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Abstract 

This exploratory study investigates whether and in which way motivation and destination, 

travel and event selection criteria influence sport tourists ’ involvement in small-scale events.  

Thus, a model was developed and tested at a small scale sport event in Sfendami, Greece. To 

test the six hypotheses of the proposed model a primary research study was conducted, which 

received responses from 181 participants.  Implementation of the partial least square 

technique showed that changes in sport tourists’ travel style exert a direct and positive effect 

on involvement, as well as an indirect effect with motivation acting as a mediator; however, 

perception of destination and events characteristics does not exert a significant influence on 

participants’ involvement. Additionally, the model's ability to predict the motivational 

aspects of sport tourists’ participation was demonstrated. Multidimensional scaling was 

employed to assist with event service design and improve organizers’ capabilities to develop 

effective promotional strategies. 

Key words: Small-scale events; motivations; involvement; partial-least-squares modeling; 

multidimensional scaling 
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Introduction 

Sfendami Mountain Festival is a small-scale event which takes place annually in a 

mountainous village in North Greece. When the event project was proposed back in the early 

2000s, the founder was considered overoptimistic as nobody in the village believed it would 

be possible to create an attractive event due to the limited resources available. After a series 

of successful events, Sfendami Mountain Festival became a well-known athletic event and its 

mountain bike race an international meeting point that provides cyclists with qualifying races 

for the Greek Olympic team. The main reason why amateur or professional athletes 

participate in this event is to enjoy the beautiful rural scenery, enjoy the benefits of 

participation and ultimately win a race.   

Small scale events can be defined as “minor events where competitors may 

outnumber the spectators, they are often held annually, with little national media interest and 

limited economic activity” (Gibson, Kaplanidou, & Kang, 2012, p. 162).  Although small 

scale events have low visibility and low attendance they are still very important for local 

societies (Fotiadis, Vassiliadis, & Yeh, 2016). The positive economic impact of sport events 

on local economies has drawn increased attention from many academics interested in 

contributing to the optimization of sport events management strategies (Gibson, McIntyre, 

MacKay & Riddington, 2005); Lee & Taylor, 2005; Sallent, Palau & Guia 2011). Sport 

events are hosted by communities for financial reasons, mainly, but they can also contribute 

in several other ways such as by developing community pride and a community’s image in 

the media (Getz & McConnell, 2014; Gibson Willming, & Holdna, 2003).  

 As researchers note, most of the studies in the related literature focus on Hallmark or 

Mega sport events (e.g., Harris, 2014; Lee, Lee & Park, 2014; Ritchie & Smith, 1991), yet 

not on small scale events although their key role for the viability of the host communities has 

been widely recognized (e.g. Cheung, Mak, & Dixon, 2016; Dwyer, Forsyth, & Spurr, 2005; 
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Gibson et al., 2003). Motives can stimulate a person to take action (Hallmann, Shipway, & 

Harms, 2012). Participants in an event can be motivated by cultural and social motives, skill 

development motives and travel motives (Fotiadis et al., 2016a, Georgiadis, Spiliopoulos,  

Rampotas, C., & Rampotas,  2006). As a result, different studies noticed that motivation to 

participate is a crucial indicator of participants’ behavior (Deery, Jago, & Fredline, 2004, 

Sato, Jordan, and Funk 2016, Gröpel, Wegner, & Schüler, 2016). Others claim that 

destination or travel experience doesn’t affect participation (Getz & Andersson, 2010).   In 

this vein, this study attempts to fill this gap by proposing a model that illustrates sport 

tourists’ decision making process in terms of participating in small-scale sport events. 

Although it has been postulated that small-scale events athletes participate on the basis of 

motivation, involvement (Fotiadis, Xie, Li, and Huan (2016); Chang et al. 2015)and travel 

motive factors,  yet the strength and significance of the relationships between these factors 

have not been examined for this particular type of events. The proposed model relates to the 

ways motivation, destination & event choice, travel style, and involvement influence the 

decision making of sport tourists when planning to participate in a small scale athletic event. 

This study employs the partial least squares technique (PLS-SEM) to render the involvement 

of athletes in small scale sport events as influenced by the aforementioned antecedents. 

Finally, multidimensional scaling has been employed to obtain a spatial based representation 

of similarities and dissimilarities among the sport-event attractiveness constructs, and 

facilitate event positioning and marketing communication decision making processes.  

 Overall, the findings should be of value to both academics and practitioners as they 

could serve as reference for future studies. From a theoretical point of view, this study 

highlights the importance of delineating the interrelationships of the factors when predicting 

participants’ involvement in small-scale sport events. Then, as small-scale events generally 

manage limited resources for an investigation regarding participants’ perceptions, 
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motivations and behaviors, this research is of high significance for small scale event 

organizers in understanding sport tourists’ decision making process towards participating in 

small-scale events. It will further clarify the reasons for selecting destinations and events and 

how motives, involvement and travel styles affect selection criteria.  

 

Literature Review 

Small Scale Events 

Event management is becoming more and more important for destinations all around the 

world (Stokes, 2008) and this is the reason why sports event management, has developed 

rapidly over the last few years (Lera-López, Ollo-López, & Rapún-Gárate, 2012). One of the 

first who examine small scale events was Higham (1999), who defined small scale-sports 

events as ‘‘regular season sporting competitions (ice hockey, basketball, soccer, rugby 

leagues), international sporting fixtures, domestic competitions, Masters or disabled sports, 

and the like’’ (p. 87). They usually function within existing infrastructures, require minimal 

investment of public funds, and can generate a reliable and regular flow of sport tourists and 

sports fans (Higham, 1999).  Although small-scale sport events are events with minor 

national impact, limited media interest, and with the numbers of participants potentially being 

greater than the audience, small-scale sport events are vital for local economies; this is 

because they can attract people and money to a destination just for the purposes of 

participation (Gibson,  Kaplanidou,  & Kang, 2012; Wilson, 2006).  

These destinations host sport events that may motivate amateur or professional 

athletes to participate and at the same time promote local services, the consumption of local 

products and the use of local facilities (Fotiadis, Vassiliadis, et al., 2016). For sport tourists 

the prime purpose of their trip is first of all to participate and enjoy the specific sport event. 

Based on that, the quality level of sports experience for the sport tourists is mainly related to 
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the facilities, the service and the product characteristics of the destination and the event 

(Bloch, Black & Lichtenstein, 1989; Jackson & Reeves, 1998; McGehee, Yoon & Cardenas, 

2003; Weed & Bull, 2011).  

