errors, correlated error terms, and multiple 

latent dependents. The use of the confirmatory approach for the data analysis is to 

replace the exploratory factor analysis that was used by the multivariate procedure. 

According to Byrne (2001), it is difficult to use a multivariate procedure to carry out 

hypothesis testing due to the assumptions that lead to the interpretation of the wrong 

findings. Besides, it may disturb the finding of the study to find the appropriate model 

fit.  

The complex analysis for the numerous variables for the hypotheses testing has led the 

researcher to select SEM-AMOS. SEM-AMOS allows the multiple indicators to 

measure constructs simultaneously, besides reducing the measurement errors by 

having multiple indicators for each latent variables. SEM-AMOS can also measure the 
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relationship between multiple constructs besides testing how each variable can affect 

each other (Arbuckle, 2007). Moreover, SEM-AMOS can test the fit model of a 

proposed model, model the mediating variables or indirect effects using the graphical 

interface, and build up the model which in turn can be used for the development of the 

theory. The measurement model identifies the relationships between variables by 

identifying which latent variables directly or indirectly cause changes in other latent 

variables in the model. The SEM-AMOS consists of two components which are used 

in validating the measurement and fitting the model through confirmatory factor 

analysis. The latter can be achieved using path analysis with latent variables.  

3.11.2 Hypothesis Testing 

This study intended to test ten research hypotheses including the indirect relationships. 

According to Hair et al. (2010), there is a direct relationship between two single paths 

when the variables have an effect on other variables. The researcher calculated the 

critical ratio (C.R) or probability (P) value to determine whether all the paths in the 

model are supported or rejected. The C.R value should be more than 1.96, and the 

hypotheses should be rejected if the C.R value is less than 1.96. Besides that, Hair et 

al. (2010) recommended that p should be less than 0.05 (p<.05) to be accepted as a 

significant relationship. 

For the indirect effects, the relationship between the two variables involves an 

intervening construct (Baron & Kenny, 1986). The values of both direct and indirect 

effects can determine whether the hypothesis is a full mediator or otherwise.  
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Figure 3. 1: Mediation Model 

Furthermore, to analyses the mediating variable, the direct effect of an independent 

variable on the dependent variable should be significant. When the mediator enters the 

model, the direct effect would be reduced. If the value was reduced but still significant, 

it was the partial mediation, however, if the direct effect is reduced and no longer 

significant, the mediating analysis is called full mediation. 

3.12 Ethical Consideration 

In conceptualising the writing process, the researcher needs to predict the ethical issues 

that may arise during the study. This study involved the process of collecting data, 

analysing data, and reporting the findings and outcomes. The ethical issues may arise 

as early as before conducting the study. In applying the ethical consideration, the 

researcher was advised by the expert panels to ensure the feasibility of this study. The 

researcher continued with the actual study after obtaining the approval and permission 

from the event organisers in Kedah and Perlis. During the data collection process, the 

researcher explained the research objectives to the respondents and reminded them that 

the information will be used for academic purposes.  

3.13 Conclusion 

This chapter presents the methodology that was adopted for this study. It discusses the 

research design as well as describes the targeted population and the sample technique 
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methods. This chapter also explains the instrumentation and questionnaire items in this 

study. The results of the pilot study and data analysis were also discussed in detail. 

The next chapter will discuss the results of the study to answer the research questions.  
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CHAPTER FOUR 

 

FINDINGS 

4.1 Introduction 

This chapter has been managed to establish the findings on data obtained through the 

questionnaire survey. This study is conducted to investigate the relationship between 

visitors’ motivation, perceived image, perceived value, satisfaction and behavioural 

intentions of the visitors attending the SSEST in Kedah and Perlis. Additionally, this 

study also investigates the mediating effects of satisfaction on the indirect relationship 

between motivation, perceived image, perceived value and behavioural intentions. 

This chapter begins with the general demographic analysis includes age, education, 

gender and monthly income.  

Pertaining to the data collected, the next section discussed on the descriptive analysis 

for each variable. The discussion of the findings were based on research objectives and 

hypotheses of the study. Meanwhile, also included the findings on the mediating 

effects of visitor satisfaction. All the inferential statistics in this study were using the 

probability level of p < 0.05. Furthermore, the chapter clarifies the general data such 

as the missing value and the assumption of multivariate analysis using SPSS version 

23. 
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4.2 Questionnaire Survey’s Response Rate 

The response rate has been used as one indicator in determining the potential 

contribution of a study. For data collection, this study has distributed 600 

questionnaires to visitors who attended the SSEST in Kedah and Perlis. There were 

132 questionnaires that were excluded due to the incomplete answers. As a result of 

removing the 132 questionnaires, the response rate was 78 per cent. Generally, Baruch 

and Holtom (2008) specified that previous literature suggested a benchmark of 

approximately 35–40 per cent of the response rate. Since this study reveals that 78 per 

cent response rate, it indicates that this study has achieved an accurate population of 

visitors’ who had attend the selected SSEST. Table 4.1 shows the summary of response 

rates.  

Table 4. 1 

Summary for the Response Rate of the Questionnaires Survey 

Questionnaire Administered Response Rate 

  

Delivered 600 

Incomplete 132 

Number of response  468 

Response rate (468/600) 78% 

 

4.3 Demographic Profile of Respondents 

This section provides the frequency distribution of the respondents’ demographic 

information from the data collection. This information was gathered through the 

questionnaire survey. The demographic variables in this study are gender, age, 

educational level, monthly income, the frequency of visit, and the opinion of whether 

SSEST was attractive or otherwise.  

Among the total of 468 respondents, the majority of the respondent was male (52.8 %) 

and 47.2 per cent of them were female. The majority of the visitors were in the age 
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group of 21 - 30 years old which made up 38.9 per cent of the respondents, followed 

by 26.3 per cent for the age group of under 20 years old. For the education level, 42.9 

per cent of the respondents had completed their primary and secondary school, 

followed by 33.8 per cent of the respondents who owned a certificate or diploma, and 

15.6 per cent of them had a degree.  

In terms of respondents’ occupation, the findings showed that out of the 468 

respondents, 42.7 per cent of the respondents were students, 20.5 per cent of them are 

business owners, and 14.5 per cent of them was government officers. From the survey, 

the respondents knew the SSEST through several mediums such as friends and relative 

(43.4 per cent), social media (27.4 per cent), and first-time visit (55.1 per cent). There 

was 84.4 per cent of the respondents who agreed that SSEST was one of the attractive 

events that they have attended. Table 4.2 shows the descriptions of the findings.   

Table 4. 2 

Descriptive Statistics for Respondents' Demographic Characteristics (n = 468) 

Category Frequency Percent % 

Gender   

Male 247 52.8 

Female 241 47.2 

Age   

< 20 123 26.3 

21-30 182 38.9 

31-40 82 17.5 

41-50 54 11.5 

Over 51 27 5.8 

Education   

Primary - secondary school 201 42.9 

Certificate or diploma 158 33.8 

Degree 73 15.6 

Masters or PhD 11 2.4 

Others 25 5.3 

Information   

Television broadcasting 39 8.3 

Search engine 17 3.6 

Newspaper/magazine 32 6.8 

Social media 128 27.4 

Friends and relative 203 43.4 
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Other 49 10.5 

Attended   

Yes 210 44.9 

No 258 55.1 

Attractiveness   

Yes 395 84.4 

No 73 15.6 

 

4.4 Factor Analysis of Measurement Scale 

4.4.1 Factor Analysis of Motivation 

The conducting of factor analysis on items in the measurement scale at this stage was 

to affirm the validity of items on each scale towards the research variables using the 

actual number of research sample (n = 468). Another important point is analysing 

factor in this stage was to ensure the number of items factor or component in the 

measurement scale was pertinent to be applied. The criterion of eigenvalues greater 

than one of each subscale combined with item loading value greater than .40 was 

applied in identifying the number of factors to be extracted. 

A principal component analysis using oblimin rotation with Kaiser Normalisation 

identified three factors for motivation. The eigenvalues for subscale “Escaping” were 

7.515, follow by “Exciting”, 1.461 and “Social”, 1.023 (see Table 4.3). Percentage of 

variance for subscale “Escaping” was 53.679 percent, 10.436 for subscale “Exciting”, 

7.308 for subscale “Social”. Moreover, cumulative percentage variance was 71.423 

percent. There were six items in subscale “Escaping”, five items in subscale “Exciting” 

and three items in subscale “Social”. All items were in the range of .491 to .852 (see 

Table 4.3) 
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Table 4. 3 

Factor Analysis of Motivation (n = 468) 

No. Items Component Matrix Communalities 

Escaping Exciting  Social 

1. To escape from 

routine life 

 .860  .728 

2. To enjoy being away 

from home 

 .960  .788 

3. To rest/relax  .781  .692 

4. To experience the 

excitement 

 .515  .638 

5. To enjoy the 

atmosphere of the 

event 

 .471  .612 

6. To enjoy the 

unique/attraction 

close to the event 

.481   .662 

7. To meet new people 

and make friends 

  .866 .798 

8. To meet new people 

with similar interest 

  .967 .852 

9. To share experience 

with friends 

  .779 .793 

     .704 

10. To experience the 

uniqueness of this 

event 

.800   .765 

11. Experience a 

different culture 

.927   .769 

12. To disclose with the 

activities that has 

been offered by the 

organiser 

.935   .709 

13. I came because of 

adequate 

information about 

the activities of this 

event 

.742   .491 

14. I came because of 

the quality of 

marketing prior to 

the event. 

.494   .529 

 Eigenvalues 7.515 1.461 1.023  

 % of variance 53.679 10.436 7.308  

 Cumulative % 53.679 64.115 71.423  
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4.4.2 Factor Analysis of Perceived Image 

The results in Table 4.4 indicate that there are two components extracted through 

principal component analysis using oblimin. 13 Items have been allocated to the two 

factors of perceived image. The eigenvalues for subscale “Management” were 7.966, 

follow by “Facilities”, 1.122 (see Table 4.4). Percentage of variance for subscale 

“Management” was 61.279 percent and 8.628 for subscale “Facilities”. Moreover, 

cumulative percentage variance was 69.907 percent. There were eight items in 

subscale “Management” and four items in subscale “facilities”. All items were in the 

range of .601 to .798. 

Table 4. 4 

Factor Analysis of Perceived Image (n = 468) 

No. Items Component Matrix Communalities 

Management Facilities 

1. This event has a good 

reputation 

.935  .755 

2. This visit broadens my 

horizon by providing the 

opportunities to experience 

different scale of sports 

tourism 

.950  .740 

3. I learn about new things 

during attending this event 

sports tourism 

.771  .626 

4. The organizer has provided 

good security 

.742  .624 

5 The organizer has provided 

choices of food and beverages 

for visitors’ 

.758  .601 

6. Parking facilities are 

sufficient 

 .807 .792 

7. The location of this event is 

near to the accommodation 

 .867 .768 

8. The location of this event 

close to the public transport  

 .944 .798 

9. The staff/volunteer is 

professional 

.707  .712 

10. The staff/volunteer is friendly 

and helpful 

.681  .696 

11. Registration counter is 

convenient  

.531  

 

.683 

12. Waiting lines are orderly  .558 .669 

13. This event can become as a 

tourist attraction 

.778  .625 
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 Eigenvalues 7.966 1.122  

 % of variance 61.279 8.628  

 Cumulative % 61.279 69.907  

 

4.4.3 Factor Analysis of Perceived Value 

The results in Table 4.5 indicate that there was only single components extracted 

through Principal Component method using oblimin rotation with Kaiser 

Normalisation. All nine items were allocated to perceived value and loadings values 

were .573 to .733. The eigenvalues is 6.211. The cumulative value of this one factor is 

69.099 percent.  

Table 4. 5 

Factor Analysis of Perceived Value (n = 468) 

 Items Component 

Matrix 

Communalities 

Value 

1. The event provides a good variety of games 

and attractions 

.853 .728 

2. This event is well managed  .868 .754 

3. This event is well organised. .851 .723 

4. The entry fee of the event sports tourism is 

affordable 

.757 .573 

5. The time I spent at this event make me feel 

good 

.810 .656 

6. The quality of the event is outstanding .830 .688 

7. Attending this event was good value .856 .733 

8. My decision to attend this event gave me 

great pleasure 

.827 .684 

9. I felt good about my decision to attend this 

event 

.819 .671 

 Eigenvalues 6.211  

 % of Variance 69.099  

 Cumulative % 69.099  

 

4.4.4 Factor Analysis of Satisfaction 

The results in Table 4.6 indicate that there are three components extracted through 

principal component analysis using oblimin. 13 Items have been allocated to the three 

factors of satisfaction. The eigenvalues for subscale “Attraction of games” were 6.206, 

follow by “Facilities”, 1.608 and “Promotion”, 1.016 (see Table 4.4). Percentage of 
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variance for subscale “Attraction of games” was 47.742 percent, 12.373 for subscale 

“Facilities” and 7.818 percent for “Promotion”. Moreover, cumulative percentage 

variance was 68.1 percent. There were six items in subscale “Attraction of games”, 

five items in subscale “Facilities” and two items in subscale “Promotion”. All items 

were in the range of .543 to .868. 

Table 4. 6 

Factor Analysis of Satisfaction (n = 468) 

  Items 

Component Matrix 

Communalities Attraction 

of Games 
Facilities Promotion 

1 Excitement  .812   .743 

2 Entertainment .826   .673 

3 Relaxation .792   .606 

4 Games attraction .899   .762 

5 Diversity in sport games .867  
 

.716 

6 Viewing of the event .655   .623 

7 Transportation .641   .543 

8 Clean restroom  .683  .558 

9 Signs and directions  .782  .589 

10 Sufficient parking space  .852  .685 

11 Venue of the event  .724  .639 

12 

Social media promotion 

(e.g., Facebook, Twitter, 

Instagram) 

  .941 .868 

13 
Media promotion (e.g., 

newspaper, magazines) 
  .857 .826 

  Eigenvalues 6.206 1.608 1.016  

 % of variance 47.742 12.373 7.818  

  Cumulative % 47.742 60.115 67.993  

 

No Items 

Component Matrix 

Communalities Attraction 

of Games 
Facilities Promotion 

1 Excitement  0.812   0.743 

2 Entertainment 0.826   0.673 

3 Relaxation 0.792   0.606 

4 Games attraction 0.899   0.762 

5 Diversity in sport games 0.867  
 

0.716 

6 Viewing of the event 0.655   0.623 

7 Transportation 0.641   0.543 

8 Clean restroom  0.683  0.558 
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9 Signs and directions  0.782  0.589 

10 Sufficient parking space  0.852  0.685 

11 Venue of the event  0.724  0.639 

12 

Social media promotion 

(e.g., Facebook, Twitter, 

Instagram) 

  0.941 0.868 

13 
Media promotion (e.g., 

newspaper, magazines) 
  0.857 0.826 

  Eigenvalues 6.206 1.608 1.016  

 % of variance 47.742 12.373 7.818  

  Cumulative % 47.742 60.115 67.993  

 

4.4.5 Factor Analysis of Behavioural Intentions 

The results in Table 4.7 indicate that there was only one components extracted through 

Principal Component method using oblimin rotation with Kaiser Normalisation. All 

five items were allocated to behavioural intentions and loadings values were .743 to 

.831. The eigenvalues is 3.991. The cumulative value of this one factor is 79.811 

percent.  

Table 4. 7 

Factor Analysis of Behavioural Intentions (n =468) 

 Items Component Matrix Communalities 

Behavioural 

Intentions 

1. Say positive things about this event to 

other people 

.862 .743 

2. I will encourage friends and relatives to 

this event  

.911 .830 

3. I intend to travel to this event sports 

tourism next year 

.911 .831 

4. I am likely to visit this event sports 

tourism again 

.887 .786 

5. I am likely to recommend this event to 

my friends and family  

.895 .801 

 Eigenvalues 3.991  

 % of variance 79.811  

 Cumulative % 79.811  

 

4.5 Reliability Analysis 

Reliability of the measurement was tested in order to check the quality of the research 

instrument that applied in this study. The analysis of the Cronbach’s Alpha-Coefficient 
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was performed in order to assess the reliability of the measurement. According to 

Nunnally (1967) large coefficient alpha (.70) provides an indication of strong item 

covariance and suggests that the sampling domain has been captured adequately. 

Results in Table 4.8 indicate that the overall Coefficient Alpha for visitors’ motivation. 

Coefficient Alpha for subscale “Escaping” was .885, subscale “Social” was .892 and 

subscale “Exciting” was .884. 

Table 4. 8 

Coefficient Alpha of Motivation (n = 468) 

No Items/Factors Item Total 

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

 Escaping    

1 To escape from routine life .612 6 .885 

2 To enjoy being away from home .554   

3 To rest/relax .646   

4 To experience the excitement .717   

5 To enjoy the atmosphere of the event .715   

6 To enjoy the unique/attraction close to 

the event 

.761   

     

 Social    

7 To meet new people and make friends .698     3 .892 

8 To meet new people with similar 

interest 

.660   

9 To share experiences with my friends .725   

     

 Exciting    

10 To increase knowledge about small-

scale event sports tourism 

.689   

11 To experience the uniqueness of this 

event 

.693 5 .884 

12 Experience a different culture .690   

13 To disclosed with the activities that has 

been offered by the organizer 

.742   

14 I came because of adequate information 

about the activities of this event 

.616   

 Total  14 .932 

 

The results in Table 4.9 display the overall Coefficient Alpha for the perceived image 

as .946. Coefficient Alpha for subscale “Management” was .922 and subscale 

“Facilities” was .890.  
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Table 4. 9 

Coefficient Alpha of Perceived Image (n = 468) 

No Items/Factors Item Total 

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

 Management    

1 This event has a good reputation .741 9 .922 

2 This visit broadens my horizon by 

providing the opportunities to 

experience different scale of sports 

tourism 

.719   

3 I learn about new things during attending 

this event sports tourism 

.727   

4 The organizer has provided good 

security 

.715   

5 The organizer has provided choices of 

food and beverages for visitors’ 

.700   

6 The staff/volunteer is professional .757   

7 The staff/volunteer is friendly and 

helpful 

.701   

8 Registration counter is convenient .677   

9 This event can become as a tourist 

attraction 

.777   

     

 Facilities    

10 Parking facilities are sufficient .725 4 .890 

11 The location of this event is near to the  

accommodation 

.809   

12 The location of this event close to the 

public transport 

.780   

13 Waiting lines are orderly .719   

 Total  13 .946 

 

The results in Table 4.10 display the overall Coefficient Alpha for the perceived value 

as .943. The highest item-total correlation value was .759 while the lowest was .823  

Table 4. 10 

Coefficient Alpha of Perceived Value (n = 468) 

No Items/Factors Item Total 

Correlation 

Total 

items 

Cronbach’s 

Alpha 

1 The event provides a good variety of 

games and attractions  

.805   

2 This event is well managed .823   

3 This event is well organised  .801   

4 The entry fee of the event sports tourism 

is affordable 

.695   

5 The time I spent at this event make me 

feel good  

.759   

6 The quality of the event is outstanding  .783   

7 Attending this event was good value .815   

8 My decision to attend this event gave 

me great pleasure  

.777   



 

131 

 

9 I felt good about my decision to attend 

this event  

.767   

 Total  9 .943 

 

The results in Table 4.11 indicate that the overall Coefficient Alpha for visitors’ 

satisfaction was .902. Coefficient Alpha for subscale “Attraction of Games” was .906, 

subscale “Facilities” was .781 and subscale “Promotion” was .829. 

