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Theeffect of international sporting event marketing mix (7Ps) on foreign
goectatars degtination image, satisfaction and revisit intention: An empirical
evidence from 2019 Gwangju FINA World Championships

Doo-Sik Min
Hanyang University

[Purpose] Limited research has investigated the marketing mix of international sporting events

empirically. This study filled this gap by identifying the marketing mix and examined the structural

relationships among marketing mix, destination image, satisfaction and revisit intention focusing on

foreign spectators of 2019 Gwangju FINA World Championships. [Methods] The questionnaire was

structured in four sections: sporting event marketing mix (seven dimensions and 21 items), host city

image (three items), satisfaction (three items) and revisit intention (three items). Analysis of data from

396 foreign spectators in FINA Championships indicated that the proposed model fit the data well.

Within a attitude-behavior theoretical framework,

this study proposed and tested a structural

relationships among the constructs. [Results] The results of this study presented that (1) product, place,

and people in sporting event marketing mix significantly impacted foreign spectators’ destination image,

(2) product, price, place, promotion, and physical evidence were appeared to be significant predictors of

satisfaction, and (3) destination image and satisfaction had a significant effect on foreign spectators’

revisit intention. [Conclusion] The findings suggest marketing mix for the international sporting event

and its influential mechanism on foreign spectators’ revisit intention. Practically, this study provides

important implications for event organizers that can be utilized to develop strategic marketing mix in

sporting events to enhance spectators’ destination image, satisfaction, and revisit intention.

Keywords: sporting event marketing mix, destination image, satisfaction, revisit intension, FINA
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B AR ARFGFdA AHAT. ARAo]
3,393 14 10,6484 TTRERE S5E I +YAH &

2wl o]’¢ STt Fguls] e Fo|x} o] ol E T}
S HojF stojthold] A7|3-E 4] B3t ool A
ok AEF o Agwre kAol RS ujAo
Z, 27m Eoldq BAA & sfo|tto|d] ¥ EH 20} 33
FAWE Yt & & Ateh(Yu, 2019).

ghol B Alel Egbe T AA Y0 o)5o] A4k} g
7 tg] JEE Al Fsta tle] o] | 252 x| 5t
Hg o] Zn) 5 o] Bt} *‘Wﬂ“ ohye} tig] &
Z K-pop 7HZME, 2tE E8ldle3A4], RI&EsAd
5ol ZAAY. FFA= U A% 3 1‘”# g3 9

o 3 oo ot

E3o] TGS ARt Al 28 PAE vhdetn &
o] QAP AEC] T FEFAL BE W AF
ol 3, A3 eV A 55 EE F UEF o
FHGwangju city, 2019).

A | Fourie and Santana-Gallego(2011)& 3HAl&

_l\;

dolu FIFAY =R vlel SA&HY, 2gAde
7, U= 5 A AAR SR o] &g LA Xl v
7} o ME= AHA el Jn|le 71 E oA kettta
3} th. Dong and Duysters(2015) =3+ 2E =4
20 ‘3"57} TAolmA] GAolv A AAA &/ s}
A9 & Jﬂr“} 7H 8.& AL ofY
LR Pe
717t Eetnt Cﬁ\’/ll AT AFES 4
woll #FA FA 27} g4
A FRAg A 7|7 el A
4 9tk Aot (Chung,
2008:; Roche, 1994).

agl® ETetal o A =

HE7L AFAENA 7]l E-Srtet T&%”ﬁ@ Z%]%"
sto] TV zE Y HdA FY 7o gia ¥
8] 2 tH(Aaker, 1991; Chalip, Green, & Hill, 2003;
Getz, 1997). ob&el, A% 2 A B AAFIA
FANI] ] B FFEAESHH (4% 2,8359¢) thy]
4.8%°) AF¥1(2,03699)7F FHH AL, o3P
M= 1,367999] 9] tiH] 1,2089 9 & A &3}
o 159999 EAE YA (Son, 2020), =gt A% F
A glol M7} 7bsds SHAT ol M H FFA=
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o oAb, Balo] B U A Bt o)
A= Bsta o el B3l AL A5 2220t

A0 TA] L YR YT 2
A71E w gt B tH(Koo, 2019). &g
INHE dgitol = A TAYH AY, A
4 59 % 23 (legacy) MY
—fE 31 /\X}gr A A WS

%lﬂ— ﬂ% E"]"] il ]
4= o+ (Kim, Nam, & Byun, 2016)

olAd YR gxﬂ/\ﬁio]m lEX /\4:'_240 148 2
AHA B ol 2} 71 # 2 A] (host city)2] oAl A

53l TAIBAHES] TR E AsAlT e F8e AR S
oz gagm It (Min & Lee, 2019; Zhang et al.,
2018). ABAA A ] Af- R FA A ZOHE
FTAAATE NHATA ] et T 9] A =S =Y F
: iﬁio]‘ﬂ"E oln| x| ¢} AX| ¥ = /| ZA| o]u]A]
T AT w3 2 9 7| E wEA e
HEsET T 1‘3} Aaker, 1991). #FAEANA &
FzoHES NHEA7} sl HAE A Fo = Q1A
wo] #FA HH A 83 842 AEste Aotk
(Ross-Wooldrige, Brown, & Minsky, 2004).