 

Involvement 

 Fotiadis, Xie, et al. (2016), found that involvement, travel motives, and motivational 

factors are interrelated in small scale events. Amateur athletes’ involvement is related to their 

willingness to spend time and money and make the effort to travel a long distance to the 

event (Sato, Jordan, & Funk, 2016). These factors, among others, can affect the way 

participants choose the location of the sporting event (Ryan & Trauer, 2005). Additionally, 

involvement is a key construct that captures the notion of participation in sports events 

(Williams, Patterson, Roggenbuck, & Watson, 1992). The level of involvement in sports can 

affect participants behavior, since many of them choose a destination and a specific event 

because of external factors (Funk and James, 2002), such as specified seminars or specialized 

product promotion activities that occur during an event. Highly involved participants have 

been reported to be more competitive and they usually stay overnight prior to and during the 

competition (McGehee, Yoon, & Cardenas, 2003) and usually spend more money and time 

on their personal interests (Ryan & Trauer, 2005). Highly-involved sport tourists will travel 

farther, longer, and use a more varied means of transport (Getz & Andersson, 2010). These 

participants tend to travel to domestic and foreign sport event destinations and they do not 

identify time as a major cause of non-participation. Participants are affected by the level of 

involvement since some of them choose a destination or an event because of external factors 

(Funk & James, 2001). This conceptualization of the decision making process starts with the 

idea that highly involved sports tourists might have different attitudes and behaviors from 

those that are less involved in the small scale sport event.  
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H1: The set of reasons for selecting destinations and events is positively related to the 

involvement of sport tourists.  

 

Motivation 

People participate in recreational activities because of intrinsic and/or extrinsic factors 

(e.g. social, personal, attitudes) (Tinsley & Tinsley, 1986). With regards to sports some 

researchers claim that motivational factors include the chance to encounter different cultures, 

behaviors, attitudes, and values (Chen & Funk, 2010; Turco, Swart, Umilla, & Moodley, 

2003). Others argue that the primary motivation is the athletic experience itself and the type 

of event rather than the travel experience per se (Green & Chalip, 1998). Consequently, the 

motivation to participate reflects amateur athletes’ engagement in sports and main reason for 

their journey to the event destination  (Deery, Jago, & Fredline, 2004). Runners that are 

highly involved tend to be significantly motivated by self-actualized higher-order needs 

rather than relaxation and socializing. Studies show that different cultures, different 

behaviors, varying attitudes, and alternative values are some of the motivational factors 

revealed (Chen & Funk, 2010). However, the athletic experience and the type of event have 

been identified as primary motivations, while the travel experience has been identified as a 

secondary motivation (Green and Chalip, 1998). Oppermann and Chon (1997) have shown 

that association factors, locational factors, personal/business factors and intervening 

opportunities are the four sets of variables that influence the participation-decision process. 

Moreover in Breiter and Milman’s (2006) study, it emerged that participants of large 

exhibition events consider the host destination to be an important factor affecting their 

decision to attend. Additionally, it was found that destination loyalty is indirectly and 

positively influenced by  event attachment and nature-related travel motives among others 

(Halpenny, Kulczycki, & Moghimehfar, 2016). In a study of Fotiadis, Xie, et al. (2016) it was 
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found that motivational factors affect decision making. Since a selection of a destination for a 

participant is consider part of decision making it is expected that it will be positively related 

to motivational factors.       

H2: Selection of destination and events positively affects motivation of sport tourists to 

participate in sports events 

 

Travel Style 

 Chen and Funk (2010) examine the differences between sports tourists and non-sport 

tourism in terms of their travel style. They have found that there are significant differences in 

the way they decide on accommodation, historic/cultural attractions and sport facilities & 

activities. It was also noticed that young men have different travel styles concerning sport as 

they usually have an independent travelling mode, and seek information through the 

technology available rather than through personal communication (Katsoni & Vrondou, 

2016).  

According to Getz and Andersson (2010), highly-involved participants’ behavior is 

different from other sport tourists with whom they compete when their travel frequency, e.g. 

‘how often they travel’ is considered. As Beaton, Funk, Ridinger, and Jordan (2011) mention, 

it is usual for people to be involved at higher levels if they find the activity enjoyable, central 

to their lives and representative of their self-identity. The highly-involved athletes tend to 

participate in more competition oriented organized sport events and trips, sometimes with 

other people accompanying them (e.g. family members, friends, etc.) and their event and 

destination selections can be influenced by the different motivational factors of their travel 

companions (Getz & Andersson, 2010). Buning and Gibson (2016) for example found out 

that travel style is different for participants who travel with their companion.   Iwasaki and 

Havitz (2004) also found that long-term involvement affects loyalty through the creation of 
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commitment. Highly-involved participants place greater emphasis on regular and frequent 

participation in particular sport events and their demand for travel is heavily constrained both 

in time and space (Robbins, Dickinson, & Calver, 2007). They tend to travel more frequently 

to destinations where those sport events take place. They meet regularly with other sport 

tourists and compete directly with them, making the prospective participation list and the 

final sport event results very important outcomes of their event participation as it provides a 

ranking of their relative success (Getz & Andersson, 2010).  

H3: Changes in the travel style of sport tourists positively affect the level of involvement in 

sports events. 

The changes in travel style can be affected by intrinsic as well as extrinsic motivators, 

a fact confirmed by previous research in the field of event management (Ogles & Masters, 

2003). Personal motivation factors can have an effect on participation because the 

participants feel that they achieve their own personal goals and reinforce self-improvement as 

“opposed to social and relaxation motivations” (Getz & Andersson, 2010, p. 473). Highly 

involved sport tourists might travel far and perform in many events since they might want to 

improve their athletic ability, win prize money, challenge themselves, participate in a famous 

event or prove to others that they can do it (McGehee et al., 2003). Drawing on an 

understanding of activity attributes that general recreationists consider personally relevant 

can potentially provide an understanding of why recreationists are motivated to engage in 

specific leisure behaviors and explain the reasons underlying their continued involvement 

(Kyle, Absher, Hammitt, & Cavin, 2006). Interestingly, however, although sport tourists are 

often motivated by a desire to experience novelty and change, they differ in terms of their 

willingness to travel in new or unfamiliar ways. Some people prefer the “mass” style of 

pleasure-travel maintaining a comfortable distance from the host community, while others 

enjoy a more adventurous and personal experience (Basala & Klenosky, 2001). The 
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underlying logic is that motivations can become the main generators of utility when visiting 

distant or expensive destinations such that the effects of distance and price on destination 

choice could alter the motivations which are part of decision-making (Nicolau & Más, 2006). 

H4: Changes in the travel style of sport tourists positively affect their motivation to 

participate in sports events. 

According to Getz and Brown (2006) some of the destination and event choice factors 

are: (i) financial factors such as a low entry fee, the amount of prize money, and low overall 

cost (ii) personal factors (such as friends also going, or spouse/family wanting to visit the 

location) and (iii) management factors including whether the event is well organized, has 

exclusive features (difficult to qualify for), provides special travel and accommodation 

packages or gets a lot of media coverage. Highly-involved sport tourists tend to participate in 

a lot of different types of events since they select the type of event based on high-order 

selection criteria such as prestige, novelty or degree of challenge. This means that the event 

itself can be more important for them than the event location (Getz & Andersson, 2010, 

p.474). Shih (1986) found that psychographic factors such as lifestyle and values are more 

important than demographics for understanding travel behavior, although Scheiner and Holz-

Rau (2007), found that the influence of life situation on travel mode choice exceeds the 

influence of lifestyle. Lifestyle still plays an important role by affecting attitudes to locations 

and specific location decisions that in turn influence travel mode. Li and Cai (2011), examine 

the relationship between travel style and personal values and demonstrated that for one 

cultural segment (Chinese), the behavioral intentions are affected only by personal internal 

values.  