Table 4. 11 

Coefficient Alpha of Satisfaction (n = 468) 

No Items/Factors Item Total 

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

 Attraction of Games    

1 Excitement .783 6 .906 

2 Entertainment .734   

3 Relaxation .691   

4 Games attraction .806   

5 Diversity in sport games .768   

6 Viewing of the event .670   

 Facilities    

7 Transportation .433 5 .781 

8 Clean restroom .590   

9 Signs and directions .537   

10 Sufficient parking space .619   

11 Venue of the event .643   

 Promotion    

12 Social media promotion (e.g., 

Facebook, Twitter, Instagram) 

.709 2 .829 

13 Media promotion (e.g., newspaper, 

magazines) 

.709   

 Total  13 .902 

 

Meanwhile, the results in Table 4.12 display the overall Coefficient Alpha for the 

perceived value as .936. The highest item-total correlation value was .856 while the 

lowest was .787  

Table 4. 12 

Coefficient Alpha of Behavioural Intentions (n = 468) 

No Items/Factors Item Total 

Correlation 

Total 

Items 

Cronbach’s 

Alpha 

1 Say positive things about this 

event to other people 

.787   

2 I will encourage friends and 

relatives to this event 

.856   
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3 I intend to travel to this event 

sports tourism next year 

.856     

4 I am likely to visit this event sports 

tourism again 

.820   

5 I am likely to recommend this 

event to my friends and family 

.832   

 Total  5 .936 

 

From the findings, it showed that the factor analysis exhibited a conceptually clear 

factorial structure with reliable subscales while the items in the measurement scales 

for this study displayed good consistency. Hence, it can be concluded that the 

measurement items were good and acceptable to be used to measure related variables 

in this study. 

4.6 Descriptive Statistical Analysis of the Measurement Scale 

The descriptive statistics were used to measure frequency, percentage, mean and 

standard deviation of the motivation, perceived image, perceived value, satisfaction 

and behavioural intentions in this study. The following subsections were used to 

explain the results according to the research questions and research hypotheses.  

4.6.1 Visitors’ Motivation 

Table 4.13 shows the mean scores of each item for the motivation attributes. The mean 

scores ranged from 4.66 to 5.18 which showed that all the items were perceived to be 

positive. The mean score was comparatively high for the item “To experience the 

uniqueness of this event” (M = 5.18, SD = 1.31), “To enjoy the atmosphere of the 

event” (M = 5.16, SD = 1.14) and “To enjoy the unique/attraction close to the event” 

(M = 5.16, SD = 1.31). Based on the mean score of each item, the respondents also 

tend to choose the attribute “To disclosed with the activities that has been offered by 
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the organizer” (M = 5.14, SD = 1.34) and “Experience a different culture” (M = 5.11, 

SD = 1.35) and “To experience the excitement” (M = 5.10, SD = 1.38).  

Table 4. 13 

Descriptive Analysis of the Motivation Attributes (n = 468) 

Items      M SD 

To escape from routine life 4.66 1.54 

To enjoy being away from home 4.72 1.46 

To rest/relax 5.00 1.34 

To experience the excitement 5.10 1.38 

To enjoy the atmosphere of the event 5.16 1.31 

To enjoy the unique/attraction close to the event 5.16 1.31 

To meet new people and make friends 4.76 1.48 

To meet new people with similar interest 4.82 1.38 

To share experiences with my friends 4.95 1.38 

To experience the uniqueness of this event 5.18 1.27 

Experience a different culture 5.11 1.35 

To disclosed with the activities that has been offered 

by the organizer 

5.14 1.35 

I came because of adequate information about the 

activities of this event 

5.06 1.31 

I came because of the quality of marketing prior to the 

event 

4.94 

 

1.37 

 

Meanwhile, the results in Table 4.14 indicate that the mean score of three different 

factors’ of visitors’ motivation. They were ranging from 4.84 to 5.18 (Social: M = 4.84, 

SD = 1.28; Escaping: M = 5.18, SD = 1.08; Exciting: M = 4.93, SD = 1.14) 

Table 4. 14 

Descriptive Analysis of Motivation Constructs (n = 468) 

Motivation Constructs    M       SD 

Social 4.84 1.28 

Escaping 5.18 1.08 

Exciting 4.93 1.14 

 

4.6.2 Visitors’ Perceived Image 

Table 4.15 shows the mean scores and standard deviation values for the visitors’ 

perceived image. These measurement items consist of 13 items on the event image of 

SSEST. The attributes of a perceived image consist of the facilities provided by the 

event organiser, the benefits and the management of the events itself. Findings of the 
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study shows that, visitors’ believed that this visit broadens my horizon by providing 

the opportunities to experience different scale of sports tourism (M = 5.16, SD = 1.31), 

“Parking facilities are sufficient” (M = 5.05, SD = 1.35) followed by “Registration 

counter is convenient” (M = 5.04, SD = 1.34), “This event has a good reputation” (M 

= 5.02, SD = 1.41), “The staff/volunteer is friendly and helpful” (M = 4.99, SD = 1.32), 

and “The organizer has provided good security” (M = 4.98, SD = 1.33). The lowest 

mean score for the perceived image is “The staff/volunteer is professional” (M = 4.48, 

SD = 1.59). 

Table 4. 15 

Descriptive Analysis of Perceived Image Attributes (n = 468) 

Items    M SD 

This event has a good reputation 5.02 1.41 

This visit broadens my horizon by providing the 

opportunities to experience different scale of sports 

tourism 

5.16 1.31 

I learn about new things during attending this event 

sports tourism 

4.95 1.35 

The organizer has provided good security    4.98 1.33 

Parking facilities are sufficient  5.05 1.35 

The location of this event is near to the  

accommodation 

4.66 1.62 

The location of this event close to the public transport 4.63 1.65 

The staff/volunteer is professional 4.48 1.59 

The staff/volunteer is friendly and helpful 4.99 1.32 

Registration counter is convenient 5.04 1.34 

Waiting lines are orderly 4.73 1.50 

This event can become as a tourist attraction 4.77 1.39 

 

The results in Table 4.16 indicate that the mean score of two different factors’ of 

visitors’ motivation. They were ranging from 4.63 to 5.02 (Facilities: M = 4.63, SD = 

1.36; Management: M = 5.02, SD = 1.11) 

Table 4. 16 

Descriptive Analysis of Perceived Image Constructs (n = 468) 

Perceived Image Constructs   M       SD 

Management 5.02 1.11 

Facilities 4.63 1.36 
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4.6.3 Visitors’ Perceived Value 

Table 4.17 shows the mean scores and standard deviation values for the perceived 

value. The visitors’ perceived value of the events can be prior to and after attending 

the events. From the findings, the majority of the visitors’ perceived value was done 

after attending the events.  

The highest mean scores range from (M = 4.93 to M = 5.11). Based on the mean scores, 

the respondents tend to agree with the statement, “this event is well organised” (M = 

5.11, SD = 1.25), “My decision to attend this event gave me a great pleasure” (M = 

5.10, SD = 1.31), “I felt good about my decision to attend this event” (M = 5.05, SD = 

1.36), “This event is well managed” (M = 5.04, SD = 1.29), and “The event provides 

a good variety of games and attractions” (M = 4.99, SD = 1.37). On the other hand, the 

lowest mean score for the perceived value is, “Attending this event was a good value” 

(M = 4.93, SD = 1.41).  

Table 4. 17 

Descriptive Analysis of Perceived Value Attributes (n = 468) 

Items    M SD 

The event provides a good variety of games and 

attractions 

4.99 1.37 

This event is well managed 5.04 1.29 

This event is well organised 5.11 1.25 

The time I spent at this event makes me feel good 4.98 1.34 

The quality of the event is outstanding 4.96 1.45 

Attending this event was a good value 4.93 1.41 

My decision to attend this event gave me a great 

pleasure 

5.10 1.31 

I felt good about my decision to attend this event 5.05 1.36 

 

4.6.4 Visitors’ Satisfaction 

There are 13 items for visitors’ satisfaction that consist of the importance of the 

attraction for the games, facilities, convenience, and promotion. These items include 

excitement, facilities, signage and directions. The respondents responded on their level 
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of satisfaction on the SSEST using the 5-point Likert scale ranging from 1 for “very 

dissatisfied” to 5 for “very satisfied”. Table 4.18 shows the mean scores and standard 

deviation values for these items.   

From the results, the highest mean score was for “Games attraction” (M = 3.99, SD = 

.93), followed by “Excitement” (M = 3.98, SD = .97), “Diversity in sports games” (M 

= 3.98, SD = .95), and the lowest score was “Sufficient parking space” (M = 3.03, SD 

=1.21).  

Table 4. 18 

Descriptive Analysis of Visitors' Satisfaction Attributes (n = 468) 

Items    M SD 

Excitement 3.98 .97 

Entertainment 3.92 .95 

Relaxation 3.88 .96 

Games attraction 3.99 .93 

Diversity in sport games 3.98 .95 

Viewing of the event 3.81 .97 

Transportation 3.90 .95 

Clean restroom 3.60 .87 

Signs and directions 3.03 1.21 

Sufficient parking space 3.49 .94 

Venue of the event 3.68 .94 

Social media promotion (e.g., Facebook, Twitter, 

Instagram) 

3.77 1.07 

Media promotion (e.g., newspaper, magazines) 3.76 1.11 

 

The results in Table 4.19 indicate that the mean score of three different factors’ of 

visitors’ satisfaction. They were ranging from 3.46 to 3.93 (Facilities: M = 3.46, SD = 

.78; Promotion: M = 3.77, SD = 1.01; Attraction of Games: M = 3.93, SD = .79) 

Table 4. 19 

Descriptive Analysis of Visitors’ Satisfaction Constructs (n = 468) 

Satisfaction Constructs   M     SD 

   

Attraction of Games 3.93 .79 

Facilities 3.46 .78 

Promotion 3.77 1.01 
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4.6.5 Visitors’ Behavioural Intentions 

Table 4.20 shows the mean scores and standard deviation values for the behavioural 

intentions. The visitors’ behavioural intentions of the events can be prior to and after 

attending the events. The highest mean scores range from (M = 4.99 to M = 5.20). 

Based on the mean scores, the respondents tend to agree with the statement, “I am 

likely to visit this event sports tourism again” (M = 5.20, SD = 1.44) and “I am likely 

to recommend this event to my friends and family” (M = 5.20, SD = 1.33). Meanwhile, 

the lowest mean score for the behavioural intentions is, “I will encourage friends and 

relatives to this event”       (M = 4.99, SD = 1.42).  

Table 4. 20 

Descriptive Analysis of Behavioural Intentions (n = 468) 

Items    M SD 

Say positive things about this event to other people 5.00 1.49 

I will encourage friends and relatives to this event 4.99 1.42 

I intend to travel to this event sports tourism next 

year 

5.10 1.41 

I am likely to visit this event sports tourism again 5.20 1.33 

I am likely to recommend this event to my friends 

and family 

5.20 1.44 

 

4.7 Descriptive Statistics of the Variables 

Table 4.21 shows the mean scores and the standard deviation values for motivation, 

perceived image and value, satisfaction and behavioural intentions. The findings 

showed that the mean score and the standard deviation for motivation is (M = 4.98, SD 

= 1.00). The mean score for perceived image the standard deviation is (M = 4.90, SD 

= 1.12). Moreover, the mean score for perceived value is (M = 5.02, SD = 1.12). The 

descriptive statistics for satisfaction is (M = 3.75, SD = .67). The mean score for future 

behavioural intentions is (M = 5.10, SD = 1.27).  
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In this study, motivation, perceived image, perceived value and satisfaction as an 

independent variables. From the findings, it showed that perceived value becomes the 

main factors of the visitors to attend the SSEST (M = 5.02) due to the higher mean 

value compared to other variables. In other words, the visitors making a decision to 

attend the SSEST due to the value that have been perceived during attending the 

SSEST. These findings help the researcher to have a better knowledge of the visitors’ 

behavioural pattern of the SSEST besides helping the event organisers to plan the 

activities by meeting the visitors’ needs and demands. Apart from that, the decision to 

attend the SSEST was also influenced by the satisfaction of the events (M = 3.75). It 

can be assumed that the visitors’ who attending the SSEST satisfied with the attraction 

of games, facilities and also promotion that have been offered by the event organiser 

compared to mega-events which SSEST offering different experiences to the visitors. 

The lowest mean score for independent variables in this study are perceived image            

(M = 4.90). Event organisers should ensure the success of hosting small-scale sports 

events besides remaining the positive image of the SSEST. If the event organisers can 

improve the perceived image of the events, visitors will support the events, however, 

the failure to protect the image will cause the events to have a negative image and 

provide a bad experience to the visitors. It is important to understand the factors (see 

Table 4.21) that influence the visitors’ behavioural intentions to help event organisers 

in developing better planning and strategies to attract visitors to small-scale sports 

events. 
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Table 4. 21 

Descriptive Statistics for All Variables 

Variables N Mean SD 

Motivation 468 4.98 1.00 

Perceived Image 468 4.90 1.12 

Perceived Value 468 5.02 1.12 

Satisfaction 468 3.75 .67 

Behavioural Intentions 468 5.10 1.27 

 

4.8 SEM Analysis Strategy 

This study applied a data set that was obtained from the visitors who attended the 

SSEST in the Northern region of Peninsular Malaysia (N = 468) to test a set of 

hypotheses when investigating the relationships between the constructs in this study. 

Two phases for the analysis of the data: the initial phase and the major phase. The 

initial phase involves general data analysis, whereas the major phase involves the SEM 

analysis. 

During the initial phase, the data were tested for outliers and missing values. In this 

step, the data were analysed for the assumptions of multivariate analysis to examine 

the data for their normality, linearity, multicollinearity, and sample size. The 

researcher has analysed each scale for its reliability using Cronbach’s alpha before 

conducting the SEM analysis. After completing the initial phase, the researcher 

continues with the second phase of SEM analysis using AMOS version 22. In the 

major phase, the data analysis was supported by the development of confirmatory 

factor analysis and the structural model.  
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4.9 General Data Examination 

The data analysis in this section is to test the missing values and outliers by conducting 

the assumptions of multivariate analysis, including normality, linearity, 

multicollinearity, and sample size. 

4.9.1 Missing Data Analysis 

It was important to check the missing data before performing the statistical analysis. 

According to Hair, Babin, Anderson, and Black (2010), missing data are the 

information that is not available for a subject and often occur when a respondent failed 

to answer one or more questions in a survey. Thus, a frequency test was run for each 

variable to find any missing responses. There were 132 from the 600 questionnaires 

that have to be excluded due to the missing responses. 

4.9.2 Test of Multivariate Assumption  

The data were analysed using multivariate analysis for normality, linearity 

multicollinearity, and sample size.  

4.9.2.1 Detecting Outliers 

This study used the chi-square statistics with Mahalanobis distance as a determinant 

to detect the outliers. The value was created using the linear regression analysis. Based 

on the analysis, eight cases were deleted to remove the outliers. This study also used 

z-score to detect the outliers to confirm the result. George and Mallery (2010) 

suggested that the value of z-score should be +/- 2.5 although there are some scholars 

who suggested until +/- 3. From the findings, the value of z-score confirmed that the 

eight cases should be deleted. 
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4.9.2.2 Normality Assessment 

Normality is usually used to show the symmetrical curve, which has the output of the 

frequency of scores. Some of the researchers suggested that the normality of 

independent and dependent constructs can be evaluated through skewness and kurtosis 

values          (Hair et al., 2010; Pallant, 2010). Skewness is a measure of the asymmetry 

distribution of the variable, whereas kurtosis measures the curve of the distribution. 

Due to the nature of the constructs in social sciences, many scores are in positive or 

negative. As recommended by the previous researcher, the requirement for the 

normality is +/- 3.00. However, Kim (2013) stated that the proper practical value for 

kurtosis is +/- 7 for the sample size which is greater than 300 due to the difference 

between the amounts of the sample size which affects the value of the standard error. 

The z-score for larger sample sizes tend to be easily rejected compared to small sample 

size. This is because the value of standard error becomes smaller when the sample size 

is bigger. After the assessment of the skewness and kurtosis, it can be concluded that 

most of the data accepted the requirement of normality and the results for the normality 

are shown in Table 4.22 and the results of skewness and kurtosis for all items in 

Appendix C. 

Table 4. 22 

Skewness and Kurtosis of the Measurement Variables 

Variable Name     Skewness     Kurtosis 

Motivation -.233 -.530 

Perceived Image -.151 -.539 

Perceived Value -.301 -.284 

Satisfaction -.460 -.296 

Behavioural Intentions -.369 -.566 

 

4.9.2.3 Sample Size 

The SEM Analysis is sensitive to sample size. In order to fulfil the requirements of 

SEM analysis, especially for the sample size, several scholars have a different school 
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of thought. For example, Hair et al. (2010) suggested that the minimum sample size 

should be based on the complexity of the model (100 sample size: containing five or 

fewer constructs, 300 sample size: containing seven or fewer constructs). Besides that, 

Hair et al. (2010) also mentioned that the sample size depends on the communalities 

result. Wolf, Harrington, Clark and Miller (2013) suggested that the sample size for 

30 to 450 cases should have a loading factor around .80, whereas Kline (2011) stated 

that less than 100 would be small sample size, 100 to 200 is categorised as medium 

sample size, and more than 200 is categorised as a large sample size.  