AEzo|HEY} Zhe fHEE AFX 2o HEE
B Fo Rl 2 7] H ol vheee] A
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3 AH(Getz, 1991). kA% 2019 71 AWARA|
A7E WH e FA| 22 MERE 4o Tlef] o] 231,
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23t} (Booms & Bitner, 1981: Bordern, 1964:
Moutinho & Witt, 1989). AR R~ A4 02 A&
(product), 714 (price), &4 (place), %! (promotion)
o 4PZ FAEY F2 1A AR AxY s des
2 g h(Kotler & Keller, 2016). kA%t 32 Akl
AMulaq]ol A3t npAR Y 0] 83 7] E viAH
W 27} 2k gl of) 719kste] AL (people), B4
74 (physical evidence), 18] 2373 (process) 5°] 7}
 7P7} 543 Booms & Bitner, 1981: Gronroos,
1987).

THE AU 241 7 rlR7 A 2 222 Fobo A E 2~
T2 PFE o 5a7] S nARY ~E AN
AP Eol dgwles g-8et ArF LdsiA gy
1 dth 238 A¥ = gulgka (Lee, Jeon, & Kim,
2017), 442X =2AH (Kim & Han, 2016: Yoon &
Chang, 2009) & o A¥X= FopiH F43(Kim,
Kim, & Kim, 2020), #AZ42k:(Kim, Yoo, & Park,
2016), e-2=¥= 3] (Choi, 2019), EZo}+(Kang,
2017), Z2%7(Cho & Ha, 20205 Kwon & Jeng,
2015), IAz=AIYFTA (Park, 2009), F1 13xe
(Kim, Park, & Kim, 2016; Kwon, Lee, & Kim,
2013) & #FAE2 Fopd| o] 27714 B AFE9
AR 27 S A & o vX = e
TRt dPAdTe A5 4PAAFE FFHA
(public relation) 5& F7F8 5P, A o[} AH] 23}
B o= F71 TP 5o o] 27|74A] thdt niA e A
2915 A8t Yt

SpARE Az Fobo| A niARRIAE &85 thpe
APdF= MH| 24 A= B3t
TR EEstu glon, A LT ZOWE F
WAAS G2 S ATAT ot vl - R A
o}, whebA] Ax 23RS SH A FA AEZoHE
o] F8A | HFo & uff, T 2~z ZolHl

i 1)

FINA AlA s dAn) 2o o ol ad <

g
)% S et 2 Bat k. old] o] AFE 2019
_Zr
t3om AHEA IR, B 52 o2 & v

SR AE Ao Aul 2 okl JFE VA0
FFR02 /N9 i 250) F7E JIYHE 24
7] Ao BA b obAY 82 EE SUE 483

A Age Aot Kotler & Keller, 2016; McCarthy,
1964). EHA1G] 145 BEAA F Qe rHAEE 2~
g 443 Hs5t nHARAES s o ARE S
thstst ¢+ At (Kotler & Armstrong, 2012).
Borden(1964)& wHARY~E HZZ ARSI,
McCarthy(1964)= °]& dutslete] AE4 niAEY
2291 A5 (product), 7H4 (price), 1 (promotion), &
2 (place) 5 4PE Attt 4pe A FA o2 % F8¢
WA Zed S AlFsta o of g AHe] wiA"H
2 455 gA AEE F doke G2 Adh(Rafig
& Ahmed, 1995).