H5: Changes in the travel style of sport tourists are positively related to the selection criteria 

associated with the choice of destinations and events. 

Motivation and Involvement 
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As Deery et al. (2004) stated, the classification of a sport event is mainly affected by 

participants’ motivation such that it seems likely that the ones who do continue to participate 

would be those who are particularly highly motivated (Wiley, Shaw, & Havitz, 2010). One of 

the key motivational factors according to Rothschild (1984) is involvement which is consider 

very important in decision making about a destination or an event. As some participants are 

more involved in an event they may have a different level of motivation. In particular, more 

involved sport tourists are affected by personal motivational factors such as the provision of 

seminars, product promotion advertising, winning the competition or improving their skills 

(Funk and James, 2002; Robinson and Gammon, 2004). Visual and vivid information on 

pleasure destination attributes will increase both the consumers' involvement and their ability 

to perceive more differences in service supply (Goossens, 2000). 

H6: The motivation of sport tourists to participate in sports events positively affects their 

level of involvement 

 

Figure 1 demonstrates the factors and relevant research hypotheses to be examined. 

 

[Figure 1 Here] 

 

The Context of the Study 

The SMF – Sfendami Mountain Festival (www.sfendami.com) is an annual two-day 

event that takes place in Sfendami, Pieria Province, Greece in mid-April. Sfendami is a 

village built at an altitude of 160 meters and located 25 km from the capital of Pieria, Katerini 

(Figure 2). The festival opened in 2007 with mountain bike races, and in the following years 

mountain running races were added. In 2013, SMF had already been in its 7th year.   

[Figure 2 Here] 

http://www.sfendami.com/
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The festival in 2013 occurred on the 20th and 21st of April. It included different 

categories of running races such as the main mountain running race of 22.9 kilometers, a 

1200 meter race, a 600 meter race, races for children aged 10-12 years, races for children 

aged 5-9 (where children from 3 years old could also participate accompanied by a parent), a 

mountain race over 5 kilometers for children aged 12-15 and a ‘fun-run’ for the 15+ age 

group. Besides the races there was also a series of five seminars, as well as events involving 

bicycles, rollerblades, balloon races, local delicacies, local customs and music, all of which 

were designed to add to the festival atmosphere.  

 

Methodology 

Sampling procedure, data collection and sample size 

To test the six hypotheses of the proposed model a primary research study was 

conducted employing mall intercept technique (Malhotra, 2007) via distribution of a self-

administered questionnaire at Profitis Elias Hill during 7th Sfendami Mountain Festival 

(SMF) on April 20, 2013. A total of 70 undergraduate students worked as field researchers in 

35 teams, each consisting of two people. Field researchers informed the sport-tourists about 

the study when they approached the bench of the organizing committee to register for the 

events. The participants were asked to provide their opinions at the time of arrival after 

completing their registration for the events. The personal involvement of the researchers 

meant that assistance was available for possible questions and that participants handed over 

the completed questionnaires before they moved to the warm-up area. In addition to the 

introductory section that provides instructions on filling out the questionnaire, the rest of the 

research instrument consisted of four parts. The first covers registration for the events, the 

second conceptualizes self-image, the third is the main part of the questionnaire, including all 



12 

 

questions relevant to participation and self-motivation factors, and the final part includes 

some demographic questions. 

With respect to response errors, there is no obvious coverage error since all 

respondents were solely sports tourists who were engaged in running events. Also, non-

response error is considered low since only 38 out of the 219 sport-tourists population refused 

to take part or could not be located to participate in the SMF 2013 field research study, thus 

resulting in an 82.65% response rate.  

 In order to prevent any possible measurement errors, a balanced formulation of 

measurement scales was secured (7-point Likert scale). Moreover, acquiescence on behalf of 

the respondents was controlled by avoiding any usage of vague or ambiguous wording 

(Knowles & Condon, 1999). Midpoint responding is another possible response bias of this 

category of errors that was taken into account during questionnaire construction by including 

an extra point of response to the 7-point Likert scale, namely “0 = I don’t know/I cannot 

reply” (Baumgartner & Steenkamp 2001). 

 To calculate the required sample size n0 Cochran’s formula has been employed 

(Cochran, 1963, p.75): 

 

         [1] 

and additionally, the minimum returned final sample size n from Cochran’s correction 

formula (1977) is: 

 

         [2]  

where: 
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z = z value  (1.96 for 95% confidence interval level) 

p = 0.5 or 50% used for sample size needed 

c = confidence interval, expressed as a decimal  

   (e.g., 0.05= ±5%) 

n0 = required sample size according to Cochran’s formula, 

Pop = Population or sub-population size (i.e. in this case 219 runners) 

 

Equation 1 suggests a necessary sample size of n0= 384.16 ~ 385 cases minimum. 

However, the sample collected greatly exceeds 5% of the population of runners, since 

(181/219)×100=82.65%>5%; thus, the need for a finite population correction factor is critical 

to evaluate the minimum final sample size (Israel, 1992).  

The corrected minimum critical sample size n is 139.82 ~ 140 runners as calculated by 

equation 2. Additional sample size recommendations based on power analysis indicate a 

minimum sample size of 124 runners for PLS-SEM implementation (for minimum detectable 

R2=0.10, max. number of effects on a construct=3, a=0.05) (Hair, Hult, Ringle & Sarstedt, 

2014, p. 21). Therefore, the sample size of 181 sport-tourists is adequate for use in 

quantitative analysis, since it exceeds even the most conservative sample size considerations. 

Cross-sectional studies regarding behavioral relationships raise concerns about the 

existence of common method bias (Doty & Glick, 1998; Podsakoff, MacKenzie, Lee, & 

Podsakoff, 2003). A partial correlation analysis was conducted using a marker variable 

according to guidelines provided by Lindell and Whitney (2001). This technique is preferable 

to the common latent factor one, since it reveals the common variance between unrelated 

factors due to common method bias, rather than natural correlations. A good choice for a 

marker variable would be one that does not relate theoretically to any of the constructs 

included in the proposed model. Accordingly, sports performance anxiety was selected as a 
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suitable marker variable in this case, since it does not seem to relate to any of the model 

constructs. It is defined as a predisposition to appraise sport situations in which performance 

can be evaluated as threatening, and may cause anxiety reactions, such as autonomic arousal 

and worry (Smith, Smoll, & Cumming, 2007). Sports performance anxiety was measured by 

a 15-item scale proposed and tested by (Smith, Smoll, Cumming, & Grossbard, 2006), 

meeting the criteria suggested by Lindell and Whitney (2001). Sample items of this scale are 

“I worry that I won’t perform well”, “It is hard to concentrate on the running event”, “I feel 

tense in my stomach” (Cronbach’s alpha = 0.83).  