Thus, the sample size of 468 respondents in this study has exceeded the requirement 

of the SEM-AMOS and it is adequate to perform the analysis.   

4.9.2.4 Multicollinearity 

Multicollinearity occurs when there is a high correlation between independent 

variables in the regression model (Pallant, 2010). The analysis of multicollinearity has 

been analysing by using linear regression analysis. Regression analysis (Tolerance and 

the variance inflation factor (VIF) was used to segregate the relationship between each 

independent variables and dependent variables. The issue of multicollinearity in the 

analysis will affect the results for reliability in SEM. In order to check the 

multicollinearity, two values are normally used which are tolerance and Variance 

Inflation Factor (VIF) as suggested by Pallant (2010).  

Tolerance is an indicator that explains the variability of the independent variables that 

was not explained by other independent variables. Tabachnick and Fidell (2007) 

suggested the minimum value of .10 for tolerance, whereas Hair et al. (2010) 

recommended the acceptable value of 10 for the VIF as the maximum value. Table 
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4.23 and 4.24 shows the result of the multicollinearity issue. The finding showed that 

all the value has achieved the recommended values which have been suggested by 

previous literature.  

Table 4. 23 

Collinearity Statistics for Variables 

Model Collinearity Statistics                        

Tolerance VIF 

Motivation .351 2.846 

Perceived Image .215 4.653 

Perceived Value .260 3.846 

Satisfaction .358 2.796 

 

Table 4. 24 

Collinearity Statistics for Constructs 

Model Collinearity Statistics                        

Tolerance VIF 

Social .322 3.110 

Escaping .450 2.221 

Exciting .446 2.242 

Management .204 4.898 

Facilities .368 2.715 

Attraction .386 2.593 

Satisfaction for Facilities .593 1.687 

Promotion .399 2.508 

 

4.10 Assessing the Validity of the Constructs 

The third stage of measuring the constructs is validity. Validity can be divided into 

two categories which are convergent and discriminant validity. The convergent 

validity is essential in measuring the model and determining if the indicator scale is 

loaded together in a single construct, whereas discriminant validity refers to the test 

whether two constructs differ within one construct for internal consistency.  

4.10.1 Convergent Validity 

According to Bhatti et al. (2012), convergent validity is accepted when the values in 

the two different instruments are highly correlated. In AMOS, the value of the 
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convergent validity was measured using the AVE method. Based on Fornell and 

Larcker (1981), the convergent validity is determined when the AVE for convergent 

validity is at least .50. As shown in Table 4.25, the value of AVE in this study is in the 

range of .50 to .70.  

Furthermore, the cut off the value that was recommended by previous scholars is .50, 

and the value for AVE which is .40 is still acceptable for validity purposes (Byrne, 

2010; Hair et al., 2010). However, the composite reliability should higher than .60 as 

stated by Fornell and Larcker (1981). Hence, the convergent validity of the instrument 

is acceptable.  

Table 4. 25 

Variance Extracted 

Construct Item 
Factor  

Loading 
SMC 

Error  

Variance 

Cronbach’s  

Alpha >.7 
CR (>.6) AVE (>.5) 

Motivation MOT1 .735 .541 .460 .932 .958 .620 

 MOT2 .711 .505 .494    

 MOT3 .772 .596 .404    

 MOT4 .784 .615 .385    

 MOT5 .759 .576 .424    

 MOT6 .772 .597 .404    

 MOT7 .846 .715 .284    

 MOT8 .863 .745 .255    

 MOT9 .861 .741 .259    

 MOT10 .791 .626 .374    

 MOT11 .793 .629 .371    

 MOT12 .804 .646 .354    

 MOT13 .837 .701 .299    

 MOT14 .669 .448 .552    

Perceived  

Image 
PI1 .835 .697 .303 .946 .958 .640 

 PI2 .805 .548 .352    

 PI3 .755 .570 .430    

 PI4 .761 .579 .421    

 PI5 .732 .537 .464    

 PI6 .884 .781 .219    

 PI7 .824 .678 .321    

 PI8 .808 .653 .347    

 PI9 .824 .679 .321    

 PI10 .815 .664 .336    
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 PI11 .783 .613 .387    

 PI12 .756 .572 .428    

 PI13 .765 .585 .415    

Perceived  

Value 
PV1 .833 .695 .306 .943 .943 .690 

 PV2 .836 .699 .301    

 PV3 .813 .661 .339    

 PV4 .707 .500 .500    

 PV5 .773 .598 .402    

 PV6 .810 .646 .344    

 PV7 .855 .730 .269    

 PV8 .805 .648 .352    

 PV9 .814 .662 .337    

Satisfaction TPSAT1 .840 .706 .294 .902 .945 .570 

 TPSAT2 .791 .626 .374    

 TPSAT3 .736 .542 .458    

 TPSAT4 .844 .712 .288    

 TPSAT5 .830 .689 .311    

 FKSAT1 .720 .518 .482    

 FKSAT2 .679 .461 .539    

 FKSAT3 .673 .453 .547  
  

 FKSAT4 .588 .346 .654    

 FKSAT5 .672 .451 .548    

 FKSAT6 .795 .632 .368    

 PSAT1 .778 .605 .395    

  PSAT2 .817 .668 .333       

Behavioural  

intentions 
BI1 .839 .704 .296 .936 .937 .798 

 BI2 .881 .776 .224    

 BI3 .885 .784 .217    

 BI4 .855 .730 .269    

  BI5 .866 .750 .250       

 

4.10.2 Discriminant Validity 

The discriminant validity is the extent to which the construct differs from other 

constructs. The high discriminant of validity provides evidence that a construct is 

unique and captures some phenomena that other measures cannot perform (Hair et al., 

2010). There are two tests in measuring the discriminant validity. The first test is to 

compare the value of variance extracted for any two constructs with the square of the 

correlation estimate between these constructs. The average variance extracted (AVE) 
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should be lower than the squared correlation estimate. If there is no high correlation, 

the model has a problem with discriminant validity. Fornell and Larcker (1981) stated 

that the discriminant validity should have the square root of the variance which is more 

than the value of the correlation between constructs. Table 4.26 shows the square root 

of variance extracted. 

Table 4. 26 

Square Root of Variance Extracted 
 SOC ESC EXC MG

T 

FAC PV ATT SAT PROM

O 

BI 

AVE .643 .613 .734 .761 .798 .689 .657 .509 .743  .749 

Square Root 

of VE 

.802 .783 .857 .872 .894 .830 .811 .714 .862  .86

6 

SOC (social), ESC (escaping), EXC (exciting), MGT (management), FAC (facilities), 

PV (perceived value), ATT (attraction of games), SAT (satisfaction on facilities), 

PROMO (promotion), BI (behavioural intentions)  

The second analysis is conducted via correlation as suggested by Anderson and 

Gerbing (1988) who stated that the discriminant validity can be analysed through the 

value of the correlation between the construct. Table 4.27 shows the value of 

discriminant validity analysis and Figure 4.1 shows the model of discriminant validity, 

which confirmed that the value of the square root of variance extracted is higher than 

the value of correlation analysis. The discriminant validity is achieved when a value 

(in bold) is higher in its row and column. Therefore, the value of the discriminant 

validity between this construct was supported. 

Table 4. 27 

Discriminant Validity 
 PROMO SOC ESC EXC MGT FAC PV ATT SAT BI 

PROMO .862         

 

.866 

SOC .544 .802        

ESC .547 .765 .783       

EXC .524 .713 .680 .857      

MGT .661 .686 .683 .677 .872     

FAC .546 .524 .520 .574 .774 .894    

PV .703 .732 .753 .682 .804 .687 .830   

ATT .657 .605 .653 .634 .707 .581 .796 .811  

SAT .501 .425 .427 .478 .603 .591 .615 .618 .714 

BI .627 .676 .695 .649 .750 .599 .829 .797 .587 
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Figure 4. 1: The Model of Discriminant Validity 

4.10.3 Correlation among Variables 

The correlation among variables in this study was identified using Pearson correlation 

(r). Table 4.28 shows the correlation among the various constructs and it is noticed 

that the correlation coefficient for the dependent variable and independent variables 

were below the suggested value. Awang (2014) suggested 0.85 for the correlation 

value, whereas Anderson and Gerbing (1988) suggested that the value of correlation 

among variables should not be more than 1. The correlation was significant at the 0.01 

level which indicated a good level of correlation.  
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Table 4. 28 

Pearson Correlation Analysis 
 SOC ESC EXC MGT FAC PV ATT SAT PROMO BI 

SOC Pearson 

Correlation 
1          

Sig. (2-tailed)           

N 468          

ESC Pearson 

Correlation 
.709** 1         

Sig. (2-tailed) .000          

N 468 468         

EXC Pearson 

Correlation 
.759** .608** 1        

Sig. (2-tailed) .000 .000         

N 468 468 468        

MGT Pearson 

Correlation 
.711** .650** .631** 1       

Sig. (2-tailed) .000 .000 .000        

N 468 468 468 468       

FAC Pearson 

Correlation 
.575** .512** .566** .773** 1      

Sig. (2-tailed) .000 .000 .000 .000       

N 468 468 468 468 468      

PV Pearson 

Correlation 
.706** .663** .602** .741** .639** 1     

Sig. (2-tailed) .000 .000 .000 .000 .000      

N 468 468 468 468 468 468     

ATT Pearson 

Correlation 
.620** .609** .597** .686** .608** .725** 1    

Sig. (2-tailed) .000 .000 .000 .000 .000 .000     

N 468 468 468 468 468 468 468    

SAT Pearson 

Correlation 
.389** .349** .401** .516** .563** .503** .529** 1   

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000    

N 468 468 468 468 468 468 468 468   

PROMO Pearson 

Correlation 
.589** .560** .509** .686** .599** .670** .656** .457** 1  

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000   

N 468 468 468 468 468 468 468 468 468  

BI 

 

 

Pearson 

Correlation 
.671** .646** .598** .725** .616** .749** .764** .506** .628** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000  

N 468 468 468 468 468 468 468 468 468 468 

**. Correlation is significant at the 0.01 level (2-tailed). 

4.11 Confirmation Factor Analysis (CFA) and Measurement Model 

Confirmatory factor analysis (CFA) is defined as the relationship between the latent 

variables and the indicator variables. Normally, CFA is used to specify the indicators 

for each construct by evaluating the extent to which the observed variables are 

measuring the latent construct, as well as determining the suitable indicators for a 

particular construct. Moreover, CFA also offers better coefficients and variance 
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analysis, which stated the error of the variance in the model. Therefore, CFA is chosen 

to be used in the stage of analysis to measure the fit of the proposed model and measure 

the validity of the data.  

4.11.1 Estimation and Model Fit 

The fitness of the model in SEM is measured using Maximum Likelihood Estimation 

(MLE). MLE is widely used for limited sample size in the range of 100 to 200 samples 

(Anderson & Gerbing, 1988). In addition, MLE is also used to estimate parameters for 

the model because MLE provides the path coefficients and variances of the population 

besides assuming the estimate parameter values for the observed covariance. MLE is 

chosen because there was no agreement to measure the fit indices in assessing the 

models. However, several researchers mentioned the need to revise the weaknesses of 

the indices measurement by validating the model for its unidimensionality, reliability, 

and validity (Hair et al., 2010; Tabachnick & Fidell, 2007). 

For the measurement of the goodness of fit, it started with the chi-square (X²) statistics, 

chi-square per degree of freedom ratio (X²/df), and the Root Mean Square Residual 

(RMSR). The chi-square (X²) statistics is determined and the goodness of fit is better 

between the proposed model covariance and correlations when the X² statistics are 

lower. Hair et al. (2010) suggested that the chi-square per degree of freedom ratio 

(X²/df) should be 3:1 for the model to be accepted. However, Marsh and Hocevar 

(1985) suggested that the X²/df should be less than 5.0 as the smaller value of the ratio 

indicates that the fit is better. The Root Mean Square Residual (RMSR) is another 

indicator that measures the average differences between the elements in the sample 

and the model covariance matrix. Hu and Bentler (1999) suggested that the RMSR 

should be less than 0.08.  
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Besides chi-square, chi-square per degree of freedom ratio, and RMSR, there is 

another indicator that measures the goodness of model fit which is Goodness-of-Fit 

Index (GFI), Adjusted Goodness-of-Fit Index (AGFI), Normed Fit Index (NFI), 

Tucker-Lewis Index (TLI), Root Mean Square Error of Approximation (RMSEA), and 

Comparative Fit Index (CFI). For these measures, Byrne (2001) stated that the 

goodness of fit is based on the various cut off criteria. For the goodness of fit indices, 

there are differences in the degree of fit for this measurement. According to Byrne 

(2001), the cut off value for RAMSEA is less than 0.05 to indicate the model is fit. 

However, Hair et al. (2010) mentioned that the value should be less than 0.08.  

The value of CFI ranges from 0 to 1 and the researcher considered that the CFI value 

should be more than 0.90 to indicate as an adequate fit (Byrne, 2001; Hair et al., 2010). 

CFI compares the value to get the best fit model and the goodness of fit is greater when 

the value is closer to 1. There is no single statistical test that can describe the strength 

of the goodness of fit for the model. However, the goodness of fit of the model was 

grouped into three categories which are absolute fit indices (X²/df, RAMSEA, SRMR), 

Incremental Fit Indices (IFI), and Parsimony Fit Indices (PFI).  

Based on the above discussion, several fit indices were conducted in this study to 

measure the goodness of fit for the model which are chi-square (X²) statistic test, chi-

square per degree of freedom ratio (X²/df), Incremental Fit Index (IFI), Tucker- Lewis 

Index (TLI), Comparative Fit Index (CFI), Goodness-of-Fit Index (GFI), Adjusted 

Goodness-of-Fit Index (AGFI), Normed Fit Index (NFI), and Root Mean Square Error 

of Approximation (RMSEA). Figure 2 showed the measurement model in this study. 
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Figure 4. 2: Measurement Model 

4.11.2 CFA Procedure 

Confirmatory Factor Analysis (CFA) defines the relationship between the latent 

variables and their indicator variables. The CFA procedure requires the assessment of 

each construct to determine the unidimensionality, reliability, and validity in terms of 

convergent validity and discriminant validity of the model for the theory development. 
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The standardised regression weights were used to measure each construct so that it 

achieved the recommended requirement value. Hair et al. (2010) suggested that the 

minimum standardised regression weight should be .5 or higher and the other fit 

indices including absolute, incremental, and parsimonious should achieve a 

satisfactory and significant level.  

Unidimensionality is achieved when the measuring items have acceptable factor 

loadings for the respective construct. Any items that did not achieve the suggested 

requirement should be deleted. However, there are different requirements for the factor 

loading, for example, the factor loading should be .5 or higher for a new item and the 

factor loading for an established item should be .70 or higher (Hair et al., 2010). The 

second element invalidating the measurement model is reliability. Reliability is the 

extent of how reliable the measurement model in measuring the latent construct that 

can be done using Internal Validity, Composite Reliability, and Average Variance 

Extracted (AVE).  

Fornell and Larcker (1981) developed composite reliability to estimate the reliability 

in SEM. Composite reliability index (CRI) measures the overall reliability or the 

heterogeneous which means it measures the different entities but uses similar items. 

CRI estimation is more precise compared to the value provided by the α and the cut-

off value for CRI which is ≥.70 (Fornell & Larcker, 1981).   

In this study, the reliability of the items for each construct is measured using 

Cronbach’s alpha. Hair et al. (2010) suggested that all measurement items should 

achieve the recommended value of .50. The reliability measurement is related to the 

consistency and stability of the instrument in this study. From the analysis, it was found 
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that several indicators have a low standardised regression weight towards the latent 

variables. As suggested by Hair et al. (2010), items are lower than .5 should be deleted. 

Thus, MOT2, PI1, PI2, PI3, PI4, PI5, PI13, PV1, PV2, PV3, PV4, PV5, PV9, 

FKSAT2, and FKSAT4 were deleted to ensure a better measurement fit (see Table 

4.29). The other items were used for further analysis.  

Table 4. 29 

Standardised Regression Weight 

Item     Estimate (β) 

MOT1 .652 

MOT2 This item was deleted due to low factor loading 

MOT3 .633 

MOT4 .707 

MOT5 .713 

MOT6 .714 

MOT7 .764 

MOT8 .666 

MOT9 .736 

MOT10 .699 

MOT11 .696 

MOT12 .759 

MOT13 .655 

MOT14  

PI1 This item was deleted due to low factor loading 

PI2 This item was deleted due to low factor loading 

PI3 This item was deleted due to low factor loading 

PI4 This item was deleted due to low factor loading 

PI5 This item was deleted due to low factor loading 

PI6 .689 

PI10 .842 

PI11 .809 

PI12 .738 

PI13 This item was deleted due to low factor loading 

PV1 This item was deleted due to low factor loading 

PV2 This item was deleted due to low factor loading 

PV3 This item was deleted due to low factor loading 

PV4 This item was deleted due to low factor loading 

PV5 This item was deleted due to low factor loading 

PV6  

PV7 .767 

PV8 .728 

PV9 This item was deleted due to low factor loading 

TPSAT1 .803 

TPSAT2 .749 

TPSAT3 .713 

TPSAT4 .810 

TPSAT5 .787 

FKSAT1 .749 

FKSAT2 This item was deleted due to low factor loading 

FKSAT3  
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FKSAT4 This item was deleted due to low factor loading 

FKSAT5 .719 

FKSAT6  

PSAT1  

PSAT2 .584 

BI1 .815 

BI2 .859 

BI3 .868 

BI4 .809 

BI5 .838 

 

The third element in the fit model measurement is validity. Validity is the ability of an 

instrument to measure a construct and there are three types of validity which are 

convergent validity, construct validity, and discriminant validity. The convergent 

validity is achieved when all the items in the measurement model are significant. The 

significance of the items was measured using Average Variance Extracted (AVE) and 

all the items should achieve .5 or higher and the ideal value is .7 or higher. Moreover, 

the construct validity is achieved when the Fitness Indices for a construct has met the 

requirement. Discriminant validity is achieved when there are no redundant items. In 

other words, discriminant validity is the extent to which a construct is truly distinct 

from other constructs. The redundant items can be identified using Modification 

Indices (MI). 