AT B3} d& A¥ 2 549 taksls uE
of 5343 A 2] TR nAEY 29 g}
752t} (Lovelock, Patterson, & Wirtz, 2015). &
A} v ake] A d gl A7) SAl o BBk AfH]
A A} 2|2} 2 3 Fol kel M| agoA = A
A A" AE Agst=d A7 UERsT
Booms and Bitner(1981)= F& 131 Au] Aol
g wHREYAS ARMIY. 71E 4Pd e
(participants), =82 374 (physical evidence), A1H]
234 (process) & 3PE F7Flth. o8 g2 o]
< 222 Al (people) &2 HlEO] AH] A 4HQ] 9] u}
A 2 TPE Z-&-35t3 9Irh(Fisk, Brown, & Bitner,
1993).
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A4 (simultaneity) 59 542 Adth(Pedersen,
Miloch, & Laucella, 2007). 53] 232 2H] o] 7]
fotAY 14 = e B4 AlFo] ofd A2xx
ol et dg-ws T FPAQ gk AP S AT
o} (Buhler & Nufer, 2009; Pine & Gilmore, 1999).
ol3t EA o7 Qe A¥X=oHES] niAHYAE
PAE doz st AE5H 4P7) obd A i”}ﬂ]
HHAA AAE FAE, AR 2T, 5214 8
F7HH o2 ggaof & Bado] FiE I 3§ Kwon
et al., 2015). o]l w2} Baek and Kim(2016)<] -
G AR 2 4P FHA7kA], AP, v, ARy
71] ol ¢ ol HA] FastThy HThy = At
A, 23 55 F71F 6PE AAEYL, Kim and
Park(2014 Kea 729 884 npAg AR A5
o YQAAFRAA 7HE, A7V RUAA ) 2EA AT
iiE’S oo FFHA, JAAAY, AEE 55 F7H4
Al

ro o B

=

ﬂllo o, :10

(benefit) o] 2 & 4= l’/}(Kotler & Armstrong 2012).

&%17_1'4%% /\ﬁio]uﬂEE %—3}] _Q_Q.J)r Z27%

(Mln Ko, &Lee 2020 o] o] Lt}a} AFzo|HES] A

< Ande 471 2 AARE obd e}, e
24, Aes9 7%, 27178 U 2971, stZES] & 5
° 2 & 4= glth(Mullin, Hardy, & Sutton, 2014).

74 & A Fo v AR 2E A7 Y&l A Edhe H]&o
Z wA" S B3 ARG SHAA 7ol 8 5
A= 7P e U}ﬂlam 2tHKotler & Armstrong,
2012). AXZOHIEA = A7 BHS 9t A8, 7
717 ¢ B & o] &5t A &3 H = RuiH] &
= H|Est] Aoy #AFAITE o wE A3 E
A, FEEe WY 5 b9 284, #2143, BA

AMA W85 g 5
et al., 2012) Aol A

°F°ﬂ"1~ 2 A7NANAEE %‘3}“’4 %7&'3}31 ?—i 7@%—3 73
717837 et 4 oo A7 Yo W24, tiF
g, T2k, EA & EFITHWakefield &
Blodgett, 1994, 1996). Z22A L FAAFe| 2u]7
A A Al Fo] v} AH] 2o O 4

a7l e wAERYA edloltH(Kotler &
Armstrong 2012) I_

QL ﬁ_/,: ﬁ7] J‘{rrg«j thekst AR F2 2 At (Kwon
et al., 2013).

o] gl HEA 4P &of Au|AnpA RN FEE =
4 AR 2 2912 WA Algholt}, BE AH|~E

Agele 2097 BEE Agolt, ~F oM EGA

8
SERVQUAL(Parasuraman, Zeithaml, & Berry,
1988)<] Al=d, g4, 8 frAket Wigtolt),
The 0 &2 AH| 234 & Au| 2~ Al g gk daf e
GFoz dnp} g&4 07 uAdA AMu|27t HEE
SAg o, sEzoMEddt gugel BA,
A, EAHAE To

1o

71718 ITHKim et al.,
2020; Lee et al., 2012). ppA| o2 AH]~9] A3E
A% 9l B4 L gAl, 25, 2, A

5 9171 (ambience) Y #lo]o}-(layout), TEH}‘] i)
oAl olgHEAY FE TIU(Hoffman &
Bateson, 2010).

ORA| 22 A9 JHE|=A|O[O| X|2t2] ZHA|

Crompton(1979)& #FA 9 2 efu]7]
(destination image) & #3AE°] 2 )= QA A &
2 (beliefs)@  ofoltyoi(ideas), AHAZF  AA
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(impressions)] golgt Aelstitt. oo 7]Rkste]
Baloglu and Brinberg(1997) 3k x| o|n| x| & #3
o] ofl AL W, #FetH L S w1 A

o 3l w2 2E ofolt]o](ideas), B (beliefs), A7

N

°
ez}
==}

(thoughts), 214} (impressions) 5 #33A ol gk Huk
Aol A ZHoverall perceptions)elg A <lstith.