 

Details of the Sample 

Table 1 summarizes the survey profile of the 181 non-professional runners who 

responded to the questionnaire out of a total of 216 approached, out of a target population of 

219 registered participants.    

[Table 1 Here] 

 

 Variables and measurement 

Preference was given to measurement scales that were previously used in the published 

literature within an event management or sports-tourism context. That was the case with 

motivation, travel style and destinations & events choices constructs, according to the 

theoretical development that appears in previous sections. Regarding measurement of 

involvement, a general type of consumer scale was adopted and adapted to the context of this 

study.    

Motivation was measured with 18 statements, covering intrinsic as well as extrinsic 

motivators, which were adopted from previous research in the field of event management 
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(Ogles & Masters, 2003). These items are located in the respective section in Appendix A 

and are used as indicators of motivation. 

Since participation in events may partially affect travel behavior of participants, ‘travel 

styles’ construct was introduced to represent the possible changes in the travel style of the 

sport-tourists; it was measured with a 10-item scale that has been previously tested by Getz 

and Andersson (2010). These particular statements expressing possible changes in the travel 

style of the event participants are located in Appendix A. 

Modification of a 26-item scale describing destination and event choice factors (Getz & 

Anderson, 2010) took place in order to adapt to the running events of SMF. The inclusion of 

this construct may explain a possibly significant relation with involvement, as well as with 

travel styles (see Appendix A).   

Finally, involvement was measured using a 15-item scale, drawn from the Consumer 

Involvement Profile (Laurent & Kapferer, 1985), and adapted particularly for application in 

sports events. Involvement items are the C11 to C115 group of questions shown in Appendix 

A. All measurements were made on a 7-point Likert scale ranging from 1=totally disagree to 

7=totally agree.  

 

Method and Data Analysis 

The methodological steps that were taken in order to enhance the content validity and 

reliability of the measurements follow. First, an extensive literature review took place to 

enable the measurements of the constructs to be identified. The scales developed by Getz and 

Andersson (2010) for sports events were used for reasons of consistency. The translation of 

the questionnaire from English to Greek was assigned to a professional translator; then, it was 

translated back from Greek to English to verify the quality and accuracy of the translated 

scales. After the instrument was initially constructed, it was sent to the organizing committee 
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of the 7th SMF (7 former or active athletes) for an evaluation of the measurement items. Upon 

receiving the comments from the expert panel, the questionnaire was revised based on the 

inputs provided. A pilot study was conducted which asked the opinions of 64 undergraduate 

business administration students, with respect to the construction of the questionnaire. 

Finally, the main data collection process produced 181 usable questionnaires with none of the 

submitted questionnaires being rejected. 

 

Quantitative Techniques for Model Evaluation 

Implementation of Missing values analysis (MVA) on the data set obtained revealed 

through Little’s MCAR test that all missing values are completely at random, which 

confirmed that the corresponding H0 could not be rejected (χ2=5317.53, df=5179, Sig.=0.912) 

(Little, 1988). 

A structural equation modeling approach using Partial Least Squares (PLS) technique 

was employed in order to measure, estimate and confirm the latent constructs, as well as to 

test the significance of the paths between constructs; its ability to handle a relatively small 

sample size makes it particularly suitable for predictive purposes and theory building 

(Loureiro & González, 2008). Since the target population of the 7th SMF running event was 

only 219 participants in total, it was clear that PLS technique was the best tool to use for 

quantitative analysis.  

 

Results 

Measurement model 

The item scales that have been used to measure the 4 key constructs (motivation, 

involvement, travel style and destinations & events choices) of the proposed model are all 

borrowed from Getz and Andersson (2010). The factorial scheme of PLS-Graph 3.0 was used 
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to conduct a confirmatory factor analysis (CFA) (Esposito-Vinzi, Trinchera, & Amato, 2010) 

in order to explicitly specify the pattern of loadings of the measurement items on the latent 

constructs in the model.  Based on the confirmatory factor analysis results obtained in the 

outer model, the convergent validity, discriminant validity, and reliability of all the multiple-

item scales were assessed against the guidelines published in previous literature (Hair et al., 

2010). The use of an iterative application of CFA in multiple steps has refined the proposed 

list of 99 to a more sport relevant collection of 29 variables. The construct ‘destinations & 

events choices’ was finally determined by 9 indicators, ‘travel styles’ kept 8 items out of 10, 

‘motivation’ involved 7 indicators only, and 5 variables remained for ‘involvement’ after 

applying CFA to its 15-item initial scale. Composite reliabilities (CR), Average Variance 

Extracted (AVE) values, as well as loadings and t-statistics are above published threshold 

limits (Bagozzi & Kimmel, 1995; Dillon & Goldstein, 1984; Fornell & Larcker, 1981; Hair, 

Black, Babin, & Anderson, 2010) (see Table 2). 

Common method variance was also employed using the marker-variable technique. 

Any high correlation among the career trajectory constructs and Sport performance anxiety 

(labeled as SPANXIETY) would be an indication of common method bias (Lindell & 

Whitney 2001). In this study, correlations between the marker variable and the principal 

constructs of our model have been found uniformly low (see Table 3). Therefore, common 

bias effects will not affect the findings of our research. 

[Table 2 Here] 

[Table 3 Here] 

 

Structural model 

After the CFA procedure and relevant pruning and confirmation of the scales 

concluded, the structure of the model was developed with path analysis testing the 6 causal 
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relationships described in the hypotheses. At this point, a reconfirmation of the scales derived 

from CFA took place by generating three consecutive bootstraps. Two more items (C16 and 

C22) were pruned due to the resulting values of t-statistic being less than 1.96. The reliability 

and validity assessments achieved satisfactory values (above 0.781) and improved AVE 

values ranging from 0.512 to 0.622 for the final model arrangement (4 constructs, 27 

indicators), as shown in Figure 3.  

[Figure 3 Here] 

 

The significance of the paths was tested using regression weights and t-statistics to 

calculate the corresponding p-values, (see Figure 4). As indicated by path loadings and the 

associated significance levels, the influences of destination and event choice factors on 

involvement (β=0.122) and motivation (β=0.144) were not significant at the 0.05 level 

leading to the rejection of both H1 and H2. However, a significant path loading (β=0.347, 

p<0.001) suggested the significant influence of changes in travel style onto involvement, thus 

supporting H3. Moreover, the regression weights of the paths from changes in travel style to 

motivation (β=0.277, p<0.001) and to destination and event choice factors (β=0.437, 

p<0.001) were also significant, providing support for H4 and H5. The significant path loading 

for motivation to involvement (β=0.230, p<0.001) provided strong evidence of its significant 

influence on involvement, thus supporting H6. Hence, changes in travel style affect sport-

tourists’ involvement directly, as well as indirectly via motivation. Putting it in a different 

way, motivation supports a case of partial mediation between changes in travel styles and 

involvement at 0.01 level of significance. All these results are summarized in Table 4.  