Normally, items from one variable are not supposed to gather with other items from a 

different variable. If the items from different variables are highly correlated, these 

items are considered measuring the same variable rather than different variables. The 

low correlation has resulted in the existence of discriminant validity. According to Hair 

et al. (2010), discriminant validity can be measured using AVE and all constructs 

should exceed the squared inter-construct correlation estimate (SIC)-AVE > r2 with no 

cross-loading between the observed variables or error. The composite reliability was 
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measured using the formula by Fornell and Larcker (1981). Figure 4.3 shows the final 

measurement model of this study. 

 
SOC (social), ESC (escaping), EXC (exciting), MGT (management), FAC (facilities), 

PV (perceived value), ATT (attraction of games), SAT (satisfaction on facilities), 

PROMO (promotion), BI (behavioural intentions)  

Figure 4. 3: The Final Measurement Model 

The measurement model has been re-specification and analysis to achieve the 

requirement model-of-fit. The final measurement has achieved the goodness of fit 

values as recommended by the previous study. Table 4.30 showed the value and final 
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measurement model (see Figure 4.4) for the SSEST. The value model-of-fit indices 

for this model are: 

 
SOC (social), ESC (escaping), EXC (exciting), MGT (management), FAC (facilities), 

PV (perceived value), ATT (attraction of games), SAT (satisfaction on facilities), 

PROMO (promotion), BI (behavioural intentions)  

Figure 4. 4: The Goodness of Fit Values 
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Table 4. 30 

Model-of-fit-indices 

Model-fit-indices Cut-off Value Value 

   

CMIN - 1999.970 

DF - 684 

CMIN/DF 3:1 (Hair et al., 2010) 2.92 

P-VALUE - .000 

CFI >.90 (Hair et al., 2010) .90 

PNFI >.50 (Hooper, Coughlan, & Mullen, 

2008) 

.80 

RMSEA <.07 (Byrne, 2001),  .06 

SRMR <.08 (Hu & Bentler, 1999) .05 

 

4.11.3 Assessment of Exogenous and Endogenous Variables 

There are two methods that can be used for the measurement analysis of the model: 

using a single construct and all constructs in the same analysis. There are pros and 

cons to using both analyses. Petrescu (2013) stated that the analysis that used a single 

item represents the true behaviour of the items. However, Cheng (2001) mentioned 

that the use of a single item tend to have a low correlation with the attributes being 

measured and it might ignore the unreliability of the measurement.  

This study has analysed all the constructs at the same time in one measurement model 

test using the maximum likelihood technique in AMOS version 22. Before proceeding 

with the analysis, there are several requirements that have to be checked such as 

negative error variances and/or insignificant error variances, a standardised coefficient 

that exceeds 1.0, and large standard errors related to any estimate coefficient to avoid 

offending any estimate as suggested by Hair et al. (2010). Figure 4.5 shows the CFA 

model for exogenous variables (motivation, perceived image, perceived value and 

satisfaction) which consists of 13 items for motivation, 7 items for the perceived 

image, 3 items for perceived value and 11 items for satisfaction.  
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Figure 4. 5: Measurement Model of Fit Indices 

4.11.4 Model ModificationIt is important to test the model whether it can fit the 

data  

model does not fit, more examination should be done to identify the problems of the 

missing fit. As shown in Table 4.31, the initial specified model which explains the 

relationships between the constructs has achieved the requirement according to the 

absolute, incremental, and parsimonious model fit measures. This measurement was 

assessed through the goodness of fit indices such as chi-square per degree of freedom 

ratio (X²/df), Incremental Fit Index (IFI), Tucker-Lewis Index (TLI), Comparative Fit 

Index (CFI), and Root Mean Square Error of Approximation (RMSEA). 

Table 4. 31 

Measurement Model of Fit Indices 

Fit Indices Cut off Values Before After 

Chi-square (X2)    

Chi-square (p-value)  4120.134 1999.970 

  (p=.000) (p=.000) 

Degrees of Freedom (df)  1332 684 
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Absolute Fit Indices    

Relative Chi-square X2/df 2:1 (Tabachnick & Fidell, 2007) 3.09 2.92 

 3:1 (Hair et al., 2010)   

RMSEA <.07 (Byrne, 2001),  .06 .06 

 <.08 (Hair et al., 2010)   

SRMR <.08 (Hu & Bentler, 1999) .07 .05 

Incremental Fit (IFI)    

CFI >.90 (Hair et al., 2010) .86 .90 

Parsimony Fit Indices (PFI)    

PNFI >.50 (Hooper, Coughlan, & 

Mullen, 2008) 

.73 .80 

 

Referring to the table above, the ratio of chi-square per degree of freedom ranges from 

2:1 and 3:1 which is considered to be acceptable (Hair et al., 2010; Tabachnick & 

Fidell, 2007) as the requirement for the model to be sufficiently fit. However, the ratio 

of the X²/df in this study was not within the recommended value (X²/df =3.09) as well 

as all the requirements. The absolute Fit Indices are as following: RMSEA (.06) and 

SRMR (.07). For the Incremental Fit (IFI), the value for CFI is .86 and not within the 

range and the PNFI was within the recommended range of .73.  

Thus, further analysis should be done to improve and meet the suggested requirements. 

The next stage is to increase the value of model fit by analysing the model re-

specification, assessing the measurement model for unidimensionality, reliability, and 

validity. The convergent and discriminant validity should be improved to get the best 

value by looking for the standardised regression weights. From the analysis, it shows 

that several items have low factor loadings and they were deleted. Hence, the 

measurement model was modified to obtain a better fit value.  

The final result shows that all the requirements were achieved: chi-square per degree 

of freedom ratio (X²/df =2.92), root mean square error of approximation RMSEA (.06), 

and standardised root mean square residual SRMR (.05). The incremental fit indices 
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(IFI) have changed from .86 to .90 and the PNFI from .73 to .80. Each of model-of-fit 

indices has been reported as recommend by Hair et al. (2010) which is at least one 

index for each type should be reported. Figure 4.6 shows the final model which 

achieved the requirement as model-of-fit indices.  

 
Figure 4. 6: Final Measurement Model of Fit Indices 

4.12 Research Hypotheses Testing  

4.12.1 Analysis of the Direct Relationship 

Besides analysing the structural model of this study, the objective of this study is also 

to determine the relationships between motivations, perceived image, perceived value, 

satisfaction and behavioural intentions. These constructs were both tested directly and 

indirectly. Furthermore, the empirical findings of the data analyses have offered 

interesting findings and discussion on the constructs that influenced the visitors to 

attend the SSEST besides extending the earlier research in this area. Figure 4.7 
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indicated that direct and indirect hypotheses testing for this SSEST model. Meanwhile, 

Table 4.32 shows seven hypotheses that are related to the objectives of this study.  

 
Figure 4. 7: Model of Hypotheses Analysis 

Table 4. 32 

The Research Direct Hypotheses 

No. Hypotheses 

1 There is a positive relationship between the visitors’ motivation and behavioural 

intentions to attend the SSEST. 

2 There is a positive relationship between the visitors’ motivation and satisfaction of 

the SSEST. 

3 There is a positive relationship between the visitors’ perceived image and  

behavioural intentions to attend the SSEST. 

4 There is a positive relationship between the visitors’ perceived image and 

satisfaction of the SSEST. 

5 There is a positive relationship between the visitors’ perceived value and 

behavioural intentions to attend the SSEST 

6 There is a positive relationship between the visitors’ perceived value and 

satisfaction of the SSEST. 

7 There is a positive relationship between visitors’ satisfaction and behavioural 

intentions to attend the SSEST. 

 

Table 4. 33 

Direct Hypotheses Testing Results of the Model 

Hypotheses Estimate (β) C.R P-value 

      

H1 Motivation            Behavioural 

Intentions 

.450 5.396 .001 

H2 Motivation             Satisfaction .638 3.503 .001 

H3 Perceived  Image            Behavioural 

Intentions 

.313 2.081 .001 
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H4 Perceived image            Satisfaction .625 9.451 .001 

H5 Perceived Value            Behavioural 

Intentions 

.422 6.252 .001 

H6 Perceived value            Satisfaction 

 

.573 7.669 .001 

H7 Satisfaction                  Behavioural 

Intentions 

.996 8.609 .001 

**significant at level of 0.05 

***Significant at level of 0.001  

Table 4.33 shows that there is a significant relationship between motivation and 

behavioural intentions with the standard estimate of β = .450, C.R = 5.396, p = .001, 

hence H1 is supported by the data. Besides, the relationship between motivation and 

satisfaction also shows the significant results with the standard estimate of β = .638, 

C.R = 3.503,         p = .001. Thus, H2 supported by the data of this study. The direct 

relationship between perceived image and behavioural intentions (H3) was significant 

with the standard estimate of β = .313, C.R = 2.081, ρ<.001. Meanwhile, the 

relationship between perceived image and satisfaction has shown the significant results 

with the standard estimate of   β = .625, C.R = 9.451, ρ<0.001. Hence, H4 is supported. 

The perceived value has a significant and positive influence on the behavioural 

intentions at 0.001 level with β = .422, C.R = 6.252. The perceived value was also 

significant for the relationship between satisfaction with the values of β = .573, C.R = 

7.669, ρ < 0.001. Therefore, H5 and H6 are supported. The pattern is similar with 

satisfaction and behavioural intentions. It has a significant and positive influence on 

the behavioural intentions at 0.001 level with β = .996, C.R = 8.609. Hence, H7 is 

supported.  
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4.12.2 Analysis of Satisfaction as a Mediating Effect 

The final structure of the model was generated based on the goodness of fit as shown 

in Figure 4.8. At this stage, the indirect estimate was calculated based on the bias-

corrected (BC) bootstrap to get a more accurate value (Preacher & Hayes, 2008). This 

analysis was done to ensure whether the mediating effect of satisfaction is supported 

or otherwise. Mediating effects are created when a third construct intervenes between 

the other two related constructs (independent variable         dependent variable). There 

are three main types of simple mediation which are partial, full and indirect effects, or 

no mediation. Partial mediation happens when both the direct and indirect effects of 

the independent variables are significant (p<.05). Full mediation occurs when the 

direct effects drop out from the significance when the mediator is added and the 

indirect effect is significant.  

As stated in Chapter 3, three mediating hypotheses (see Figure 4.8, 4.9 and 4.10) were 

developed to determine whether satisfaction mediated the relationship between 

motivation, perceived image and value, and behavioural intentions as shown in Table 

4.34. 

Table 4. 34 

The Hypotheses for Satisfaction as a Mediating Variables 

No. Hypotheses 

H8 The effect of motivation and behavioural intentions is mediated by satisfaction 

H9 The effect of perceived image and behavioural intentions is mediated by 

satisfaction 

H10 The effect of perceived value and behavioural intentions is mediated by 

satisfaction 
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Figure 4. 8: Mediating Analysis for Motivation 

 

 
Figure 4. 9: Mediating Analysis for Perceived Image 

 
Figure 4. 10: Mediating Analysis for Perceived Value 

Table 4. 35 

Mediating Effects of Satisfaction 

Hypotheses From Mediation To Direct 

Effect 

Indirect 

Effect 

P-

Value 

Mediating 

H8 

 

H9 

 

H10 

MOT 

 

PI 

 

PV 

SAT 

 

SAT 

 

SAT 

BI 

 

BI 

 

BI 

.450 

 

.310 

 

.420 

.420 

 

.440 

 

.330 

.001 

 

.001 

 

.001 

Partial 

Mediation  

Partial 

Mediation  

Partial 

Mediation 

PI: Perceived Image; SAT: Satisfaction; BI: Behavioural Intentions; MOT: 

Motivation; PV: Perceived Value 
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Table 4.35 shows the summary for the mediating effects of the satisfaction on the 

relationship between motivation, perceived image, and perceived value on behavioural 

intentions. The results show that all hypotheses were accepted as following the 

requirements stated by Baron and Kenny (1986). The hypothesis H10 was accepted as 

partial mediation with the values of the direct effect (.420), the indirect value is (.330) 

and the p-value is (.001). Following the partial mediation requirement by Byrne, 

(2010) if direct and indirect effects are significant (<.05) and the total effects are also 

significant, partial mediation was applied. Meanwhile, H9 was accepted as partial 

mediation as it met the conditions for full mediation requirements in which the direct 

effect is significant at .310, the indirect effect is .440 and the p-value of total effects is 

(.001). As the requirement for partial mediation, the value for direct effects is still 

significant and the direct effects are significant, therefore, H9 and H8 has also accepted 

as a partial mediation in this study as the value of the direct effect is significant at .450, 

the indirect effect is significant at .420.  

Overall, all hypotheses were supported by the data of this study as shown in Table 4.36 

that summarizes the results of the findings. Table 4.36 summarizes all the hypotheses 

in this study.  

Table 4. 36 

Summary of the Hypotheses 

No. Hypotheses Supported/Not  p-value 

1 There is a positive relationship between the visitors’ 

motivation and behavioural intentions to attend the 

SSEST. 

Supported 0.001 

2 There is a positive relationship between the visitors’ 

motivation and satisfaction of the SSEST. 

Supported 0.001 

3 There is a positive relationship between the visitors’ 

perceived image and behavioural intentions to 

attend the SSEST. 

Supported 0.001 

4 There is a positive relationship between the visitors’ 

perceived image and satisfaction of the SSEST. 

Supported 0.001 
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5 There is a positive relationship between the visitors’ 

perceived value and behavioural intentions to attend 

the SSEST. 

Supported 0.001 

6 There is a positive relationship between the visitors’ 

perceived value and satisfaction of the SSEST. 

Supported 0.001 

7 There is a positive relationship between visitors’ 

satisfaction and behavioural  intentions of the 

SSEST 

Supported 0.001 

8 

 

9 

 

10 

The effect of motivation and behavioural intentions 

is mediated by satisfaction. 

The effect of perceived image and behavioural 

intentions is mediated by satisfaction. 

The effect of perceived value and behavioural 

intentions is mediated by satisfaction. 

Supported  

 

Supported  

 

Supported 

 

Partial 

mediation 

Partial 

mediation 

Partial 

mediation 

***Significant at level of 0.001  

**significant at level of 0.05 

 

4.13 Summary 

This chapter has presented the data analysis which has gone through two phases which 

are an initial phase and hypothesis testing using SEM-AMOS. For the first stage, the 

data were analysed using SPSS to detect the outliers and missing values before using 

AMOS. Moreover, it is important to assess each scale using Cronbach’s alpha and 

Exploratory Factor Analysis (EFA) to construct validity to ensure the reliability and 

validity of the scale. The summary of the respondents’ demographic profiles was also 

shown in this section.     

The second phase of the data analysis was hypothesis testing that used SEM-AMOS. 

In this stage, the validity for each construct was measured using Confirmatory Factor 

Analysis (CFA) and the structure of the model was measured to identify the goodness 

of fit. The analysis using AMOS has given significant outcomes in which the finding 

of the causal relationships showed that all the variables has significant relationship 

(p<.001) towards the visitors’ behavioural intentions in attending SSEST in Kedah and 

Perlis. For a better understanding, Table 4.36 shows the summary of the relationship 
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between direct and indirect impacts. The analyses and findings were discussed and 

interpreted accordingly in this chapter. 
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CHAPTER FIVE  

 

DISCUSSION AND CONCLUSION 

5.1 Introduction 

The final chapter concludes the findings of the study with some discussions, 

implications and finally, some suggestions. These are presented into three sections: (1) 

Discussions of the findings, (2) Summary and (3) Recommendations. The major 

findings of this study are discussed with reference to the previous findings to answer 

the research questions as well as research objectives.  

This study aims to determine the relationship between the variables which influence 

visitors to attend small-scale sports events (SSEST), particularly in Kedah and Perlis. 

Besides identifying the relationship, this study also examines the mediating effects on 

satisfaction towards the relationship. The result of this study suggests that satisfaction 

is one of the important criteria for determining and improving visitor presence to the 

SSEST.  

Furthermore, in the latter section, the theoretical and practice implications of the study 

are also addressed. The final discussion in this chapter focuses on conclusions and 

recommendations for future research.  



 

169 

 

5.2 Research Overview 

This chapter reflects previous discussions pertaining to the research objectives. The 

findings of this study are used to find out the implications of subsequent research. This 

study covers the relationship between the variables (motivation, perceived image, 

perceived value and satisfaction) which influence visitors’ behavioural intentions to 

attend the SSEST. The Theory of Planned Behaviour, Tourist Attraction Theory and 

Push and Pull Theory are used as underlying theories of the study. In general, there are 

many studies on sports tourism, especially on mega sporting events. Mega sporting 

events are mostly drawn from developed countries, but to date, only a few studies have 

been conducted in Malaysia. There is scarcity in sports tourism studies, especially 

related to visitors’ psychological behaviour. Malchrowicz-Mośko and Poczta (2018) 

further agree that several previous sporting studies are focused on the social influence 

of large events compared to a small scale sports event. Hence, this study attempts to 

assist event organisers by understanding the psychological behaviour of the visitors in 

relation to motivation, perceived image, perceived value, satisfaction and behavioural 

intentions. This study focuses on the small-scale events sports tourism (SSEST) with 

the focus of developing a theoretical model related to visitors’ behaviour in attending 

the SSEST. 

The findings of this study have led to the discussion on visitors’ behaviour to 

participate in the SSEST. This study further extends the arguments by presenting the 

results of the descriptive statistics and hypothesis testing. As a comparison to the 

previous studies (e.g: Deng et al., 2013; Kyriaki Kaplanidou & Vogt, 2007; Lu & Cai, 

2011), there are insufficient references, especially related to SSEST in Malaysia. 

Previous studies use motivation and satisfaction as their main factors in understanding 

visitors’ psychological behaviour towards sports events. However, this study separates 
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the antecedents of visitors’ psychological, behavioural intentions in attending the 

SSEST, and further determines the impacts of the SSEST in Kedah and Perlis to ensure 

strategic development of the small-scale sports events as a tourism product. Leiper 

(1990) indicates that if a destination tends to attract visitors or tourists to visit their 

attractions, the management should have an understanding of the nucleus and marker 

elements in tourist attraction theory, as these two elements help the management to 

create attractions based on the need and demands of visitors or travellers. 