Worcester(1997)= A olwn] 2| 7} #g=A]of it 14,
78164 @/\1 Al Lﬂ :Lﬂ ]}\L‘Z_o/] /\}jzl-ﬁ_ ﬁy}i ?‘si/\%

Hoha F4gnt. oof 7]wkete] AFzo|HE] JHH &=
AlolulAl s AxzoHET} el Ao el A
Eol Ze FHA A, Qelgt & 5 9
AZ2oHIEE o|HlE AZ ZoglE u]ﬂo}ll—_gﬁ
S8 RS TS AT o5 A TA R
o] &7 ©thH(Chalip et al., 2003). 28] A¥XZ=0|HE
MHZA O] thet 2~F 28|20 544 o] )| =
AP EAR Ao A Fad 99102 zg3dtt o
of wet #FA Fofell M e A o] W%— gl Ay
W o, BRIFH 5 FEo ko ¥ nlAE FL
& g9lo HFstu A &H o7 Ayt 1gHu %E}

7t
(Kaplinidou & V.
2000).

A g AS %”%ﬂ ?ﬂ 2 A9 EH WA Lee and
Kim(2016)2] A% AGA A L34 o] &24Z e

Cho(2011)& AX2AA mA”Ul A7} AEZAIAY o]
n Ao A A P v A= 8lolgt ¥Rtk Al
n and Lim(2009)¢] 4,
© 2 % Hwang et al.(2015)
o] A w3t viAY R A7 }7\]"310]”]*]"“ A g3k

HI: %3 AAS9A5A05) iR 2(7p)E
Sepgeae] A=Al FYHA I
2 w2 Alelt}

O[S Y AQ ZIEFRHETLO| ZHA|

dubA o 2 Wk (satisfaction)S 149l AH|EE F
FARl BAo] ¥ s d o2 Au| At A%
Sole Fa% 24 adlor 28¥ 1 Jth(Baker
rompton, 2000). Oliver(1997)] w}2™ w2
o] A&, Mu|AE AFHE T HrsH 5= dd
o7, &7} FFHAY AT A9 7|de kA ®
T 2ol 9A e 2 He 3 AL 2ol
A A ZOWES] APTPEL ~xZoHET} A
Fohe AFArl 2 T g ¥ o
utel HEAE ] REPEA o et HoFE sx 2ol
) &

<)

_‘E-L

2 ZFofo A niAR R 2 0f W Zho] HAE 1 F
S APATE AT A, WA Kim et al. (2020) =4
T8 AWAds T84 AR 47385 d3e=
3 ATFE Bl A YA, FALE, TS
AZL sol TS| A J&E vt st
At} Kwon et al.(2013)& F1 1@2z2] T of ogt
AT AF, A4, 31 59 AR Y2 8Rlo] #&
nhol 3 A &S |tk Wl o|Ho & ZRof
T Fetho] that Lee et al.(2017), Roh, Kim, and

Park(2012)9] A, 2257 #gAel| tig Cho and
Ha(2020) Kwon and Jeng(2015)¢] A+, e-2~¥X 2 3
Aol thgk Choi(2019)9] AT & wAREH 27} &
%”‘3} o] F8e AP Y-S ¥ela .
o] AT 7] AyAF| 7Iwkaete] v} o]
T7Hd & AAsk

H2: B AASGASANE ] AR 7P
AopgEae] Basd 24949 48 vl
Aol

JHE[=AIO|O|X[QF X2 =0 2HA|

0
(market segment) ]‘jr o] At WEAET vt
Elu]&o] 7@71] /\B_ﬂ% u1
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| a1 &vlghEo] B Statn] I A0 4R
B= 7Z5h7] wEo|t}(Lehto, OLeary, & Morrison,
2004; Oppermann, 2000). Wetr #FEA43}t S
A #FA o] AR = (revisit intention)E IFe}abaL
ool Y& WA= 8R1ES A st= Ao] a7HT
Fro%e %59 =(behavioral intention)olA
dolth, d5Ee AuiedEE oSt
4 942 (Fishbein & Ajzen, 1975), A%
,ASTEYE, AT e 5 P54 =9 B
, 3T T FHYE TR AR ot
(Oliver, 1997). 719} #FSHoAM JFYre BF
5 ol AgA g AEstee ey g g
TT A Bz ste oA T AT =t AA #
#o] 9t} (Baker & Cr ompton 2000). ol wz} o] A
T Eg AX oW E AP n|FY FoE F YA
Q1 W= 283t
o] ATe AxzoMES} AAH A do|n|A|= #
H(]— z]oﬂ ﬁ;g Coﬂ ELO:]‘E'ﬂ:

[e]

ol
1 oo
o

i)

~N
=

O Ho = i
o lo rm o
A fook in
rr
Ol

= &{013} 8k3) 31 It} (Echtner & Ritchie,
2003). Kim et al.(2016)< Formula 1 Chinese Gran
Prix #8725 EH% 07 3 AFE B3l A GelnA 7t
Ao AT Rl FAA ke nHva Eugn
n] = 3 nhgE 3] o AkE o o= ¢ Kaplanidou
et al.(2012)¢] A7 FEg 2| Holn] 2] 7} 2] ZHHWEIE
o = nlHoka B3t Dongfeng(2013)9] 7% 2=
F2oMEES ¢Fal Aeto] & HHEE g wad s ol
(e}