Also, coefficient of determination (R2), effect size (f2) and predictive relevance (Q2) 

values are important for quantifying the predictive capabilities of the first-order model. As 

shown in Figure 4, the proposed model has relatively good prediction power. According to 
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Cohen (1988), squared multiple correlation - R2 values of 0.01, 0.09 and 0.25 indicate small, 

medium and large effects, respectively, in behavioral sciences. In our case, the model 

explained 0.295 (>0.25) or 29.5% of the variance in the involvement latent variable. 

Notwithstanding that the explanatory power of motivation and destination & event choices 

are somewhat low (13.3% and 19.1%, respectively), the degree of variance explained for 

involvement is considered satisfactory. The changes in R2 value when exogenous variables 

are omitted from the model are provided by the f2 effect size; as shown in Table 5 the effect 

sizes of all constructs on endogenous latent variable involvement are relatively small 

(0.02<f2<0.15, Cohen, 1988). Finally, using the blindfolding procedure for executing the 

Stone-Geisser test with an omission distance D=7, we conclude that the proposed model is of 

high quality suggesting high predictive relevance for all endogenous constructs; Q2 values 

were found 0.026, 0.038 and 0.106 for destination & event choices, motivation and 

involvement, respectively thus satisfying the criterion Q2>0.  

 

[Table 4 Here] 

[Table 5 Here] 

[Figure 4 Here] 

 

Discussion 

One of the main goals of this study was to examine the relationships between 

motivation, involvement, destinations & events choices and travel style. As the results 

indicate there is a significant relationship between motivation and involvement. As Kim, 

James, and Kim (2013) highlights there is a link between psychological connection motives 

and continuance commitment which is defined as a self-interest relationship. One of the main 

motives for involvement for amateur cyclists, is the social aspect (Brown, O'Connor, & 
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Barkatsas, 2009; Wegner, Bohnacker, Mempel, Teubel, & Schüler, 2014). Thus, any 

psychological connections with other co-participants are an important motive for  runners due 

to engaging in the regularity, depth and breadth of running-related behaviors (Beaton, Funk, 

Ridinger, & Jordan, 2011). Funk and Bruun (2007) explore the relationship between 

involvement and motivation and found that there was a relationship with socio-psychological 

motivation and cultural-education motivation. The results show that motivation strongly 

affects involvement in small-scale community based sport events, as had been hypothesized, 

because, according to Pham (1992), involvement reflects people's motivation to process 

information. Moreover, the influence of motivation on involvement in events is further 

supported by Goossens (2000), who refers to affective involvement as a construct that occurs 

when a person identifies a new stimulus, i.e. a motive.  

In their study, Gröpel, Wegner, and Schüler (2016) investigated three different studies 

and they came up with similar results for all of them. In all cased achievement is an important 

motive for athlete’s event choice. Healy, Ntoumanis, and Duda (2016) said that there is a 

relationship between the level of goals and motives, since facilitation between goals occurs 

when identified goal motives are high. In their study, Kerr and Houge Mackenzie (2012) 

found that there is a variety of motives that affect participation such as goal achievement and 

escape from boredom. Similarly, the results in our study indicate, there are significant and 

positive effects exerted from travel style changes on the degree of motivation, the 

development of destinations and the events selection criteria and involvement. The present 

study provides novel insight into the travel style behavior of amateur athletes. Firstly, 

changes in travel style is a pivotal construct for conceptualizing the tourist-career trajectory, 

since all effects stemming from this exogenous variable have been confirmed.  The 

significant and positive effects it exerts on the degree of motivation, the development of 

destinations and the events selection criteria, and involvement are clearly supported by the 
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results and confirm that it is an influential factor in terms of further developing small-scale 

sports events. Apart from the direct influence of travel style changes on involvement, which 

is similar to the findings of Berne and García-Uceda (2008), a new and indirect influence via 

motivation has been revealed indicating partial mediation, and thus increasing the 

explanatory value of the proposed model.  

Nevertheless, data analysis did not provide evidence for significant influences on 

motivation and involvement originating from the selection criteria used by the non-

professional sport-tourists.  In all, changes in travel style are the centerpiece of athletes’ 

participation in small-scale sport events and significantly affect both motivation and 

involvement.  

 

Graphical representation of results 

The utility of the results presented and analyzed above can be further extended by 

obtaining a spatial based representation of the four latent constructs employing 

multidimensional scaling (MDS) via the PROXSCAL algorithm (Torgerson option).      

First, a scree plot is employed to reveal the ideal dimensionality of the graphical 

solution. A solution with the fewest possible dimensions is “more economical” for the 

estimation process and “it’s easier to interpret” through a visual representation like the Object 

points type graphs (Janssens, Wijnen, de Pelsmacker, & Van Kenhove, 2008, p. 363-416). 

Figure 5 clearly shows that the 2-dimensional solution is optimal. 

[Figure 5 Here] 

 

The “Normalized Raw Stress” and “Stress-I” values have been found 0.00041 and 

0.02025 respectively for the 2-dimensional graphical representation, after the PROXSCAL 

algorithm has run 3 iterations. The lowest possible values for “Normalized Raw Stress” and 
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“Stress-I” are desirable (Borg & Groenen, 2005). So, in our case the solution for depicting the 

dissimilarities among the four factors in a two dimensions-graph is possible and acceptable. 

Differences between the four dimensions of the proposed model have been identified through 

an “Object Points” type graph with a common space analysis (Young, 2013). Based on the 

results of the two dimensional solution analysis (Figure 6) we conclude that there are greater 

differences between motivation and event and destination choices, as well as motivation and 

travel styles, with mean differences of 1.255 and 1.284, respectively. On the other hand, 

smaller mean differences have resulted from the relationships formed by involvement with 

the rest of the factors; the smaller dissimilarity emerged from the relationship between 

involvement and motivation, as shown on Table 6, with a value of 0.668.  

 

[Figure 6 Here] 

[Table 6 Here] 

 

Practical implications 

In practice, the small distances of motivation, destination & event choices and travel 

styles from involvement show that these factors are closely connected to respondents’ 

perceptions. Especially in the case of the motivation – involvement relationship, the notional 

proximity of this pair of factors in explaining athletes’ involvement is revealed. From a 

practitioner’s point of view the motivational aspects are related to sport-tourists’ greater 

persistence, positive emotions, interest in participating and satisfaction derived from the sport 

events; therefore, it is important to focus on cost effective promotional strategies and 

practices that affect sport-tourists’ self-perceptions (Deci & Ryan, 2002). Competent and 

self-determined –sport tourists perceptions related to “health benefits; to get fit” (mean value 

= 5.70), “prove to myself that I can do it” (5.64), “time improvement opportunities” (5.52), 
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“travel to interesting places” (5.43), and “opportunities to doing something unusual” (5.15) 

are very important elements for building a strong sport-event promotional strategy via 

increased participants’ involvement. 

Furthermore, in order to provide some greater depth to these findings and support 

managerial practice, the 4C’s concept (i.e. Choice, convenience, communication and cost) 

proposed by Lauterborn (1990) has been implemented. This way relevant marketing tactics 

may arise that would feed in specific sports-event marketing strategies (Constantinides, 

2006). Table 7 provides an overview of suggested marketing tactics and strategies. 