Hence, strategic planning and development of this event can be accomplished by 

understanding the main psychological factors that have influenced visitors in attending 

small-scale sports events. Strategic planning for the development of small-scale sports 

events is important to ensure its sustainability. Currently, most state governments’ 

tourism departments have collaborated with event organisers to organise this type of 

event to entice visitors to the destinations, and encourage a healthy lifestyle. This 

initiative should be undertaken seriously to make sure that the small-scale sports events 

can become a main attraction in Malaysia. To ensure its success, it is significant to 

understand visitors’ behavioural intentions in attending an event. 

5.3 Demographic Characteristics of Visitors 

Successful events require visitors as attendees. Without visitors, the organised events 

could not achieve what has been targeted by organisers. Besides activities and 

recognising visitors’ behaviour of small-scale events, sports tourism as a part of the 

event’s success, profiling sports visitors’ attending this SSEST can provide 

understanding of visitors’ characteristics and preferences. Organising an event also 

indirectly contributes to the local economy. Therefore, the effects of changes related 

to visitors’ demographics should be acknowledged by event organisers. This is agreed 
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by Bernini and Cracolici (2015) who state that the current demographic changes had 

established new challenges for the improvement of tourism. Slak Valek, Shaw and 

Bednarik (2014) further mention that the physical features of the destinations are not 

enough to satisfy today’s tourists, and the travel behaviour of ‘old’ tourists is very 

different from ‘new’ tourists, creating challenges for the destination management 

organisations or event organisers. Hence, it is important for event organisers to 

comprehend the characteristics of their visitors’ demographics to match visitors’ 

demand. 

In recent times, it is seen that many organisers prefer to organise this kind of event 

(small-scale sports events). Whether it is organised on a large or small scale, the sports 

events have gained the attention of many visitors. Although these events are organised 

for various reasons, it has been proven that these sports events, especially small-scale 

sports events, can become a tourist attraction, not merely because of the event itself, 

but also the destination. Pertaining to the question of whether SSEST is a tourist 

attraction, most of the respondents (n=395) consented with the attractiveness of such 

an event. In addition, the majority of the visitors who attend the SSEST are less than 

30 years old. Besides, the findings also present that visitors who are in this age group 

have the intention or are keen to attend and participate in these kinds of sports events. 

Some visitors attend these sports events for social reasons, such as to be with family, 

as most visitors in the age group are typically associated with family status, and there 

are also visitors who are motivated by health reasons.  

Furthermore, due to these attractions, visitors keep joining and attending these events. 

In order to ensure that visitors keep up to date with all the information and event 

details, organisers should have good marketing strategies. Many marketing studies 
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tend to focus on social media marketing to inform potential visitors about all of the 

event details, but this study shows that visitors acquire all of the details regarding the 

events through friends and relatives (n=203) compared to social media (n=128). Based 

on these findings, it can be concluded that regardless of whether most of the marketing 

studies believe in 21st century marketing medium, the power of word of mouth (WOM) 

marketing strategy cannot be ignored. This is because the power of WOM can persuade 

and explain everything compared to social media which only uses text as an 

explanation. Hence, event organisers should understand the key determinants of the 

demographic characteristics of visitors who attend this SSEST.  

The socio-demographic factors of visitors who attend this SSEST are often closely 

connected to this event. The visitors who attend the SSEST mostly come with either 

their family or friends. This claim is supported by the findings of this study which 

found that motivation is one of the factors that influences visitors to attend this SSEST. 

Besides that, this study found that visitors who attend these events come from different 

demographic backgrounds, therefore these events are likely giving an impact on their 

leisure behaviour. Kozma et al. (2014) specify that even though different in scale, 

socio-demographic characteristics do influence the leisure behaviour of visitors who 

come to these sports events. Furthermore, the participation of visitors in SSEST as a 

leisure activity mostly plays an essential role among male population, particularly 

within those having secondary education. In addition, it is common for visitors to 

participate in these sports events to either occupy their free time, spend time together 

with families or have a keen interest in sports events. As agreed by Kwiatkowski and 

Könecke (2017), even though demographic characteristics have not been the focus of 

study, understanding the characteristics of the visitors help organisers to fulfil the 

demands and needs of visitors.  
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5.4 Visitors’ Motivation for attending SSEST 

The SSEST has been well-recognised by the majority of people around the world. This 

event is known to satisfy visitors’ expectations. It is also known that small-scale sports 

events have the ability to attract visitors in comparison to mega-sporting events. 

Selected visitors are asked to answer questionnaires to determine the important 

motivational factors that influence visitors’ psychological and behavioural intentions 

to attend the SSEST. These attributes are selected based on the literature from previous 

studies. The rationale for understanding these attributes provide useful information for 

event organisers to examine the motivations that influence visitors to attend the 

SSEST.  

The current study found that escaping becomes an attribute which influences visitors 

to attend the SSEST. This factor affects visitors’ decision to attend the SSEST in order 

to have different experience. Furthermore, the motive of escaping reveals that visitors 

are pushed into making a decision to attend this SSEST. In addition, the findings have 

shown that there are positive responses from visitors to the creativity of event 

organisers in creating themes for events. For example, an event in Alor Setar used kain 

sarong as the theme for the marathon, and has attracted attention besides introducing 

visitors to the traditional clothing of our country in the effort to preserve the tradition. 

In addition, this type of event is mostly participated by families as a means of bonding 

besides learning something new. Due to the uniqueness of this event, the event 

organisers should provide a quality experience for visitors by highlighting the 

opportunities of gaining and exchanging new knowledge. 

Besides push factors, the previous study found that pull factor becomes one of the 

factors which influences visitors’ behavioural intentions in attending the SSEST. 
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Hallmann (2012) states that exciting includes the pull factor, and this factor has 

influenced visitors to experience fun and a sense of delight when attending the event. 

The results of this study are in agreement with prior studies from Park et al. (2015). 

Findings found that motivation (pull factor) is an important attribute for the 

development of visitors’ behavioural intentions. This finding is also agreed by Aicher, 

Karadakis and Eddosary (2015), who found that pull factor becomes one of the factors 

in obtaining an experience when attending a sports event.  

In terms of that, motivation factor should become the priority when planning small-

scale sports events as the main aim to push and pull visitors to attend an event by 

generating excitement for the visitors to avoid any disappointment. For example, an 

event can create an exciting theme such as colour run or night run with interesting 

merchandise that can attract more participations in the events. Apart from excitement, 

the dimension for social interaction also influences visitors’ motivation to attend the 

SSEST, such as meeting new friends, people with similar interests and sharing 

experiences with other visitors when attending the events. For visitors who attend 

events with their family, it can become an opportunity for them to spend quality time 

together besides enhancing their experience.  

In addition, the finding of this study is in line with the push and pull theory, as visitors 

decide based on the push and the pull factors. Based on the findings, visitors attend the 

SSEST due to the push factor, as visitors tend to escape from their routine by 

participating in this SSEST besides the attractions of the events which have pulled 

them to join. The pull factor in SSEST includes the attractions that the events provide 

to visitors, for example the activities and atmosphere of the events. The pull motive 

may eventually affect event visitors for upcoming behaviours, such as their intention 
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to recommend or revisit the events. This is agreed by Dann (1981) in the push and pull 

theory, stating that pull factor could justify the attractions or characteristics of the 

destination which matches the interest of the individual. 

In conclusion, the results of this study found that visitors participate in the SSEST due 

to the escaping reason, as they want to escape their daily life and routine. Hence, 

escaping becomes one of the factors which influences visitors to attend the SSEST. 

This finding is coherent with prior studies that discover motivation as one of the factors 

that influences visitors (Park et al., 2015; Aicher et al., 2015). However, previous 

studies agree that visitors’ decision to attend an event is influenced by different factors 

related to push and pull factors, and each visitor has his or her own motivation in 

deciding to attend any small-scale sports events. There are also differences that 

influence different visitors’ behavioural attitudes which highlight the importance of 

push and pull factors as one of their expectations to participate in an event. Thus, the 

motivation factor should be included as a priority by event organisers when planning 

an event to ensure that visitors receive products and services according to their needs 

and demands. Event organisers can use push and pull theory by understanding the 

factors that push visitors to make a decision to attend events and what has pulled the 

visitors to really join the events as the main reference to organise events. 

Understanding visitors’ motivation through push and pull factors will help event 

organisers, and contribute to the event knowledge. This is due to the differences in the 

visitors between mega-sporting events and small-scale sports events.  It would be 

worthwhile and beneficial as it contributes to the development of small-scale sports 

event tourism.  
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5.5  Visitors’ Perceived Image of the SSEST 

The perceived image has become one of the major attributes that should be considered 

by event organisers. Malchrowicz-Mośko and Poczta (2018) state that the images 

change depending on socio-demographic characteristics such as age or gender due to 

different discoveries. Kaplanidou (2010) further states that an event’s image could 

become one of the factors to attract visitors’ attention. This study has determined that 

management factor has influenced visitors’ decision to attend the SSEST. The 

descriptive analysis shows that visitors are present at the SSEST due to the chances to 

experience dissimilar scale of sports tourism followed by the staff or volunteers of the 

event who are friendly and helpful. This is because good management in organising 

an event reflects visitors’ decision and their behavioural intentions.  

These findings are in line with Kaplanidou and Gibson (2010) who found that better 

management can have an impact on the involvement of athletes throughout the 

arrangement of the services experienced by visitors more than their expectations. This 

study also reveals that visitors attend the SSEST with positive expectation to broaden 

their knowledge regarding the other side of sports tourism. The influence factor which 

contributes to this decision is due to the excessive promotion of mega sports events 

which contrast small-scale sports events. Besides that, Kaplanidou and Gibson (2010) 

state that participation of athletes depends on the services, and visitors who attend the 

SSEST also rate a higher mean score for the services provided by the organiser. The 

statement, “the organiser has provided choices of food and beverages for visitors” has 

obtained the highest mean score.  

The popularity of SSEST has not only attracted participants, but also spectators. 

Therefore, visitors who attend this SSEST often brought their families, and agreed that 
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the perceived image attributes in relation to facilities are the most important attributes 

for them. The findings of this study are consistent with Liu (2015) who found that 

international students who attend the Shanghai F1 are more affected by the facilities 

delivered by the event organiser. Good facilities at events can enhance the perceived 

image of the destination and event. The facilities offered to visitors form a long-lasting 

image of an event. Moreover, the enhancement of the facilities during the event can 

influence positive perceptions among visitors.  

A study by Deng et al. (2013) on the Shanghai World Expo found that facilities become 

the second component of the perceived image. Convenient facilities, such as 

convenient parking and location provided by event organiser, have affected visitors’ 

psychological intentions and impressed them to attend events. Furthermore, visitors 

with families who attend the small-scale sports events are more concerned about the 

facilities to cater to the needs of children and older people. Hence, the facilities should 

fulfil the needs of people of all ages to show a positive image of the event.  

Therefore, perceived image attributes such as good management and facilities should 

be acknowledged by event organisers to evaluate the behaviour of visitors who are 

present at the SSEST. The good perceived image can influence the event’s good 

reputation, and this statement corresponds with arguments made by Hallmann and 

Breuer (2011), a good reputation could ensure the success of an event. The good image 

perceived by visitors can also become a factor for visitors to influence their 

behavioural intentions. The good image perceived by visitors can influence visitors’ 

beliefs about their decision to attend the SSEST. Hence, organisers should take into 

account the critical features of a perceived image to attract more visitors in the future.   
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5.6  Visitors’ Perceived Value of the SSEST 

Perceived value is explained as consumers’ general assessment of the utility for a 

product based on the understanding of what is received and what is given. Visitors 

attend events to get experience and knowledge, and to perform leisure activities. 

Hence, there is a need to create and acknowledge visitors’ experience. This study has 

found that the level of perceived value among visitors are moderate. However, 

perceived value is one of the elements that influences visitors’ decision to attend the 

SSEST in Kedah and Perlis. The findings of the study indicate that “this event is well 

organised” is given the highest mean score, followed by “my decision to attend this 

event give me a great pleasure” and “attending this event was the good value”. It shows 

that visitors have assessed the events by considering the events’ planning and values.  

When organising an event, event organisers should attract and consider the needs and 

demands of visitors. The findings show that visitors tend to focus on the contents of 

events before deciding to attend the event. These assessments have influenced visitors’ 

decision and behaviour to be presented at events, and revisited them in the subsequent 

attendance. Jin, Lee and Lee (2013) agree on the necessary event programmes which 

can provide memorable experience to visitors. Event programmes can guide visitors 

at events. A good event can influence visitors to participate in the activities, whereas 

an unorganised event will provide a bad experience to visitors.  

Lee, Arcodia and Lee (2012) state the essentials of festival programmes, and propose 

that festival programmes should have a variety of activities. If events do not exceed 

the expectations or give positive and memorable experiences to visitors, it should be 

changed or improved. This improvement is to avoid any negative experiences. Hence, 
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event organisers should understand that these essential attributes have a convincing 

role in influencing visitors’ behaviour to appear at small-scale sports events. As 

mentioned by Sato et al. (2017), a perceived value has been considered as an important 

antecedent of visitors’ loyalty. Therefore, the connection among perceived value and 

visitors’ behavioural intentions should be noticed as this study has found that visitors 

who attend the SSEST is predicted by unique perceived value attributes. 

5.7 Visitors’ Satisfaction with the SSEST 

Attracting new and retaining existing visitors require an understanding of visitors’ 

satisfaction. The descriptive analysis in this study shows that visitors tend to feel 

satisfied with games and attractions. Visitors rated the statement, “I truly enjoyed the 

attraction of the games in this event”, followed by “Excitement” which had the highest 

mean score. These findings were in line with a previous study by Huang (2011) on 

spectators who visited a table tennis competition in Taiwan who were satisfied with 

the attraction of games and facilities of the event.  

Creating an exciting game’s atmosphere can influence more returning visitors who 

have a long-lasting memorable experience. Gelder and Robinson (2009) affirm that 

creating a good atmosphere can influence visitors’ decision to escape from their daily 

routine. Hence, event organisers should create fun and festive atmospheres as a 

strategy to attract visitors. Besides that, the games and attractions are also essential to 

ensure that visitors enjoy their experience.  

This study also reveals the needs to fulfil visitors’ satisfaction by providing more 

games and attractions. It is discovered that excitement and games and attractions are 
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the attributes that can influence visitors’ behaviour, because games and attractions can 

create excitement for visitors.  

The uniqueness of attraction of SSEST has been used as an event marketing and 

promotion strategy. The finding of this study has found that the promotional tools used 

by the event organiser have also influenced visitors' satisfaction.  Promotional tools 

used, such as media and social advertising, have influenced the event organiser to 

extensively promote this SSEST. In addition, using these types of promotional tools 

helps event organisers to spread this event in a larger radius to achieve more visitors. 

As stated by Özdemir and Çulha (2009), proper promotion tools should be used to 

attract visitors.  This is agreed by Young et al. (2014) who found that promotion has 

influenced visitors' behavioural intentions. 

Besides satisfaction, dissatisfaction also happens as event organisers fail to provide 

clean restrooms. Hence, it is important to create the best atmosphere to make sure an 

event is successful. Good atmosphere can indirectly affect visitors’ decision to attend 

an event because a positive atmosphere can create positive behaviour. Although 

several previous studies tend to measure satisfaction based on the overall evaluation, 

it is good to ascertain which factors or attributes can have an impact on visitors’ 

satisfaction of an event (Del Chiappa, Tinaz & Michele Turco, 2014; Koo et al., 2014).  

In order to ensure the sustainability of the SSEST, understanding of visitors’ 

satisfaction should be progressively enhanced by service providers. An expectation of 

visitors’ satisfaction occurs when visitors develop expectations about an event before 

making a decision to attend the event. The comparison of actual performance happens 

with prior expectations. Swart, George, Cassar and Sneyd (2016) further explain that 
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if actual performance exceeds the expectations of visitors, positive disconfirmation is 

attained. If visitors are satisfied with an event that they attend or participate, they are 

willing to revisit the event again. The formation of an attribute of visitors’ satisfaction 

of SSEST is likely to influence positive behavioural intentions by heightening visitors’ 

satisfaction. Hence, the understanding of visitors’ satisfaction should be determined to 

gain a better comprehension of their behavioural intentions. The finding also helps 

event organisers to plan better and suitable strategies for their events.  

5.8 Predictors of Future Behavioural Intentions in SSEST 

The findings of this study revealed that perceived value was the main factor that 

affected visitors’ future behavioural intentions in attending the SSEST, followed by 

motivation, perceived image and satisfaction. The value perceived by visitors’ became 

the highest mean scores that influenced visitors’ behaviour to attend the SSEST in 

Kedah and Perlis. It is vital for event organisers to acknowledge that value is one of 

the competitive advantages in delivering high-quality services to visitors. As stated by 

Bennett, Zhang and Tsuji (2007), perceived value becomes the most influential in 

explaining future intentions. This study revealed that visitors perceived the good value 

of the services and products offered to them.  

Based on the conceptual framework of this study, it was found that visitors’ perceived 

value was able to affect visitors’ determination to be presented at the event in the 

future. Visitors’ assessment may be based on perceptions of quality or on visitors’ 

preceding expectations and determinants. The assessment of visitors may vary by 

individual and situation. The differences also include visitors who attend mega-

sporting events and small-scale sports events. However, it can be said that visitors who 

perceive positive values have higher behavioural intentions towards an event. These 



 

182 

 

findings are also reliable with a preceding study that recognises perceived value as a 

good predictor to influence visitors’ behavioural intentions (Yoshida et al., 2013). 

Hence, event organisers should provide good values perceived by visitors to influence 

more positive word of mouth and repeated visits to SSEST. There is a lack of study 

using perceived value as a variable in small-scale sports event studies that should be 

acknowledged, and this is agreed by Jin et al. (2013).  