2 g Aol A Felu| A7} A Are frel g A

2 219dS It o]yto] o] mpzitiet 2] 3
Ok Az AL 4o 2 3 Allameh et al. (2014) 2]
AT, F2 & o} #FAE tFeR g Min and

Lee(2019), Moon et al.(2013)9] AT 5 &3+ 2| 9ol
o2 7} Aol Toll 34 deFE vk W3t

o] A& o]} MgPAT7t Bl JFH =A o] m| =] o}
AR = 7o) BAld] 2As e 2 AF7HE
S A

H3: #F AAFIAFAhHE] AH=AovA= 9
g o] AR o] A2l dFS v

Aol

P =7t Fopd Dh 28 At Cho & Ha, 2020;
Choi, 2019: Kim et al, 2016; Kim et al., 2020; Lee
et al., 2012: Min & Lee, 2019: Roh et al., 2012).
o 442 ol gl AR U B
S ] A AT T 2 AT S 9%

ol
:—‘
>4

RGO R sith )71zt T 20194 74 159
219707 A hetae] 4t 7 471, 240t

Hm o
r‘
o o
e
ofd
Rl o &l

lo, O dlo o



The effect of international sporting event marketing mix 713

stoltlo|d] A7 S Al Y BdgAS Aoz A Table 1. Demographic characteristics(N=396)
JFEFEH S o] &3t F 4155 FFsA. 101 Sy N Frequency(%)
g o ARt 543 Fo & 55 Ast Male 27 573
I, A7 7719 | 71Rkete] 225 At S g Gender Female 169 07
ok AA #3 FolA 10% ol de] FHEAY U § 2029 137 346
g TR AlFAe] gty #Add 1658 A9t 30-39 87 20
39655 HEREO R A&} Age 40-49 65 16.4
396 5 9L 2279 (57.3%), 1AL 1699 50-59 80 202
(42.7%)°]t}. 982 20t 1377 (34.6%), 30th 87 =60 27 6.8
(22.0%), 50t 80 (20.2%), 40t 657 (16.4%), 60 Asia 117 29.6
ol o]} 278 (6.8%) w22 Yehgth 54L& 471 v & Continent Africa 65 16.4
dg pRad =dowlgds E fdol 1419 America 73 18.4
(35.6%) 0.2 7} 2gtn S B¢ o) o} & o}A] Europe 141 35.6
o} 117%(29.6%), Pl 5 1% 731 (18.4%), Office worker 86 217
ol )7} 651 (16.4%) s=o]th. A o] A% A}22 86 Engineer 34 8.6
B (21.7%), T4 817(20.5%), A&2 46%(11.6%) Professional 46 116
Solq 29, d &7} £ 71EF Ato] 55 (13.9%)¢] Occupation Sales, service 71 194
k. 945 USD 8,000 o4l 917(23.0%) 0.2 Self-employed 17 43
7 k3 USD 3,000 % 86%(21.7%), USD Student 8 205
2,000 vlho] 847 (21.2%) 0 2 vehgteh. ATl Others > B9
o] Aubd S4o] ek &S (Table 1)3} 2t <USD2.000 8 212
<USD 3,000 86 217
<USD 4,000 31 7.8
ZAtET N::::ly <USD 5,000 24 6.1
<USD 6,000 21 53
ol A= AlE A H vde] dE5E AT = Income <USD 7,000 27 68
A&kl Tt u}aﬂﬂ ﬁi B.J %— 4P, NH ZA oW A, > USD 8,000 01 230

PSR E S HYATY G AR A
. _ o A7 wioz gdAelel ) FRow P
TgETE apes W98 T A 4SS A A . o143 B0 ) I (i) 74 =01
sk}, U}?ﬂ U AE Kim et al.(2016), Kwon et 3 W aEt) e 2489t v
al.(2018), Lee et al(2012) #01 AEBRROR Lo aoie mel me 008 2 50l 9]
S8 AE G £, A B, $E6N 29 )= A esh 2ae] A
T2 RA W) F3), 2L B, A 23 (37

L
o
D3

E
&
-3

| |

ol r_>.i
tlo Mo m

AEs
=), =dA &4 (37 H ) 5 T AL 270 5
EEotith AMH T om A & HHETELE 247 Byon 22|

el QU ) Gom TYHA. ABE o] A dpaie

),
=
and Zhang(2009)2] A9} Oliver(1997) 59 A7+&
a8 2
ol == Zeithaml et al.(1996), Zhang et al.(2018) & Aletal & 39635 % %/9.% fFEREOR MYt