 

[Table 7 Here] 

 

Conclusions 

The main contribution of this research is that it tests a new framework that examines 

sport tourists’ participation in small-scale sport events. It also refines the measurement scales 

of the constructs proposed by Getz and Andersson (2010) into a set of items that is more 

relevant to small-scale sport activities. Most studies have investigated the relationship 

between motivations and involvement in large scale events such as mega events or major 

events (Absalyamov, 2015; Emery, 2010; Fourie & Santana-Gallego, 2011; C. Lee & Taylor, 

2005). Usually small scale event organizers do not have enough resources (Y. Lee, Kim, & 

Koo, 2016; Yolal, Gursoy, Uysal, Kim, & Karacaoğlu, 2016) to attract the athletes and the 

audience they wish, so they have to be very careful about what they offer and how they treat 

their participants as mistakes can lead to significant problems. That is one of the reasons why 

this study can contribute significantly to small scale event management tactics.  

The results suggest that marketing practice and strategy could be more successful if 

small scale events' organizers built a communication plan based on the motivation and 
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involvement factors that are the most attractive to the highly motivated sport-tourist. In our 

case, the four basic theoretical constructs comprising the proposed model can be transformed 

into a two-dimensional common space graphical model which the manager can use to 

identify the differences between the motivation and destination choice factors, as well as to 

identify which motivation and travel style characteristics are the highest. The use of those 

theoretical construct pairs can be a very a useful process for the development of specific 

customer oriented marketing programs through identification of differences among sport-

tourists. So, entertainment and festivities in the local area of the sport event destination can 

motivate the group of sport event visitors to visit the area because they may feel that this 

place is an interesting one where they can pursue exceptional or unusual activities. Overall, 

this research has shown that the constructs suggested by Getz and Andersson (2010) have 

similar applicability to the small-scale sport athletic events as well supporting a specific 

model structure. 

This study is not free of limitations. Testing of the causal model has been restricted to 

a highly localized setting. At the moment the SMF has only attracted Greek sport tourists and 

it was not possible to examine foreign sport-tourists’ motivations and involvement as a 

separate segment. New studies should include more locations within urban Greece, 

participants from other countries and other rural localities in Greece and overseas. Also, the 

findings of this study should be cross-checked in various international settings, scales and 

kinds of sports events (e.g. cycling). Furthermore, demographics such as age and educational 

level, as well as other social factors (e.g. social class) could serve as control or moderating 

variables in predicting sport-tourists’ involvement in future studies. Finally, this study 

utilized partial least squares technique; forthcoming studies could employ different methods 

and analyses, e.g. covariance-based structural equation modeling (CB-SEM) to check 

applicability of the proposed model at a medium or large-scale athletic event. 
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Table 1: Survey participant profile 
Gender Distance 

from SMF 

Family Status Highest Level of 

Education 

Age Employment 

Status 

Male: 75.8% < 10 km: 15.6% Single: 55.9% Primary: 4.6% < 18: 10.5% *FLP: 26.2% 

Female: 24.2% 11-50 km: 23.9%  Married,  

no children: 7.9% 

Intermediate: 6.8% 18-29: 29.5% **CS:16.3% 

 >50 km: 60.5%  Married  

with children: 32.6% 

High School: 34.2% 30-39: 33.8% PFE: 25.9% 

  Divorced: 3.3% College: 46.6% 40-49: 21.6% Student:14.0% 

             Widowed: 0.3% Master: 6.2% 50-59: 3.0% Retired: 1.7% 

   Ph.D.: 1.6% > 60: 1.6% Other: 15.9% 

Note: *FLP = Free-Lance Professional, **CS = Civil Servants, PFE = Private Firm Employee 

 

 

 
Table 2: Assessment of the final measurement model. 

Construct Item Mean (SD) Loading Std. error T-statistic CR AVE 

1. Destinations & events choices     0.843 0.576 

 Special travel & accommodation 
packages are provided (C48) 

 
4.49 (1.49) 

 
0.681 

 
0.0402 

 
6.482 

  

 Competitors receive great gifts (C49) 3.61 (1.57) 0.607 0.0395 4.630   

 Involvement of a major corporate 
sponsor (C412) 

 
3.42 (1.56) 

 
0.593 

 
0.0391 

 
5.093 

  

 It’s in a world class destination (C420)  

4.23 (1.23) 

 

0.734 

 

0.0363 

 

7.392 

  

 Entertainment available in the area 

(C422) 

 

4.52 (1.41) 

 

0.532 

 

0.0423 

 

2.661 

  

 The reputation & prestige of the event 
(C423) 

 
5.03 (1.25) 

 
0.596 

 
0.0312 

 
6.753 

  

 A party is included in the fee (C424) 4.61 (1.46) 0.597 0.0369 2.428   

 Timing every third minute & the result 
is sent as a text message (C425) 

 
 

3.60 (1.70) 

 
 

0.671 

 
 

0.0309 

 
 

4.209 

  

 The running event is part of Greek 
circuit (C426)  

 
4.37 (1.35) 

 
0.573 

 
0.0455 

 
3.062 

  

2. Travel styles      0.855 0.721 

Have you changed 
with regard to… 

Travelling far to events? (C31) 4.63 (1.84) 0.659 0.0239 9.427   

 Selecting events on the basis of 

destination attractiveness? (C33) 

 

4.58 (1.46) 

 

0.594 

 

0.0226 

 

8.377 

  

 Travelling to events by air? (C34) 3.20 (1.64) 0.562 0.0271 5.193   

 Travelling throughout the year? (C35)  

4.21 (1.63) 

 

0.768 

 

0.0210 

 

10.981 

  

 Going to international events? (C36) 3.66 (1.76) 0.696 0.0223 9.576   

 Combining events with holidays? (C37)  

4.65 (1.53) 

 

0.628 

 

0.0212 

 

7.875 

  

 Competing in prestigious events? (C38)  

4.36 (1.57) 

 

0.636 

 

0.0285 

 

6.158 

  

 Taking long trips? (C310) 4.53 (1.56) 0.628 0.0221 8.484   
3. Motivation      0.794 0.594 
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 Travel to interesting places (C28) 5.43 (1.25) 0.716 0.0393 8.650   
 Do something unusual (C29) 5.15 (1.27) 0.566 0.0557 3.352   

 To improve my time (C210) 5.52 (1.23) 0.584 0.0465 3.505   

 Prepare for more important events 
(C211) 

 
4.85 (1.47) 

 
0.741 

 
0.0655 

 
6.695 

  

 Prove to myself that I can do it (C213)  

5.64 (1.24) 

 

0.624 

 

0.0429 

 

5.563 

  

 For health benefits; to get fit (C218) 5.70 (1.19) 0.562 0.0446 3.661   

4. Involvement      0.781 0.678 

 Others probably say I spend too much 
time training for events (C17) 

 
4.06 (1.59) 

 
0.578 

 
0.0636 

 
3.253 

  

 Each year I spend a lot of money on 

running equipment (C112) 

 

3.99 (1.60) 

 

0.663 

 

0.0579 

 

5.409 

  

 Each year I spend a lot of money 

traveling to running events (C114) 

 

3.81 (1.67) 

 

0.799 

 

0.0407 

 

10.486 

  

 I read a lot about running in specialized 
magazines and books (C115) 

 
4.90 (1.67) 

 
0.759 

 
0.0531 

 
8.595 

  

Note: All t-statistics are significant at 0.01 level; AVE = average variance extracted. 