Perceived value is described as the comprehensive assessment of the utility of products 

and services on what is received and what is given (Moon et al., 2013). Perceived value 

mostly indicates visitor’s proportion of performance and quality of events. This study 

confirmed that perceived value was an essential indicator that influenced visitors to be 

present in SSEST. This result was consistent with a prior study (Jin, Lee and Lee, 

2013) that has obtained positive results on the perceived value with regards to 

behavioural intentions. These results might be different depending on the 

characteristics of events and the reasons for visiting. However, Koo et al. (2014) reveal 

that perceived value is an added factor that can help understand visitors’ behaviour 

regarding SSEST. This study has further affirmed the importance of perceived value 

towards the antecedents of visitors’ behavioural intentions. Event organisers should 

acknowledge the importance of perceived value by developing and adding more 

programmes to enhance the positive effects of visitors’ decision making. Besides that, 

there is also further research demanded in order to have an in-depth understanding of 

visitors’ perceived value in SSEST to enlighten the literature and understand visitors’ 

perceived value. 

The second factor which gives an impact on visitors’ behavioural intentions in 

attending the SSEST is motivation. Kim, Byon, Yu, Zhang and Kim (2013) specify 
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that organisers have to focus on the motivation factor to generate adequate returns of 

investment for the event. This study is supported by several preceding studies 

regarding the importance of understanding the motivation factor that can influence 

visitors’ behaviour (Aicher et al., 2015; Prayag & Grivel, 2014). In spite of that, 

previous work connected to motivation study consistently suggests that event 

attendance is influenced by the push and pull motives. The finding of the study has 

found that visitors are influenced by the pull factor of events, which is the attraction 

provided by the organisers. However,, it stays unspecified how these motives may 

eventually guide future behaviours such as the visitors’ tendency to participate in the 

same event again (Wong & Tang, 2016). Accordingly, understanding the visitors’ 

motives through push and pull factors should be acknowledged especially in small-

scale sports event studies to enrich the literature.  

Besides motivation, the third factor that influences the visitors’ intentions to attend the 

SSEST is perceived image. Most previous researches only concentrate on the image 

of the destination and a small number of empirical studies are conducted to define 

sports event images (Kaplanidou, 2010), including research in a small-scale sports 

event. This study found that visitors who attended the SSEST were attracted to the 

event’s image. The image perceived by visitors has been influenced by the beliefs that 

this event could become a tourist attraction. The small-scale sports event also gives 

more knowledge and understanding towards the visitors related to small-scale sports 

events. Hence, Prayag and Grivel (2014) suggest which event organisers should 

examine perceived image as a factor that affects visitors’ behavioural intentions.  

The positive perception of the event image can be influenced by the reputation of the 

event itself, but a bad reputation can ruin the image of the event in a long time. 
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Consequently, event organisers are encouraged to always maintain their positive image 

to get attention from the visitors.  The success in organising an event can also provide 

a positive image. This study proved that small-scale sports events could become one 

of the attractions for tourism products. This is due to the images of an event which can 

cause prediction of visitors' behavioural intention when attending an event. Stylos et 

al. (2016) further affirm that most previous studies highlight the role of cognitive and 

affective images in predicting visitors’ attitude and behavioural intentions.  

Overall, event organisers should be aware of the attributes that can influence visitors’ 

behavioural intentions to attend the SSEST, such as perceived value, motivation and 

perceived image. This study proposed two limited variables used in small-scale sports 

event study, which are perceived value and perceived image. Further research should 

be done to enhance the theoretical understanding of these variables towards small-

scale sports event studies. Besides, this finding can assist event organisers of small-

scale sports events to improve their basic understanding of visitors’ motivation, 

perceived image, satisfaction and perceived value in developing and implementing 

effective strategies to enhance events in the future, and influence positive behavioural 

intentions among visitors.   

5.9 Relationship between Independent Variables and Visitors’ Behavioural 

Intentions in Participating the SSEST 

The findings of this study revealed that there were seven significant direct 

relationships. This section discusses the findings on the relationship between 

motivation, perceived image, perceived value, satisfaction and behavioural intentions.  
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5.9.1 Motivation and Future Behavioural Intentions 

This study investigates the relationship between motivation and behavioural 

intentions. It is found that there is a positive relationship between motivation and 

behavioural intentions (H1). The positive relationship between motivation and 

behavioural intentions in the present study is in congruence with the findings by Aicher 

et al. (2015) who found that motivation influences visitors’ intentions to participate in 

a running event. In other words, the results indicate that visitors who have intentions 

to attend the SSEST are influenced by the motivational factor. Visitors are motivated 

to attend because of the uniqueness and attractions of the events. The findings of this 

study confirm that visitors attend small-scale sports events due to the exciting 

experience offered by event organisers. Furthermore, the relationship between 

motivation and satisfaction also found a similar finding (H2). Duran and Hamarat 

(2014) further explain that motivation happens earlier to the experience, and 

satisfaction promotes it. Recognising and prioritising motives are the key to 

comprehend visitors’ decision process. Thus, a higher level of visitors’ motivation can 

enhance behavioural intentions to attend the SSEST. This study highlights the essential 

of understanding visitors’ motivation to determine their behavioural intentions to 

attend the SSEST.   

5.9.2 Perceived Image and Future Behavioural Intentions 

This study explores the relationship between perceived image and behavioural 

intentions. It is revealed that there is a significant relation between perceived image 

and behavioural intentions. This is in agreement with studies by Chen and Tsai (2007) 

and Prayag (2009) who found similar outcomes. Improving visitors’ perceptions of an 

event would affect their retention throughout positive revisiting intentions and 

recommendations to others (WOM). This is particularly essential for SSEST, given 
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that their capability to attract new visitors may be limited by financial support for 

marketing and promotional purposes. Many SSESTs are promoted via social media. 

Therefore, attracting repeating visitors may require a more convincing strategy in the 

long term. Moreover, perceived image and satisfaction has a positive relationship as 

shown in the research hypothesis H4. It is discovered that the indicator of the perceived 

image is not given attention by the previous study, and this study agrees with the 

importance of perceived image towards visitors’ behavioural intentions and 

satisfaction to attend the SSEST for future study to further enhance the literature.   

5.9.3 Perceived Value and Future Behavioural Intentions 

This study investigates the relationship between perceived value and behavioural 

intentions. A significant relationship is found between perceived value and 

behavioural intentions as stated in the research hypothesis H5. The research hypothesis 

H6 also found a similar result (the relationship between perceived value and 

satisfaction). The significant result is supported by Ranjbarian and Pool (2015). They 

further explain that the similarity of relations in a theoretical cognitive-affective-

cognitive framework, according to which the degree of satisfaction of visitors, may 

affect behavioural intentions (revisiting). As most visitors who attended SSEST in this 

study were particularly concerned about their level of satisfaction, event organisers 

should enhance their service to lead towards higher visitor satisfaction. Thus, a higher 

perceived value by visitors can enhance satisfaction and behavioural intentions to 

attend SSEST. This significant relationship is also in agreement with a study by Chen 

and Chen (2010). 

The findings also recognise the importance of organising an event to achieve visitors’ 

satisfaction. Visitors’ positive perceived value can effect positive behavioural 
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intentions. Therefore, the findings indicate that there is a strong relation between 

perceived value and behavioural intentions on visitors to attend the SSEST. These 

findings diversify the understanding of visitors’ behavioural intentions through 

perceived value. 

5.9.4 Satisfaction and Future Behavioural Intentions 

The relationship between satisfaction and behavioural intentions as conceptualized in 

the model is also investigated in this study. The findings reveal that there is a positive 

relationship between satisfaction and behavioural intentions as shown in the research 

hypothesis H7. The positive relationship between satisfaction and behavioural 

intentions is also affirmed by Chen and Chen (2010). However, Assaker et al. (2011) 

found to be indifferent towards this relationship. Assaker et al. (2011) further explain 

that these results suggest that although visitor satisfaction leads to greater loyalty and 

returned visits, satisfaction may not be enough to explain the intention to revisit due 

to different reasons for travelling. The fulfilment of visitors’ satisfaction level has 

influenced visitors’ positive behavioural intentions to attend the SSEST. The findings 

also recognise the importance of excitement and games and attractions to fulfil 

visitors’ satisfaction. Visitors who attend the SSEST tend to focus on the excitement 

when attending an event. Hence, this study has provided stronger confirmation for the 

significant role of satisfaction in affecting visitors’ behavioural intentions to attend 

SSEST.  

5.10  Mediating Effects of the Visitors’ Satisfaction 

The three research questions focus on the mediating effects of visitors’ satisfaction. 

The results from the hypothesis testing reveal that there is partial mediation effects as 

motivation, and perceived image does have a significant relationship with visitors’ 
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behavioural intentions. Regarding the motivation in research hypothesis H8, it is 

discovered that visitors’ satisfaction has mediated the relationship between motivation 

and behavioural intentions. The findings of this study are similar to previous studies 

which confirm that satisfaction becomes the mediator between motivation and 

behavioural intentions (Lee, Reisinger, Kim & Yoon, 2014; Lee & Hsu, 2013). The 

findings have shown that hypothesis H8 is accepted as partial mediation. This finding 

indicates that the mediated effect of satisfaction towards motivation and behavioural 

intentions could be ascertained. The findings have provided support for the 

consumption of satisfaction as a mediating variable.  

As mentioned, the findings of this study uncover that satisfaction is a necessary 

variable that can further strengthen the relationship between motivation and 

behavioural intentions. According to Prayag (2012), there is no conclusive evidence 

that exists in the relationship between motivation and future behavioural intentions. 

Moreover, the attractions in SSEST can have an impact on visitors’ future intentions 

to visit the event, and visitors can spend quality time with their family and friends. 

Hence, visitors are motivated, which further influence their behavioural intentions to 

be present at events if they are satisfied.  

The perceived image in the research hypothesis H9 confirms that satisfaction mediates 

the relationship between perceived image and behavioural intentions. It can be said 

that the visitors’ satisfaction is adequate to influence visitors’ behavioural intentions. 

Lu and Cai (2011) state that visitors’ perceived image towards visitors’ satisfaction 

affects their behavioural intentions. Therefore, event organisers can present a good 

event image by providing products and services that could meet visitors’ perception 

and experience.  
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Event organisers should acknowledge the necessity to build a good event image to 

create a good impression to visitors. This is because the popularity of small-scale 

events is not comparable to mega sporting events. Thus, a good image will enhance 

visitors’ satisfaction and their behavioural intentions. Jin et al. (2013) claim that image 

is an essential predictor in determining visitors’ satisfaction and behavioural 

intentions. It means that improving the image itself is not adequate to influence 

visitors’ behavioural intentions. This strategy can help event organisers to further 

strengthen their good image and visitors’ satisfaction to achieve positive behavioural 

intentions to attend SSEST in the future.  

Regarding the perceived value in research hypothesis H10, a direct relationship in the 

midst of perceived value and behavioural intentions has a partial mediation effect. The 

incorporation of satisfaction into the relationship yields a significant value. This 

finding has shown similar results with previous findings. Deng and Pierskalla (2011) 

found that satisfaction can mediate the relationship between perceived value and 

behavioural intentions. The study also found that visitors’ perceived value is an 

essential factor in the decision-making process. This is due to satisfaction in the 

previous study which is analysed as a direct effect rather than an indirect effect. 

The findings in this study align with previous studies by Chen and Chen (2010) and 

Ha and Jang (2010), as the findings show a better understanding of visitors’ behaviour. 

Previous studies found that satisfaction has a significant indirect effect on visitors’ 

perceived value and behavioural intentions. The relationship between visitors’ 

satisfaction and behavioural intentions is acceptable because visitors obtain better 

value when they benefited from the events attended. Hence, event organisers of small-

scale sports events should provide the value dimension as it would increase visitor 
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satisfaction and behavioural intentions. As a result, it will also influence visitors and 

their future behavioural intentions.  

Generally, the results of this study support the Tourist Attraction Theory, which states 

that attraction could be achieved when the three elements are connected, and one of 

the sub-elements achieved is visitor satisfaction (Leiper, 1990). If event organisers fail 

to provide a good image that could not provide satisfaction for visitors, they would 

look for other mega-events as an alternative. These findings are also supported by the 

findings from Chi and Qu (2008), who mention that visitor satisfaction has a partial 

mediating effect towards events’ destination image and behavioural intentions.  

In conclusion, to heighten visitors’ behavioural intentions towards attending the 

SSEST, the findings have confirmed that the understanding of visitors’ motivation, 

perceived image, perceived value and satisfaction should be recognized. Despite most 

studies reported different findings, but in terms of small-scale sports events, all 

variables (motivation, perceived image, perceived value) have influenced visitors’ 

intentions towards attending the SSEST. The previous study of small-scale sports 

event tends to focus on visitors’ motives to attend SSEST, but this study confirms that 

these variables have influenced visitors to attend SSEST. This finding is also related 

to the push and pull theory by Dann (1981). He asserts that visitors’ decision to choose 

a destination is based on the push and pull factors. Visitors’ decision making is based 

on the push factor which is the motivation to travel, and the attributes of a destination 

become as a pull factor. Hence, the role of satisfaction in this study as a mediating 

variable further strengthens the relationship between these variables to ensure the 

positive results on visitors’ behavioural intentions.  



 

191 

 

5.11 Confirmation of the Proposed Model for SSEST 

The analysis for the Goodness-of-Fit index is conducted to confirm the theoretical 

model regarding the structure of the relationship between motivation, perceived image 

and value, satisfaction and behavioural intentions. Table 5.1 shows a summary of the 

findings on the model-of-fit indices.  

Table 5. 1 

Model-of-fit Indices Value 

Model-fit-indices Cut-off Value Value 

CMIN - 1999.970 

DF - 684 

CMIN/DF 3:1 (Hair et al., 2010) 2.92 

P-VALUE - .000 

CFI >.90 (Hair et al., 2010)  

.90   

PNFI >.50 (Hooper, Coughlan, & Mullen, 2008) .80 

RMSEA <.07 (Byrne, 2001),  .06 

 

The analysis of the fit indices value has found that the theoretical model is considered 

to be fit as required by the cut-off value. Lei and Wu (2007) state that there are two 

classes of alternative fit indices which are ‘incremental’ and ‘absolute’ fit. The 

incremental fit indices (CFI) values in the range of .90 are generally accepted. 

However, the absolute fit indices should have higher values of GFI and AGFI, as well 

as lower values of SRMR and RMSEA for better model data, fit. According to Table 

5.1, this model has achieved the entire requirements, and can be considered to a fit 

model for the SSEST (see Figure 5.1).  

The findings have shown that this model can be applied in a small-scale event sports 

tourism (SSEST). This model helps scholars and event organisers to have further 

understanding of visitors’ psychological behavioural intentions in attending the 

SSEST. The findings of this study are supported by an extensive review of the 

literature, and the proposed model is supported by the Theory of Planned Behaviour 
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(TPB), Tourist Attraction Theory and Push and Pull Theory as the theoretical 

backgrounds. Ajzen (1991) indicates that the stronger the intention to engage in a 

behaviour, the more likely should the person perform it. Furthermore, people are 

expected to carry out their intentions when the expectations and belief about the 

presence of factors facilitate them to perform the behaviour. Leng and Chiu (2016) 

further suggest that motivational influences of visitors also help scholars to understand 

the TPB.  

The study results suggest that the prediction of behavioural intentions should take into 

account the motivational influence of visitors in attending the SSEST. For example, 

when visitors find that people around them think that they should visit an event, and if 

companion visitors share the same goal of visiting the event, they will be more likely 

to have the intentions to visit the event. Findings of this study has consistently found 

that motivation is a significant determinant of visitors’ behavioural intentions in 

attending the SSEST. Based on push and pull theory by Dann (1981), individuals make 

decisions based on the specific attractions of the destination which induce travellers to 

go there once prior decisions to travel have been made. Push and pull factors can be 

used as a tool to explain what makes people travel and what makes them choose a 

particular destination over another. 

The push factor is defined as an individual need to be motivated by something in order 

for him to travel. Meanwhile, the pull factor explains the attractions or attributes of 

destination which suit the interest of individuals. Based on the model, further 

understanding on the push and pull factors, motivation and perceived value are added 

to investigate the path analysis of the relationships towards visitors’ behavioural 

intentions. The path analysis found that motivation and perceived value have 
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significant influence on visitors’ behavioural intentions. The results of this study 

indicate that, besides perceived image, motivation and perceived value should as well 

be considered for greater understanding on the influential factors of travel decision 

making process of the visitors to determine visitors’ behavioural intentions. 

Besides push and pull theory, one theory that can be used to understand visitors’ 

decision making to attend the SSEST is Tourist Attraction Theory by Leiper (1990). 

A tourist attraction consists of three inter-related elements which are human element, 

nucleus or central element, and marker or informative element. According to the 

model, visitors involved in sports events experience travelling away from home in 

search of satisfying their leisure related activities. The reason of travelling is diverse 

and varied between spectators, and participants of sporting events. Furthermore, the 

nucleus elements consist of any characteristic or attraction where some sports events 

may be more important than others in terms of influencing the decisions to travel. In 

the context of this study, the results show that, perceived image and perceived value 

are performed to determine visitors’ preferred destination attributes. This suggests that 

visitors attending the SSEST prefer to attend events with well-organised 

managements. Hence, these elements help to satisfy the leisure experience, and thus 

influence visitors’ behavioural intentions. 

Hence, this model gives a better understanding of the behavioural intentions of event 

visitors in SSEST through motivation, perceived image, perceived value and 

satisfaction. While motivation and satisfaction have been widely used in the previous 

study to recognise visitors’ behavioural intentions, this model has added perceived 

image and perceived value as additional perspectives in understanding visitors’ 

behavioural intentions in SSEST. The understanding of visitors’ behavioural 
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intentions through perceived image and perceived value provides knowledge and 

benefit on visitors’ psychological behaviour among SSEST visitors. This model can 

be considered as a reference for scholars and event organisers to further improve their 

knowledge and understanding of the behaviour of event visitors, particularly in small-

scale sports events.   

 
Figure 5. 1: Confirmation of the Proposed Model for SSEST 

5.12 Summary of other Findings 

This study has explored several issues about motivation, perceived image and value, 

satisfaction and behavioural intentions of visitors who attended the SSEST in Kedah 

and Perlis.   

This study has also proposed the research model related to visitors’ behaviour in 

SSEST, and investigated the relationship among the variables. The findings reveal that 

there are links among variables in the model. Previous researchers (Kaplanidou & 

Vogt, 2006; Lee et al., 2014) argue on the effects of variables, such as motivation and 

image on visitors’ satisfaction, and this study has obtained similar results. The scholars 

further explain that behavioural models for sports visitors should include past 

experiences and be consistent with the nature of events that visitors participate in. 