1o b £
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Aot FEEE SHU S-S F3313 o] AT EA °ﬂ “Wr
2474 EAE AT WA SPSS 22.0% ,«].&.Lo}oq

A (frequency analysis), B41% 291
factor analysis), A1¥| & #4& A
Ao gQlFxrt Hed of g4 QRS Agst

784 LA oy 19T & gonk, FAus
B 71 B 4 298 YA 29

ol 8Mo] A= A7 Utk (Kelloway, 1995) ] ]
g} AF 2o E niA| g R A 7P 7\/\}-:?‘)1] &l 89l
% e T=Z357] Y3t Ful

38 5 =] [e)
4 2d8M S A

o
1
hintd)
=t
Q
.
z
=
=
@,
=
(@)
o
[oN
mlo

Alsta AEl A2 & A3 2527 (direct oblimin)
ol SRJAAAAE gt QR1FE VES 1
(eigen value) 1.0 ]} o.2 31t} 294 A 3k
WA o7 3olgolH BAA R ofuly} Jlrka Hek
]”} Hed 71208 4 oo ® AR (Hair et
, 2010). oF&e] 27] QRlel| 4o]de = wardAd
737‘" o2 ATIEAA AUt (Hair et al.,
2010). =&4 8204 tsir = AF =g FAsH =l
A2 =+ Cronbach agk .7 ©]d<& AL 7|07 A&
&}t (Nunnally & Bernstein, 1994).
AMOS 22.0< AH&ate] 34 vloe o] g
F7h ATHTE Hd5 62 Adsta g4 g
(confirmatory factor analysis)& Z-&38%t}.
%LE‘C ole] g7} s o) de] A& AHS-skA
O w (Hair et al., 2010), o] d++= &4 dg] A
9\)\}5 DA AT 2|52 ALR3I T B4 xz/df-g]
AE Abo] 27} 20070 o)4d A5 A2 FA 7} v+
3|2 7] Tl Wheaton(1987)¢] A|A|gt 5 o]3t=
A%E 7|Eo 2 ARt o¥tell Comparative Fit
Index(CFI)¢F Tucker-Lewis Index(TLD+ .9 °]%,
Standardized Root Mean Square Residual (SRMR)Z}
Root Mean Square Error of Approximation(RMSEA)
= .10 °oJstE A&t th(Bentler, 1990: Hu &
Bentler, 1999. Shevlin & Miles, 1998). x| gto. =
AATFGdTAdS mARY A 813 oaEA
MHAZAoR|A], #FHZ AL T It JFHAE
gpotelr] flste] FRWAAREYEA W (structural
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equation modeling analysis) & &8ttt L& £/
A o2 p( 052 AA A

ZME=TO EIEE 3 MEE 2Y

A SPSS 22.08 g-83te] AR A ZALE
i %W'“j‘ o1 54 & A8k A3} KMO(Kaiser-Meyer—
jo

O
Olkin) EEAEALS 875, Bartlett 7384 #AFL
8414.978, df 253, Sig=.0002.2 Yel glolEg 7} &
QAo H3shs RISt THHair et al., 2010).
(Table 24 A|A|E v} Zo] niARE A~ Q912 T
APoez =FH9on, ol Al¥E(product), 714
(price), 4 (place), &7 (promotion), TAHA (people),
A 23] (process), =84 374 (physical evidence)
ot} Helh Ay} F2PE S Faf £ A} waH
AE 3 BFAF ) B3 g2 0 #3294
Agkel 4 mlkel 27 B (A F U £, Z2RA 1)
g

) ALsteict. ofd wet v Ae AL
2 Z 2U0 2ol AR mHRE 2, A H A 0]
oA, AERE AR E 5 B 299 EEAAA
= #HA 7080 H 957= vetgken A w2
HA 85804 Hm 95602 AL 7Ee T 27
st Aylge Sl gl WALRY S Frete A

o=y A

g4 gRlEAM9 Alg A CMIN=1438.487,
df=354% //df=4.064% e} CFI=.915,
TLI=.896, SRMR=.060, RMSEA=.088% e}
TLIE Al9et BE RIAYJE 247} F 875 55
AT TLI =3k 9ol 24 3517] wj&ol] 87153 3
2 2 4 Ak (Bentler, 1990; Hu & Bentler, 1999.
Shevlin & Miles, 1998: Wheaton,1987).