 

 

 
Table 3: Correlations among constructs of career trajectory model and with marker variable included.   

Factors INVOLV MOTIV TRAVST DESTEVCHOICE SPANXIETY 

INVOLV 1.000     

MOTIV 0.382 1.000    

TRAVST 0.233 0.283 1.000   

DESTEVCHOICE 0.273 0.461 0.316 1.000  

SPANXIETY -0.046 0.007 -0.036 -0.067 1.000 
Note: INVOLV: Involvement; MOTIV: Motivation; TRAVST: Travel styles; DESTEVCHOICE: Destinations & events choices; 

SPANXIETY: Sport performance Anxiety 
 

 

 
Table 4: Hypotheses testing and conclusions. 

Hypothesis Description Result 

H1 The set of reasons for selecting destinations and events is 

positively related to the involvement of sport tourists 

 

Not supported 

H2 Selection of destinations and events positively affects 

motivation of sport tourists to participate in sports events 

 

Not supported 

H3 Changes in the travel style of sport tourists positively 

affect the level of involvement in sports events 

 

Confirmed 

H4 Changes in the travel style of sport tourists positively 

affect their motivation to participate in sports events 

 

Confirmed 

H5 Changes in the travel style of sport tourists are positively 

related with the selection criteria of destinations and 

events 

 

Confirmed 

H6 The motivation of sport tourists to participate in sports 

events positively affects their level of involvement 

Confirmed 

 

 

 

 
Table 5: Effect size f2 values.    

Factors DESTEVCHOICE INVOLV MOTIV TRAVST 

DESTEVCHOICE  0.037 0.052  

INVOLV     

MOTIV  0.076   

TRAVST 0.096 0.087 0.051  
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Table 6: Dissimilarities based on Proximities table of PROXSCAL analysis.    

Factors INVOLV MOTIV TRAVST DESTEVCHOICE 

INVOLV 0.00    

MOTIV 0.668 0.00   

TRAVST 0.683 1.284 0.00  

DESTEVCHOICE 0.733 1.255 0.994 0.00 

 

 

 

 

 

 

 
Table 7. Practical implications: Conceptual relations between 4C’s and the involvement factors as the results of 

our study. 

Marketing actions per involvement affect 
          Involvement 

affect 
4C’s 

Destination Choice> 

Involvement 

Motivational aspects> 

Involvement 

Travel Style> Involvement 

Choice  

(Customer needs 

and wants) 

Create synergies with 

sponsors i.e., Greek running 

Circuit etc. or potential 

enterprises and 

entrepreneurs & partners 

(local and non-local 

enterprises, institutions, 

organizations), with the scope 

to offer for the sport-tourists 

many more attractive 

product choices or product 

packages about: a. 

accommodations, food & 

beverages, sport-event 

facilities and services, 

entertainment, retail, 

attractions & transport 

services.  

By designing the product and 

service offer give emphasis to sport 

tourists’ motivational aspects, and 

specially, to:  a. Healthy product 

and services offer i.e., like health-

oriented seminars for the sport 

tourists or offer to them healthy 

local food and beverages and 

advices for a healthy life style b. 

Unique & unusual service and 

product offer, like free of use local 

public and unique colored, 

transportation means.  Explain, c. 

how can athletes improve their 

skills -maybe also for another 

future running event- and, d. how 

to enjoy their visit in the place  

Take care of sport tourist facilities that may 

offer athletes more benefits during their trip 

(synergies with retail service offer partners, extra 

facilities and alternatives for the sport tourists, 

free information), because they like to travel far 

away for attractive destinations with 

interesting for them sport events. They enjoy 

that kind of destinations especially when they 

make their summer or winter vacations 

(holidays).  

Place 

Convenience 

(easy of buying, 

easy to visit and 

enjoy the place 

without problems) 

Give information to the sport-

tourists, about the: a. 

destination characteristics, 

the sport event terrain, the 

physical environment of the 

place and the local 

conditions, b. tickets, 

coupons, sport buying 

alternatives, the easiness to 

drive and park and other 

facilities and services to and 

in the area, c. the 

opportunities to stay, to 

check in and check out by 

the local accommodations, 

d. the special travel 

opportunities to buy special 

packages, and tickets for 

day and night 

entertainment, catering in 

local enterprises or special 

events in or near the sport 

Give information to the sport-

tourists, about the: a. opportunities 

to find more easy health products 

and services in or near the sport 

event area, b. support that the 

sport-tourists can have through e-

mails, teleconference tech, 

websites, blogs & social networks 

and the opportunity to be in 

contact with other members 

about the availability of special 

products and services, c. unusual 

things to do and were easier to 

find, enjoy or also to by the 

services, d. things to do to 

improve your time in the specific 

sport event area or near to the 

sport event local area, e. easiness 

to control the personal skills and 

to prove yourself because of the 

use of i.e., Wi-Fi appropriate and 

supportive for runners new 

Give information to the sport-tourists, about the: 

a. ways and opportunities to make more easy 

for them the combination between sport events 

and sport tourists’ holiday alternative activities 

and the related travel planning activities for 

them, b. time management opportunities (i.e., 

time to travel from the departure place to the 

arrival destination, time and facilities to travel to 

the sport destination, etc.) and also c. explain why 

the sport-tourist’s experience by travelling far 

away can be a unique for him experience (i.e., 

by explaining how they can prepare their travel 

plan better because of the more time they have on 

the plane or the train etc.), c. social recognition 

by word of mouse applications e.g., by selecting 

appropriate sport event destinations with 

attractions and other interesting special unique 

services or facility offers for them, i.e., by using 

easier to the arrival destination free or very 

suitable for their needs e-tech apps, or by 

enjoying the extra buying and shopping 

therapy opportunities they can have 
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event area technology  

Communication 

(win to win, give 

and take) 

Be creative by combining 

and building the promotion 

of the  place and event 

brands, also present due 

Ads the reputation of the 

event (i.e., history, place, 

facilities, attractions) and 

also the opportunity for 

social prestige that can be 

the outcome of tourists’ 

sport participation (social 

interaction & entertainment, 

party, special sport-tourist 

packages). For low cost 

communication purposes, use 

mostly the website and the 

related e-smart tech 

applications (tablets, smart-

TV, smart mobile phones, 

smart sport watches, PCs). 

Reinforce with promotion activities 

the sport-tourists about their 

benefits because of sport-tourists’ 

greater persistence.  

Invest on cost effective promotional 

strategies and practices that affect 

sport-tourists’ self-perceptions.  