Hence, the proposed model of SSEST suggests future studies to use different small-
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scale sports events and respondents. The proposed model further explains on the 

visitors’ decision to attend the SSEST by using push and pull theory, tourist attraction 

theory and planned behaviour theory. Understanding the visitors’ motives to attend an 

event will enrich knowledge on the factors of attracting visitors to attend events 

besides helping organisers to plan strategically. In addition, attractions also become an 

important part of events or destination planning. Thus, understanding the important 

elements of attractions is necessary to ensure that planning is aligned with focus 

visitors.  

Besides that, there are several issues that occurred during data collection. The 

following is the issues obtained from the open-ended questions during data collection:  

 Insufficient facilities (e.g., restroom, sign and directions) which affect visitors’ 

satisfaction. 

 Lack of promotion (e.g., social media, printed media). Nowadays, media is widely 

used for promotion as this medium, especially social media, is more effective in 

spreading information of an event. 

 The suitability of the location (e.g., close to public transport). Event organisers 

should consider visitors’ transportation to cater to a huge number of visitors as the 

long distance can affect visitors’ attendance.  

 The behaviour of visitors depends on how they evaluate the value of the event. 

Thus, event organisers should consider the value before planning an event, 

because the value is one of the significant factors that have an impact on visitors’ 

behavioural intentions.  

The relationship between motivation, perceived image, perceived value, satisfaction 

and behavioural intentions is analysed using SEM-AMOS, which shows a significant 
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relationship. For the mediating effects, the findings indicate that the results are 

consistent with the criteria for full mediation of motivation and perceived image 

towards visitors’ behavioural intentions. 

5.13 Implication of the Research 

This study has contributed to theoretical and practical components pertaining to 

psychological behaviour of SSEST visitors by integrating motivation, perceived 

image, perceived value, satisfaction and behavioural intentions into the study.  

5.13.1 Theoretical Implications 

The theoretical contributions of this study are based on the identification of motivation, 

perceived image, perceived value, and satisfaction in influencing future visitors’ 

behavioural intentions when attending the SSEST in Kedah and Perlis. This study 

contributes by examining the mediating effects visitors’ satisfaction on the relationship 

between independent variables and visitors’ behavioural intentions. Additionally, this 

study adds to the body of the knowledge by a proposed theoretical model of a small-

scale sports event. This model has been proposed to enrich the body of knowledge in 

small-scale event studies. As there is a limited study in small-scale sports events, this 

proposed model will help understand visitors’ psychological behaviour when attending 

such events. Furthermore, the proposed model also helps to grow interest among 

scholars to conduct research on small-scale sports events instead of mega sports 

events.  

This proposed model further strengthens the previous model by adding two variables 

which are motivation and perceived value. These two variables have been added to 

further strengthen the understanding of visitors’ behavioural intentions. This is 
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because the previous study of small-scale sports event tends to focus on visitors’ 

motivation and satisfaction to understand their intention, but these variables have 

further enlightened the small-scale sports event studies. Understanding the perceived 

image, value, motivation and satisfaction by visitors helps small-scale sports event 

studies by providing attributes that suit with the small-scale events, as there are 

differences between these variables perceived by visitors of the mega sports events 

and SSEST visitors. 

This study intends to determine whether the variables fit with each other, and which 

one of them is dominant. Some researchers found that motivation, perceived image, 

and satisfaction can influence visitors’ behavioural intentions (Koo et al., 2014; Prayag 

& Grivel, 2014; Shonk, Greenwell, Bravo & Won, 2012). However, this study has 

confirmed the relationship towards the significant impact on visitors’ behavioural 

intentions. It shows that the finding of this study is similar to the previous model by 

Koo et al. (2014). Usually, visitors with positive event image have the probability for 

favourable future behavioural intentions towards small-scale sports events.  

The findings show that event image has a significant relationship with visitors’ 

satisfaction and behavioural intentions in participating in small-scale sports events. 

However, visitors’ future behavioural intentions are not so much driven by perceived 

image attributes of events compared to satisfaction and perceived value. This finding 

is unpredictable, but can be clarified by the fact that most visitors evaluate the 

satisfaction, value and motivation before attending the SSEST.  Most visitors who 

attend this event are attracted by satisfaction and value perceived when attending the 

SSEST. Therefore, this study provides an additional body of knowledge by integrating 

a new conceptualisation model of visitors’ behavioural intentions in attending the 
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SSEST using motivation, perceived image, perceived value and satisfaction. This 

proposed model further enriches the understanding of psychological behaviour of 

visitors to ensure SSEST can become one of tourism attraction products. 

As a consequence, to further support the understanding of visitors’ behavioural 

intention in a small-scale sports event, Tourist Attraction Theory has been applied as 

the theoretical background in this study. The theory is confirmed when all the elements 

(nucleus and marker) are linked, providing suitable attractions to fulfil visitors’ needs 

to travel, and visitors’ satisfaction to be achieved. Achieving visitors’ satisfaction 

based on the nucleus and marker elements will influence visitors’ decision. This is also 

supported by the results of this study which confirm that the relationship between 

variables is higher when including satisfaction as the mediating variable.  Several 

studies have applied the Tourist Attraction Theory to examine the determinants of 

visitors’ behaviour towards attending small-scale sports events (Yusof et al., 2009; 

Yusof, Shah & Geok, 2010). 

Based on the Tourist Attraction Theory, visitors are attracted to the destination, or 

decided to attend an event when all elements can fulfil their needs. In this research, the 

theory is used in the visitors’ perceptions of perceived image, perceived value and 

satisfaction, which are then reflected in their behavioural intentions. This study has 

found a link in the relationship between perceived image, perceived value, satisfaction, 

and behavioural intentions. The findings can be used to support the improvement of 

perceived image, perceived value and satisfaction, which affect visitors’ behavioural 

intentions in the future. 
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Furthermore, this study also examines satisfaction as a mediator on the relationship 

between motivation, perceived image and perceived value towards behavioural 

intentions. It is essential to comprehend the role of satisfaction in attracting new and 

existing visitors to attend the SSEST. Visitors’ satisfaction can be identified through 

their positive feelings and actions towards small-scale sports events. This study 

contributes to the empirical knowledge in improving visitors’ behavioural intentions 

by understanding the confirmation of the mediating results. The hypotheses have 

confirmed that satisfaction is a mediating variable in the proposed relationship. The 

comprehension of satisfaction as a mediating variable will help in an in-depth 

understanding of visitors’ behavioural intentions. Satisfaction as a mediating variable 

will influence visitors’ behavioural intentions to attend SSEST. Thus, it is confirmed 

that satisfaction has influenced visitors on their behavioural intentions to attend the 

SSEST. Besides theoretical contributions, this study also contributes to the practical 

component which will be discussed in the next subtopic.  

5.13.2 Managerial Implications 

The previous section discusses the theoretical contributions in this field of study. This 

section continues to discuss the practical contributions that can assist event organisers 

in understanding visitors’ behavioural intentions besides improving their strategies, 

and planning to make SSEST a tourism attraction. Event organisers should use creative 

strategies to attract more visitors to attend SSEST as more improvements can be made 

compared to the mega sports events.  

In the year 1988, the National Sports Policy stated that sports were one of the activities 

that can create a positive environment and community relations besides providing 

opportunities and benefits for the youth to prevent crime. The positive environment is 
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essential for the harmony of multiracial ethnics in Malaysia which contribute to the 

diversity of religion and belief. Hence, there are a lot of activities that have been 

created related to sports events in order to achieve the policy. Most sports events that 

are created focus on the local community which can be categorised as small-scale 

events. 

In relation to the National Sports Policy, many local communities organise sports 

activities to encourage a healthy lifestyle among residents. Previously, most activities 

that have been organised are related to sports activities such as jogging, football and 

sepak takraw. Besides, the local communities in Malaysia also play traditional sports 

games such as Wau (kite-flying) and gasing. The changes of time have influenced the 

creativity of local communities to provide sports activities which can help them to 

generate income. For that reason, most local communities in Malaysia try to offer 

traditional sports activities to attract visitors. Besides practising a healthy lifestyle, the 

local communities try to offer unique activities to attract visitors. The uniqueness of 

the activities has helped the local tourism authority in developing new tourism 

products. The potential of this local tourism product as tourism attraction should be 

promoted. In the sporting context, attraction markers are diverse and varied, and may 

be positioned differently based on visitors’ psychological behaviour. This study has 

found that motivation, perceived image, perceived value and satisfaction are the main 

contributors that can influence visitors to attend SSEST, and event organisers need to 

ensure that their small-scale events can be sustained. 

According to Malchrowicz-Mośko and Poczta (2018), it is preferable to organise 

sporting events for all, not just for top-level sporting events. This is due to the different 

ranks of events which will attract differences in visitors or sports tourists. Moreover, 
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this study has provided a valuable insight into SSEST regarding visitors’ behavioural 

intentions. This study found that satisfaction is an essential factor that can influence 

visitors’ behavioural intentions. Besides, this study also found that visitors’ 

satisfaction can mediate with visitors’ behavioural intentions, and event organisers 

should ensure a high level of visitors’ satisfaction with the SSEST.  

Visitors who bring their families tend to be more concerned about the facilities in an 

event. Satisfied visitors are more likely to remember the event, and if they are not 

satisfied with the event, they will forget about the event and look for other events or 

have negative behavioural intentions. Event organisers should focus on fulfilling 

visitors’ satisfaction to ensure repeated visits and positive intentions. This aim can be 

achieved by providing appropriate products and services besides improving the factors 

that can influence visitors’ satisfaction because visitors’ behaviour cannot be 

predicted.  

Besides satisfaction, perceived value and motivation are also an important variables. 

Prior studies found that enhancing visitors’ perceived value has a positive influence 

towards visitors’ satisfaction. Allameh et al. (2015) further confirm that the evaluation 

of visitors’ satisfaction can be applied with the measurement of perceived value. It is 

found that visitors’ behavioural intentions are better comprehensible when assessed 

through perceived value. Thus, based on the statement, event organisers should 

enhance the value perceived by visitors to achieve visitors’ satisfaction as these two 

variables are related.  Likewise, motivation is also an important variable in predicting 

visitors’ behavioural intentions. Mohammad (2014) mentions that visitors choose to 

travel in view of the fact that they are “pushed” into achieving a decision to travel and 

“pulled” by the destination attributes. Thus, event organisers should understand 
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visitors’ motives to fulfil their needs and demands, especially in providing information 

on the event, atmosphere and attractions.   

Visitors’ behavioural intentions of SSEST are also influenced by the image of the 

event. Event organisers should carefully examine the main factors that can influence 

an event’s image. A positive image can help an event to position itself in the 

challenging market, and becomes the best in its category. This study found that visitors 

are attracted to events with good image. Therefore, event organisers should provide 

visitors with an enjoyable experience to create a positive effect, and improve its images 

to avoid any changes in visitors’ behaviour and intentions. Besides that, the uniqueness 

of events regarding the activities and knowledge being offered to the visitors is 

different compared to mega sports events. Compared to mega sports events, the visitors 

are given more opportunities to participate in SSEST. 

Besides that, this study will help event organisers to plan, develop and create effective 

marketing strategies in organising the SSEST in Kedah and Perlis. It is hoped that 

sports events can become the highlights of the states that they are representing. The 

findings in this study can be used to position, differentiate and enhance the knowledge 

of events regarding motivation, perceived image, satisfaction and also visitors’ 

behavioural intentions.  

The findings of this study can be useful for event organisers in planning and 

developing the best strategies to attract visitors to attend the SSEST. It is worth 

considering to organise the SSEST because these sporting events provide opportunities 

for tourism stakeholders. Besides, these events do not have to compete for the rights 

to organise, and use the existing infrastructure compared to mega sports events. 
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Organising these events can also build visitors’ loyalty to the events and destination as 

visitors will have the intention to return, and such loyalty cannot be developed by 

organising mega sports events.  Hence, this study will help event organisers in 

developing SSEST to become a tourist attraction as successful as mega sports events. 

Behavioural intention is regarded as one of the primary factors that can influence 

visitors to return to the event, have a positive perception, and promote the event 

through word of mouth. According to the demographic profile of the visitors who 

attended the SSEST, most of them are in the age range of 21 to 30 years old. It is 

necessary to create a positive image of the event as it can contribute positively towards 

the community, and make the event a tourist attraction (Mohammad, 2014). Therefore, 

the collaboration between event organisers, the state sports council, and the state 

tourism department will be able to enhance and improve events according to the 

suggested findings for the SSEST in Kedah and Perlis. 

5.14 Limitations and Suggestions for Future Studies 

This study has several limitations, and should be addressed by other researchers to give 

better findings to improve the SSEST in the near future. The limitations are as follows: 

The first limitation of this study is the language used in the questionnaire which is 

initially written in English, and is translated to Malay before being distributed to the 

respondents. As a result, some sentences in the questionnaire may not be the same as 

the English version. However, it is important to translate the questionnaire, as the 

visitors who attended the event are from various backgrounds and ethnicities.  
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The second restriction is that the findings of the study cannot be used to generalise 

other states in Malaysia, as this study particularly focuses on the events in Kedah and 

Perlis. The scope does not represent the population in other states. Other researchers 

should be aware of this limitation as a precaution when citing the findings in this study.  

The third limitation is the instruments used for data collection. There are limited 

instruments especially focusing on small-scale sports events which can be used in this 

study, as there are also limited studies that focus on small-scale sports events. 

Therefore, further study could be conducted using similar instrument to have a better 

comprehension regarding visitors’ motivation, perceived image and value, satisfaction 

and behavioural intentions in attending the SSEST in Kedah and Perlis.  

Besides that, future research should be conducted by employing the proposed model 

to have a better knowledge of visitors’ behaviours in terms of motivation, perceived 

image, perceived value and satisfaction. The results of this study cannot be generalised 

for other studies. Although the results of this study have confirmed the conceptual 

model of SSEST, further determination is needed to build a solid ground to strengthen 

the theoretical foundations of the model further.  

5.15 Conclusion 

The understanding of visitors’ behavioural intentions in attending the SSEST is one of 

the essential studies as the effort to become a tourist attraction, and this statement is 

affirmed by Koo et al. (2014). Moreover, other researchers agree on the importance of 

studying small-scale events in the event management field (Egresi & Kara, 2014; 

Kaplanidou & Gibson, 2010; Prayag & Grivel, 2014).  
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It is suggested that event organisers should focus on the motivation, perceived image, 

perceived value and satisfaction to have a preferable understanding of visitors’ 

behavioural intentions in attending the SSEST. This study has also added to the body 

of knowledge by proposing the theoretical model of SSEST on visitors’ psychological 

parameters in affecting behavioural intentions towards the small-scale events in 

Malaysia. The findings can become a guide for scholars to focus on the study of small-

scale events to further enlighten the knowledge of small-scale sports events to find the 

best strategies to retain their existing visitors, which is more cost-effective than 

attracting new visitors besides helping this event to become as one of tourism 

attractions.  

This study also found that motivation, perceived image, perceived value and 

satisfaction have a positive influence on visitors’ intentions to revisit, recommend and 

spread positive word of mouth (WOM). Hence, event organisers should provide and 

enhance their services to ensure that visitors will have positive behavioural intentions. 

The positive behavioural intentions can be achieved by enhancing the level of visitor’ 

satisfaction and fulfilling their needs and expectations on the SSEST.   

In addition, the findings from the hypothesis testing have theoretically and practically 

contributed to the current and previous literature. Studies found that there is a 

significant relationship among the variables. Moreover, these variables have fulfilled 

the requirements of mediating analysis with SEM using AMOS. Findings show that, 

satisfaction partially mediates the effects of motivation and perceived image on 

visitors’ behavioural intention. The finding is similar to the effect of satisfaction on 

perceived value which is partially supported. Thus, it can be finalised that the 

significant relationship between visitors’ motivation, perceived image and perceived 
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value towards behavioural intentions can be achieved through satisfaction as the 

mediator.  

Besides, it is important for event organisers who organise small-scale events to 

understand visitors’ behavioural intentions to better improve the success of the events. 

The decision-makers which are the stakeholders should plan more effective strategies 

to guide event organisers in organising more successful events. If there is no 

collaboration between organisers and stakeholders, it will be impossible for small-

scale sports events to be as successful as mega sports events. Furthermore, small-scale 

sports events can be developed as one of tourist attractions for the state government 

due to its potential and benefits, besides helping in improving the economy of the state 

government, especially in Kedah and Perlis.   
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APPENDICES 

Appendix  A: Questionnaires 

 

 

 

    Nombor soalan 

 

Salam Sejahtera/Hello 

Soal selidik ini bertujuan untuk mendapatkan data bagi kajian mengenai faktor-faktor 

yang mempengaruhi tingkah laku pelawat semasa menghadiri acara pelancongan 

sukan di Kedah dan Perlis. 

Penyertaan ini akan memberikan maklumat yang berguna kepada pembangunan acara 

pelancongan sukan di Malaysia terutamanya di Kedah dan Perlis. Maklumat ini hanya 

akan digunakan untuk tujuan akademik bagi menyiapkan tesis PhD di UUM. 

Sekian, terima kasih. 

Yang benar  

Anisah Abdul Wafi 

PhD student 

School of Tourism, Hospitality and Environmental Management 

Universiti Utara Malaysia 

aniswafi@gmail.com 

   

mailto:aniswafi@gmail.com
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Section A : Demographic Profile  

Bahagian A : Maklumat Demografi 

 

This section contains of a few questions about your demographic information. Please 

tick (√) the answer that represents your response. 

Bahagian ini terdiri daripada beberapa soalan berkaitan maklumat demografi. Sila 

tandakan (√) untuk mewakili jawapan anda.  

1. What is your gender?  

Apakah jantina anda? 

 

                      Male (Lelaki)          Female (Perempuan) 

 

2. What is your age? 

Apakah umur anda? 

 

                     Under 20 (dibawah 20 tahun)         21 – 30        Over 51 (51 dan ke atas) 

 

                     31 – 40                                            41 - 50 

 

3. What is your country of origin? 

Apakah negara asal anda? 