AZTEHIEE AT s HAEAFZ(AVE,

average variance extracted) 2} 71 d412) =(CR, composite

reliability) &  AF&3FATH( Fornell & Larcker,
1981). HawAFE#ke] 712 5o, Mdils=
%] 71E2e Tol S A8 §E‘4(Fomell & Larcker,
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Table 2. Results of the exploratory factor analysis and the confirmatory factor analysis

Mean Standardized  Standard

Dimension ftems (SD) coefficients error *
. . 6.157
This event was enjoyable. (914) 734 - -
Product  Skill performance of athletes in this event was excellent. (6 ';3219) 953 .060 20.328 0913
Various programs combined with the game were exciting. (6 '739696) 941 .058 20.793
The ticket prices of this event were reasonable. (15 1761 572) 743 - -
Price ‘TV};: ?;ng IE(;]r3 lt:e amenities and additional services (?i %Z) 3 080 14812 0.866
Various discount opportunities were available. (?‘3‘28) .948 074 20.271
The stadium and facilities were clean 5.735 940 ) )
and well maintained. (1.246) :
Place The stadium and facilities were appropriate for this event. (??3?1) 921 0.25 34316 0.950
The stadium was easily accessible and located 5.702
in a convenient place. (1.227) 931 27 35.707
Mass media advertisements of this event were appealing. (?%g) 818 - -
Promotion Internet advertisements of this event were appealing. (?g; .905 .050 21.897 0.858
Useful and up-to-date information about this event 5.583
was provided. (1.096) 730 030 17.004
The event staff were courteous and friendly. (??)49‘%) .905 - -
The event staff handled problems promptly 5.631
People and satisfactorily, (1.178) .828 .045 21772 0.871
The event staff were helpful. (??jg) 704 .049 16.478
. 4.995
This event operated smoothly. (1.429) .929 - -
Process  The games started on time. (Altigg) .956 .031 35.534  0.943
The process of buying tickets was easy and fast. (‘112411(1)) .880 .035 28.449
The ambience of stadium and facility was excellent. 6.121 786 ) )
) (e.g. lights, temperature, sounds, etc.) (1.189) :
:%séf?é The use of amenities was convenient and comfortable. (?(2)5) 901 .049 20.146  0.883
Security inside and outside the stadium was excellent. (?8%) .880 .049 19.571
This city is an attractive destination. (?(9)%) 918 - -
Destination This city has quality infrastructure for international 5.982
Image sporting events. (1.083) 939 030 33766 0.955
This city is trustworthy and safe. (??ég) 953 031 35412
Based on all of my experience in this event, 5.780 303 ) )
I am satisfied. (1.232) :
. . All things considered, 6.134
Satisfaction my decision to attend this event was a wise one. (.933) 866 042 19.564  0.865
Opverall, I am satisfied with this event. (?(9);2‘) .830 .048 18.486
I'intend to attend other sporting events in this city again. (?ggg) .907 - -
Behavioral 1 intend to revisit this city again. 0509) 954 027 34419 0956
5.702

I would love to come to this city again. (1323) .956 029 34.673
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Table 3. Correlations of variables

1 2 3 4 5 6 7 8 9 AVE  CR
1. Product 1 827 934
2.Price 02307 1 568 798
3.Place 0350 0421 1 823 933

4. Promotion 0373 0.601™"  0.536™" 1 619 829
5.People  0.288™" 0519 0786 0.538™" 1 605 820
6.Process  0.107™"  0439™ 0475 0554 0590 1 723 887
7.PE 04297 0788 05727 0.6837 0424 0497 1 694 872
8.DI 04577 0449 0811 05077 0722 03657  0.558" 1 857 947

9. SAT 0454 07827 06157 07447 0846 04937 0.8297"  0.604™ 1 660 854
10. RI 0329 0465™ 0842 05547 06077 05227 0528 07587 063477 812 928

Note: ***p<.001; PE, Physical evidence; DI, Destination image; SAT, Satisfaction; RI, Revisit intention

1981). (Table 3)oll4 AN vhsh o] Hit A%
e HA 5684 Ha 857, MEAHEE A
798904 1 9472 YEh BT VEAE
AN BYEE Susd,

mm
l‘N'
k%
Sk
2

= sl
A8k, (Table 3)h 2o

T AHEE WS 2FAARBAVL dRbgog g o]
Hexogs
Uiﬂl:tﬂ o]l:
(Grewal, Cote, & Baumgartner, 2004). o] A7-ollA
Aast NFHEAIMA](811), Haet A 4‘:

842), TAHA T HEREE(.846), =814 &9 #
%(.829) TolA =& FHBAT U o] ‘34
Teaid4 o 55 AgRlsty] sl 7 o2 FAt
ok (Tolerance) & &AM A
=2

=

% Lo

variance
inflation factor A g

&
TAGA =
&

e R 1 wqh H“J@ﬂﬁl—rﬁ 735
ZAsA holdoz A&t th(Hair et al., 2010:
Stevens 2002). &4 Jjjr<>ﬂ m2m FAAE HA