Important benefits to promote are: 

health benefits, self-improvement, 

visit interesting for them places, 

being unusual  (use sales 

promotion i.e., coupons, discounts, 

radio, ads, press release, websites & 

direct mailing). For low cost 

communication purposes, use 

mostly the website and the related 

e-smart tech applications (tablets, 

smart-TV, smart mobile phones, 

smart sport watches, PCs). 

Advertising focusing on the benefits of sports that 

overcome the obstacles created originally i.e., 

because of sport-tourist travel cost perceptions 

e.g. The cost of effort due to the geographical 

distance of the event and the associated costs is 

replaced by the benefit of the beauty of nature 

and the landscape, the possibility of combining 

vacations, sports, competition and fun with 

friends and special athletes who can create a 

unique unforgettable experience for them (use e-

media, radio and printing material). For low cost 

communication purposes, use mostly the website 

and the related e-smart tech applications (tablets, 

smart-TV, smart mobile phones, smart sport 

watches, PCs). 

Cost  

(Cost to satisfy)  

Use of sport-tourist metrics 

(i.e., total value for money, 

value per level of 

involvement, perceived value, 

value per buying product 

item) for the evaluation of 

sport-tourists perceived cost 

based consumer buying 

behavior criteria. Give more 

emphasis to the above-

mentioned destination & 

product choice sport-tourist 

criteria, that are related 

with attractive for them 

product choices (special 

packages) and their related 

perceived cost measurement 

metrics e.g., a. 

accommodations, food & 

beverages, sport-event 

facilities and services, 

entertainment, retail, 

attractions & transport 

services. Evaluate and 

present the results and use 

them for marketing strategy 

managerial applications 

(i.e., explain your competitive 

pricing strategy per sport 

tourist destination choice 

benefit). 

Use of sport-tourist metrics (i.e., 

total value for money, value per 

level of involvement, perceived 

value, value per buying product 

item) for the evaluation of sport-

tourists perceived cost based 

consumer buying behavior 

criteria. Give emphasis to the 

above-mentioned motivational 

buying behavior sport-tourists’ 

criteria, namely the:  a. healthy 

product and services, b. unique & 

unusual service and product 

offer, c. information of how can 

athletes improve their skills -

maybe also for another future 

running event- and, d. how to 

enjoy their visit in the place. 

Combine the motivational criteria 

with perceived cost metrics and 

evaluate and present the results 

and use them for managerial 

applications. Evaluate and 

present the results and use them 

for managerial applications [i.e., 

explain to the sport-tourists your 

competitive pricing strategy per the 

above mentioned motivational 

aspect(s)].  

Use of sport-tourist metrics (i.e., total value for 

money, value per level of involvement, perceived 

value, value per buying product item) for the 

evaluation of sport-tourists perceived cost 

based consumer behavior criteria. Give 

emphasis to your pricing strategy to the above-

mentioned travel style buying behavior sport-

tourists’ criteria, namely the:  a. more benefits 

to the athletes during their long trip (synergies 

with retail service offer partners, extra facilities 

and alternatives for the sport tourists, free 

information), b. other benefits from traveling far 

away to attractive destinations with interesting 

for them sport events. C. benefits from the 

opportunity to combine their summer or 

winter vacations (holidays). Evaluate and 

present the results and use them for 

managerial applications [i.e., explain to the 

sport-tourists your competitive pricing strategy 

using the above mentioned travel style benefits]. 
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Figure 1: The proposed model with relevant hypotheses. 
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 Source: SMF 2013, Sfendami Pieria, Greece. 
 
 

Figure 2: Map of Greece, Pieria region and the Sfendami Mountain Festival; SMF 
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Figure 3: Final indicator structures for the latent variables included in the model. 
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Figure 4: Regression weights and squared multiple correlation coefficients of structural model. 
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Figure 5: Scree plot. 
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Figure 6: Common space presentation of the MDS analysis. 
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Appendix A: Measurement scales for motivation, destination & event choice, travel style, involvement (Getz 

and Andersson, 2010). 

 

Involvement Destination & event choice Motivation 

(C11) Without running I would be bored  (C41) A lot of prize money is awarded (C21) To challenge myself 

(C12) I really hate it when an event is 

poorly organized 

(C42) A low entry fee (C22) Improve my athletic ability 

(C13) The events I compete in say a lot 

about the kind of person I am 

(C43) Keeping my overall cost low (C23) Win prize money 

(C14) Others consult me about my 

expertise in running  

(C44) The larger the better (many 

participants) 

(C24) Be with my family or spouse 

(C15) I might lose valued friends if I gave 

up running 

(C45) My friends are also going (C25) Be with my friends 

(C16) Running takes up so much time it 

leaves little for other activities 

(C46) My spouse or family wants to go 

there 

(C26) Participate in a famous event 

(C17) Others probably say I spend too 

much time training for events 

(C47) The event is really well organized (C27) Be in a famous city or area 

(C18) Competing is a particularly 

pleasurable experience 

(C48) Special travel and accommodation 

packages are provided 

(C28) Travel to interesting places 

(C19) I would rather be a competitive 

runner/bicyclist than do any other activity  

(C49) Competitors receive great gifts (C29) Do something unusual 

(C110) It requires a lot of thought to 

select the best events to compete in 

(C410) The course is fast (C210) To improve my time 

(C111) I attach great importance to my 

target times 

(C411) It’s exclusive (difficult to qualify 

for) 

(C211) Prepare for more important 

events 

(C112)  Each year I spend a lot of money 

on running equipment 

(C412) Involvement of a major corporate 

sponsor 

(C212) Prove to others that I can do 

it 

(C113) I belong to a running  club or 

team 

(C413) I want a new event experience every 

time 

(C213) Prove to myself that I can 

do it 

(C114) Each year I spend a lot of money 

traveling to running  events 

(C414) A recommendation to attend the 

event from someone I trust 

(C214) Have fun!  

(C115) I read a lot about running  

specialized magazines and books 

(C415) The event gets a lot of media 

coverage 

(C215) For the thrill of it! 

Travel style (C416) It’s a very scenic, interesting route (C216) Raise money for charity 

Have you changed with regard to… 

(C31) Travelling far to events? 

(C417) The expected weather conditions 

are attractive 

(C217) Meet new people 

(C32) Travelling to many events? (C418) Small and intimate (few 

competitors) 

(C218) For health benefits; to get fit 

(C33) Selecting events on the basis of 

destination attractiveness? 

(C419) A party atmosphere surrounding the 

event 

 

(C34) Travelling to events by air? (C420) It’s in a world-class city or 

destination 

 

(C35) Travelling throughout the year? (C421) Everything I need to know is on a 

user-friendly website 

 

(C36) Going to international events? (C422) Entertainment available in the area  

(C37) Combining events with holidays? (C423) The reputation and prestige of the 

event 

 

(C38) Competing in prestigious events? (C424) A party is included in the fee  

(C39) Taking family along to events? (C425) Timing every third minute and the 

result is sent as a text message 

 

(C310) Taking long trips? (C426) The marathon is part of the Hellenic 

classic circuit 

 

 

 