 

                      Malaysia                                              Overseas 

                      (please specify your state)……           (please specify your country)… 

                      (sila nyatakan negeri)………              (sila nyatakan negara)………… 

 

4. What is your race (for Malaysian only) 

Apakah bangsa anda? (untuk Malaysia sahaja) 

 

                      Malay (Melayu)         Chinese (Cina) 

 

                       Indian (India)            Others (Lain-lain):  ___________(please specify 

 

5. What is your level of education? 

Apakah tahap kelayakan akademik anda? 

 

              Primary school – high school                       Certificate or Diploma 

(Sekolah rendah-sekolah menengah)             (Sijil atau Diploma)  

 

                       Bachelor Degree             Master or PhD 

                       (Ijazah)                                                          (Ijazah sarjana atau PhD) 

 

                       Other (please specify) 

                       Lain-lain (sila nyatakan)……………………….. 
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6. What is your career/occupation? 

Apakah pekerjaan anda? 

 

          Student (Pelajar)                       Government officer (Pegawai Kerajaan) 

          

         Professional (Profesional)              Business owner (Bekerja sendiri) 

 

         Unemployed (Tidak bekerja)         Retiree (Pesara) 

 

         Other (please specify) 

         Lain-lain (sila nyatakan)……………………………. 

 

7. What is your approximately monthly income? 

Berapakah anggaran pendapatan bulanan anda?  

 

        Less than RM 2000 (USD $478)          RM 2001 – 4000 ($478 – $956) 

        Kurang dari RM 2000              

 

        RM 4001 – 6000 ($956 – $1433)         RM 6001 – 8000 ($1433 – $1911) 

 

                    RM 8001–10,000 ($1911 – $2389)       RM 10,001–12,000 ($2389 – $2867) 

                    Above RM 12, 001($2867)  

             RM 12,000 ke atas 

 

8. How do you get the information about this event? 

Bagaimanakah caranya anda mendapatkan maklumat mengenai acara ini? 

 

                     Television broadcasting               Search engine (eg., Google, Yahoo) 

         Pengiklanan TV                                Enjin pencarian 

 

                     Newspaper/magazine   Social media (eg., Facebook, Twitter) 

                     Surat khabar/majalah                        Media sosial 

 

                     Friends and relative  Other (please specify) 

                     Rakan-rakan dan saudara           Lain-lain (sila nyatakan)……………… 

 

9. Have you attended this event before? 

Adakah anda pernah menghadiri acara ini sebelum ini? 

 

                      Yes (Ya)                                          No (Tidak) 

If yes: How many times did you attend? (Please specify) 

Jika ya: Sila nyatakan kekerapan……………………………………. 
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10. With whom did you attend this event?  

Dengan siapakah anda menghadiri acara ini? 

 

                     Alone (Berseorangan)    Spouse (Pasangan) 

                     Family members (Keluarga)    Friends (Rakan-rakan) 

 

11. Did the attractiveness of this small-scale event sports tourism influence your 

decision to visit? 

Adakah daya tarikan acara pelancongan acara sukan yang berskala kecil ini 

mempengaruhi keputusan anda untuk hadir? 

 

         Yes (Ya)    No (Tidak) 

            If No: Please indicate your reason 

 Jika tidak: Sila nyatakan kenapa 

            

…………………………………………………………………………………………

………………………………………………………………………………………… 

 

Section B: Motivation 

Seksyen B: Motivasi 

 

What are your motives to attend this small-scale event sports tourism? Please circle 

the appropriate number to represent your answer. The response scales are as follows: 

Apakah yang mendorong anda untuk hadir ke acara pelancongan sukan berskala kecil 

ini? Sila bulatkan nombor yang sesuai untuk mewakili jawapan anda. Skala jawapan 

tersebut adalah seperti yang berikut:  

Strongly disagree                   Strongly agree 

Sangat tidak setuju        Sangat setuju 

                            1                                   7  

No. Items 

Item 

Scales 

Skala 

1 To escape from routine life. 

Untuk membawa diri keluar daripada rutin 

kehidupan.  

1 2 3 4 5 6 7 

2 To enjoy being away from home. 

Untuk berseronok di tempat yang jauh dari rumah. 

1 2 3 4 5 6 7 

3 To rest/relax. 

Untuk berehat/beristirahat. 

1 2 3 4 5 6 7 

4 To experience the excitement. 

Untuk mengalami keseronokan. 

1 2 3 4 5 6 7 

5 To enjoy the atmosphere of the event. 

Untuk menikmati suasana dalam acara tersebut. 

1 2 3 4 5 6 7 

6 To enjoy the unique/attraction close to the event 

Untuk menikmati keunikan/tarikan yang 

berhampiran dengan tempat acara. 

1 2 3 4 5 6 7 
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7 To meet new people and make friends. 

Untuk bertemu orang lain dan berkawan dengan 

mereka.  

1 2 3 4 5 6 7 

8 To meet new people with similar interest. 

Untuk bertemu orang lain yang mempunyai minat 

yang sama. 

1 2 3 4 5 6 7 

9 To share experiences with my friends. 

Untuk berkongsi pengalaman saya dengan kawan-

kawan saya. 

1 2 3 4 5 6 7 

10 To experience the uniqueness of this event. 

Untuk mengalami keunikan acara ini. 

1 2 3 4 5 6 7 

11 Experience a different culture 

Untuk menyelami budaya berbeza. 

1 2 3 4 5 6 7 

12 To disclosed with the activities that has been offered 

by the organizer. 

Untuk didedahkan dengan aktiviti-aktiviti yang 

ditawarkan oleh pihak penganjur. 

1 2 3 4 5 6 7 

13 I came because of adequate information about the 

activities of this event. 

Saya datang kerana mendapat maklumat yang cukup 

tentang aktiviti-aktiviti yang dijalankan dalam acara 

ini. 

1 2 3 4 5 6 7 

14 I came because of the quality of marketing prior to 

the event. 

Saya datang kerana kualiti pemasaran yang 

dijalankan sebelum acara ini berlangsung. 

1 2 3 4 5 6 7 

 

Section C: Perceived Image 

Sekysen C: Tanggapan Mengenai Imej Acara 

 

What is your perception regarding the image of this event sports tourism? Please circle 

the appropriate number to represent your answer. The response scales are as follows: 

Apakah persepsi anda tentang imej acara pelancongan sukan ini? Sila bulatkan 

nombor yang sesuai untuk mewakili jawapan anda. Skala jawapan tersebut adalah 

seperti yang berikut: 

 

Strongly disagree                   Strongly agree 

Sangat tidak setuju        Sangat setuju 

                            1                                   7  

No. Items 

Item 

Scales 

Skala 

1 This event has a good reputation. 

Acara ini mempunyai reputasi yang baik. 

1 2 3 4 5 6 7 

2 This visit broadens my horizon by providing the 

opportunities to experience different scale of sports 

tourism. 

Lawatan ini meluaskan pandangan dan minda saya 

kerana ia memberikan peluang untuk melalui acara 

pelancongan sukan yang lain daripada yang lain. 

1 2 3 4 5 6 7 
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3 I learn about new things during attending this event 

sports tourism. 

Saya belajar banyak perkara baharu semasa 

menghadiri acara pelancongan sukan ini. 

1 2 3 4 5 6 7 

4 The organizer has provided good security. 

Pihak penganjur menyediakan perkhidmatan 

keselamatan yang baik. 

1 2 3 4 5 6 7 

5 Parking facilities are sufficient.  

Kemudahan letak kenderaan mencukupi. 

1 2 3 4 5 6 7 

6 The location of this event is near to the 

accommodation. 

Lokasi acara ini berhampiran dengan tempat 

penginapan. 

1 2 3 4 5 6 7 

7 The location of this event close to the public 

transport. 

Lokasi acara ini adalah berhampiran dengan 

kemudahan pengangkutan awam. 

1 2 3 4 5 6 7 

8 The staff/volunteer is professional. 

Para petugas/sukarelawan bersikap profesional. 

1 2 3 4 5 6 7 

9 The staff/volunteer is friendly and helpful. 

Para petugas/sukarelawan bersikap mesra dan 

sangat membantu. 

1 2 3 4 5 6 7 

10 Registration counter is convenient. 

Kaunter pendaftaran memudahkan urusan. 

1 2 3 4 5 6 7 

11 Waiting lines are orderly. 

Barisan menunggu teratur. 

1 2 3 4 5 6 7 

12 This event can become as a tourist attraction. 

Acara ini boleh menjadi destinasi tarikan pelancong. 

1 2 3 4 5 6 7 

 

Section D: Perceived Value 

Sekysen D: Tanggapan Tentang Nilai Acara 

 

What is your perception of the value offered by this event sports tourism? Please circle 

the appropriate number to represent your answer. The response scales are as follows: 

Apakah persepsi anda tentang nilai yang ditawarkan oleh acara pelancongan sukan 

ini? Sila bulatkan nombor yang sesuai untuk mewakili jawapan anda. Skala jawapan 

tersebut adalah seperti yang berikut: 

 

     Strongly disagree                   Strongly agree 

 Sangat tidak setuju        Sangat setuju 

                            1                                   7  

No Items 

Item 

Scales 

Skala 

1 The event provides a good variety of games and 

attractions. 

Acara ini menyediakan pelbagai permainan dan 

tarikan. 

1 2 3 4 5 6 7 

2 This event is well managed 

Acara ini diurus dengan baik. 

1 2 3 4 5 6 7 
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3 This event is well organised. 

Acara ini dianjur dengan baik. 

1 2 3 4 5 6 7 

4 The time I spent at this event make me feel good. 

Saya seronok menghabiskan masa dalam acara ini. 

1 2 3 4 5 6 7 

5 The quality of the event is outstanding. 

Kualiti penganjuran acara ini menakjubkan. 

1 2 3 4 5 6 7 

6 Attending this event was good value. 

Acara ini memberikan nilai yang baik dengan 

menghadirinya. 

1 2 3 4 5 6 7 

7 My decision to attend this event gave me great 

pleasure. 

Keputusan saya untuk hadir ke acara ini membuatkan 

saya berasa amat seronok. 

1 2 3 4 5 6 7 

8 I felt good about my decision to attend this event. 

Saya berasa baik tentang keputusan saya untuk 

menghadiri acara berkenaan. 

1 2 3 4 5 6 7 

 

 

 

 

Section E: Satisfaction 

Sekysen E: Kepuasan 

 

Please indicate your level of satisfaction towards this small-scale event sports tourism? 

Please circle at the appropriate number to represent your answer. The response scales 

are as follows: 

 

Sila nyatakan tahap kepuasan anda terhadap acara pelancongan sukan berskala kecil 

ini? Sila bulatkan nombor yang sesuai untuk mewakili jawapan anda. Skala jawapan 

tersebut adalah seperti yang berikut: 

 

     Very dissatisfied     Very Satisfied 

           Sangat tidak puas hati                Sangat puas hati 

                          1                 5  

No

. 

Items 

Item 

Scales 

Skala 

 Attraction of Games 

Tarikan daripada Permainan 

1 Excitement 

Keseronokan 

 1 2 3 4 5  

2 Entertainment 

Hiburan 

 1 2 3 4 5 

3 Relaxation 

Kerehatan 

 1 2 3 4 5 

4 Games attraction 

Tarikan daripada permainan 

 1 2 3 4 5 

5 Diversity in sport games 

Kepelbagaian dalam permainan 

sukan 

 1 2 3 4 5 
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 Facilities and convenience 

Kemudahan  

1 Viewing of the event 

Penontonan terhadap acara 

 1 2 3 4 5  

2 Transportation  

Pengangkutan 

 1 2 3 4 5  

3 Clean restroom 

Tandas yang bersih 

 1 2 3 4 5  

4 Signs and directions 

Papan tanda dan penunjuk arah 

 1 2 3 4 5  

5 Sufficient parking space 

Tempat letak kenderaan yang 

mencukupi 

 1 2 3 4 5  

6 Venue of the event 

Tempat penganjuran acara 

 1 2 3 4 5  

 Promotion 

1 Social media promotion (e.g., 

Facebook, Twitter,Instagram) 

Promosi melalui media sosial (cth: 

Facebook, Twitter, Instagram) 

 1 2 3 4 5  

       

2 Media promotion (e.g., 

newspaper,magazines) 

Promosi melalui media (cth: surat 

khabar, majalah) 

 1 2 3 4 5  

       

 

Section F: Visitors’ Behavioural Intentions 

Sekysen F: Niat Tingkah Laku Pelawat 

 

Will you have any intentions related to the event sports tourism in the future? Please 

circle the appropriate number to represent your answer. The response scales are as 

follows: 

Adakah anda ingin hadir ke acara pelancongan sukan lagi pada masa akan datang? 

Sila bulatkan nombor yang sesuai untuk mewakili jawapan anda. Skala jawapan 

tersebut adalah seperti yang berikut: 

Strongly disagree                   Strongly agree 

  Sangat tidak setuju          Sangat setuju 

                            1                                   7  

No. Items 

Item 

Scales 

Skala 

1 Say positive things about this event to 

other people 

Saya akan mengatakan perkara yang 

baik-baik sahaja tentang acara ini 

kepada orang lain. 

1 2 3 4 5 6 7 

2 I will encourage friends and relatives to 

this event 

Saya akan menggalakkan kawan-

kawan dan saudara-mara untuk hadir 

ke acara ini. 

1 2 3 4 5 6 7 
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3 I intend to travel to this event sports 

tourism next year 

Saya bercadang untuk hadir ke acara 

pelancongan sukan ini lagi pada tahun 

depan.  

1 2 3 4 5 6 7 

4 I am likely to visit this event sports 

tourism again. 

Saya mungkin akan hadir ke acara 

pelancongan sukan ini lagi. 

1 2 3 4 5 6 7 

5 I am likely to recommend this event to 

my friends and family. 

Saya mungkin akan mengesyorkan 

acara ini kepada kawan-kawan dan 

keluarga saya. 

1 2 3 4 5 6 7 

 

Section G: Suggestion 

1. Please provide a suggestion for the improvement of this event in future? 

Sila berikan cadangan untuk penambahbaikan acara ini pada masa akan 

datang? 

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………… 

Thank you for your time in completing this questionnaire. 

Terima kasih untuk masa anda dengan melengkapkan soal selidik ini. 
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Appendix  C: Skewness and Kurtosis 

 
N Mean 

Std. 
Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

MOT1 468 4.6603 1.54100 -.332 .113 -.520 .225 
MOT2 468 4.7201 1.46795 -.380 .113 -.177 .225 
MOT3 468 5.0021 1.34674 -.442 .113 .066 .225 
MOT4 468 5.1047 1.38350 -.481 .113 -.244 .225 
MOT5 468 5.1645 1.31075 -.330 .113 -.515 .225 
MOT6 468 5.1603 1.31291 -.390 .113 -.342 .225 
MOT7 468 4.7650 1.48089 -.238 .113 -.585 .225 
MOT8 468 4.8226 1.38999 -.257 .113 -.431 .225 
MOT9 468 4.9509 1.38195 -.376 .113 -.259 .225 
MOT10 468 5.1816 1.27533 -.344 .113 -.224 .225 
MOT11 468 5.1154 1.35052 -.420 .113 -.403 .225 
MOT12 468 5.1474 1.35769 -.429 .113 -.256 .225 
MOT13 468 5.0620 1.31797 -.402 .113 .121 .225 
MOT14 468 4.9466 1.37402 -.326 .113 -.228 .225 
PI1 468 5.0278 1.41318 -.360 .113 -.685 .225 
PI2 468 5.1645 1.31726 -.266 .113 -.650 .225 
PI3 468 4.9530 1.35464 -.340 .113 -.265 .225 
PI4 468 4.9893 1.33712 -.320 .113 -.127 .225 
PI5 468 5.0577 1.35343 -.365 .113 -.180 .225 
PI6 468 4.6603 1.62487 -.562 .113 -.191 .225 
PI7 468 4.6346 1.65719 -.483 .113 -.323 .225 
PI8 468 4.4850 1.59556 -.411 .113 -.314 .225 
PI9 468 4.9979 1.32752 -.128 .113 -.669 .225 
PI10 468 5.0449 1.34917 -.308 .113 -.440 .225 
PI11 468 4.7329 1.50915 -.211 .113 -.620 .225 
PI12 468 4.7735 1.39898 -.204 .113 -.389 .225 
PI13 468 5.2415 1.40641 -.458 .113 -.339 .225 
PV1 468 4.9936 1.37660 -.439 .113 -.167 .225 
PV2 468 5.0406 1.29257 -.398 .113 -.018 .225 
PV3 468 5.1111 1.25729 -.392 .113 .094 .225 
PV4 468 4.9872 1.34588 -.501 .113 .241 .225 
PV5 468 4.9679 1.45931 -.538 .113 -.166 .225 
PV6 468 4.9316 1.41256 -.451 .113 -.266 .225 
PV7 468 5.1047 1.31526 -.347 .113 -.035 .225 
PV8 468 5.0598 1.36202 -.558 .113 -.146 .225 
PV9 
 

468 5.0577 1.40315 -.421 .113 -.282 .225 

TPSAT1 468 3.9893 .97391 -.789 .113 .038 .225 

TPSAT2 468 3.9252 .95999 -.769 .113 .229 .225 
TPSAT3 468 3.8825 .96017 -.579 .113 -.260 .225 
TPSAT4 468 3.9979 .93813 -.762 .113 .174 .225 
TPSAT5 468 3.9808 .95602 -.670 .113 -.160 .225 
FKSAT1 468 3.8162 .97966 -.558 .113 -.304 .225 
FKSAT2 468 3.9081 .95403 -.633 .113 -.093 .225 
FKSAT3 468 3.6060 .87296 -.104 .113 -.587 .225 
FKSAT4 468 3.0363 1.21234 -.157 .113 -.846 .225 
FKSAT5 468 3.4944 .94432 .010 .113 -.858 .225 
FKSAT6 468 3.6897 .94212 -.236 .113 -.797 .225 
PSAT1 468 3.7735 1.07929 -.648 .113 -.168 .225 
PSAT2 468 3.7650 1.11458 -.700 .113 -.169 .225 
BI1 468 5.0000 1.49517 -.556 .113 -.452 .225 
BI2 468 4.9979 1.42402 -.510 .113 -.086 .225 
BI3 468 5.1004 1.41896 -.481 .113 -.243 .225 
BI4 468 5.2051 1.33501 -.434 .113 -.198 .225 
BI5 468 5.2051 1.44589 -.704 .113 .256 .225 
Valid N 
(listwise) 

468       
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