36314 A 797, T Ha 1.254904]

z"ﬂtﬁ 2.752%2 YEhY HQl 7t &= T334

Ao 2 RI=UTE. o] 9} 3 IHHENS
3>9} o] BRE ABAG7) 85082 YehY S Erd
4 Bk 2R 1o (Kline, 2005).

o] AFolA A H 7Hde tisl BAFLE 4 %
E 7174 dasly] 98 Ry net 45E 54
By AHsta TAA 2 4 AT we Hdl$=
Hol| e 2128 A3 A e ol wel 2
A= CMIN #H2 1628.142, A-F%(dNE 35622

e} 2/df=4.573¢1%, CFI=.902, TLI=.879,
RMSEA= 095. SRMR=.084% Ueyth. TLIE 238

% 71291 .9 P17 RaAg ok ulA] 47} 457k 7]
2 359wt o] 479 2L FYRP} 5}

(equivalent) 2 0 & Agsla, o] Z AZFZ 07 )4
s7lde T/t gt #dststh(Bentler, 1990;
Hu & Bentler, 1999; Shevlin & Miles, 1998;
Wheaton, 1987).

i AS
o] A7} A AFEF o el FRH ARG R
A& ANFRY. 1 AIE (Table 4)9F (Figure 2)%}
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Table 4. The results of hypotheses testing

Path Coefticient t p Result

H1: Marketing mix — Destination image

H1-1: Product — Destination image 0217 4.584 0.000 support
H1-2: Price — Destination image 0.043 0.809 0.419 not support
H1-3: Place — Destination image 0.504™ 10.23 0.000 support
H1-4: Promotion — Destination image 0.020 0.428 0.669 not support
H1-5: People — Destination image 0.200™ 3.590 0.000 support
H1-6: Process — Destination image -0.024 -0.882 0.378 not support
H1-7: Physical evidence — Destination image -0.007 -0.091 0.927 not support
H2: Marketing mix — Satisfaction

H2-1: Product — Satisfaction 0.145™ 3.438 0.000 support
H2-2: Price — Satisfaction 0.301™ 6.088 0.000 support
H2-3: Place — Satisfaction 0.107" 2.520 0.012 support
H2-4: Promotion — Satisfaction 0.195™ 4.549 0.000 support
H2-5: People — Satisfaction 0.037 0.757 0.449 not support
H2-6: Process — Satisfaction 0.034 1.410 0.158 not support
H2-7: Physical evidence — Satisfaction 0.146" 2.238 0.025 support
H3: Destination image — Revisit intention 0.374™ 6.247 0.000 support
H4: Satisfaction — Revisit intention 0.703"" 13428 0.000 support

Note: #¥%p<.001, *¥p<.01, *p<.05; CMIN=1628.142, df=356, ’/df=4.573, CFI=.902, TLI=.879, SRMR=.084, RMSEA=.095

Marketing mix 7Ps

(" Destination
7 Tmage

Behavioral
Intention

09

2ok A, AAFd ks
olef g 7H3=A 1 17<l°ﬂ A ¥ nA
Aolgta A 7P (HD S 4%, AEHI-D), 4
(H1-3), SAHL(HI-5)°] HH=Aom Aol ol &
3
=

d

A7 g A e Aoz e} BEH o2 Au

o Ao AEAS7E 504(¢36=10.230, p=.000)

o

7 = debda, AlEL ARAS 217, thh 4.584,
p=.000, AR A =2A% 200, t3k 3.590, p=.000
Oi UEtsth 714, Z2RA e sy S84 3

< 717489 =4, AAFSAFAs] e v E
P °°1<>l oA ] HAFTEo] FH AL FFE vl
A Aolghe 7Md (H2)& #4823 A, 714, A4,
Z2RA, =84 o] AP = FA T AH] 22y

N24=E (T, 7 (H2-2)2 AZAS 301, t#
6.088, p=.0002.2 A ZA 57} 7} =4 Vehttt, o]
oo TRRAM(H2-4)S AZASF 195, ta 4.549,
p=.000, E2ld S (H2-1)& ZA=AF 146, ta
2.238, p=.025, AE(H2-1)E AZAS 145, ta
3.438, p=.000, Ax(H2-3)E ZAZAF .107, ta#
2.520, p=.0122 Yt A=A, AR FAM
(H2-5)3 Mul 2344 (H2-6)2 2tz A2A4 037, t
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g 0.757, p=.449% A=A+ 034, t3 1.410,
p=.158% Yeh 714 Ak, AR, AlAF9 A
3] s agAe] A=Al A 7F AYEe) el 4
A9 FEFE vA Aolekn Y3 7 (H3) 2 d =A<
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