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Abstract - The research aimed to examine
the relationship between destination image, sports
involvement, quality of sport events, and travel
motives as antecedent factors to predict repeat visit
intentions of marathon events. Data were collected
using a quantitative, non-probability, purposive
sampling methods. The research instrument was
an online questionnaire which was distributed to
tourists and athletes who took part in running sport-
events. Data analysis method used Structural Equation
Modelling with Smart PLS 3.0. The test results show
that not all research hypotheses are accepted. Sport-
event quality (SQ) has a positive relationship but has
no significant effect on revisit intention (RI) from
repeated sporting events. The positive effect of travel
motive (TM) on the intention to revisit a repetitive
sporting event (RI) is proven. Travel motive (TM)
also has a positive and significant effect on destination
image (DI). Sports involvement (SI) has a positive
and significant effect on revisit intention (RI). The
same positive and significant effect is also shown in
the relationship between sports event quality (SQ) and
destination image (DI) variables. Revisit intention
(RI) of repeated sporting events was found to be
positively influenced by destination image (DI). There
is a significant indirect effect of sport-event quality
on intention to revisit repeated sporting events (RI),
mediated by destination image.
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I. INTRODUCTION

Sport has evolved from being a means of gaining
physical fitness into a large-scale and profitable
industrial event. Realizing this, many countries are
willing to invest heavily to be selected and maximize
the opportunity to host a respected sport event. As a
result, the management of sporting events has grown
exponentially in recent years (Priporas et al., 2018).

From a tourism perspective, organizing sport
events, especially in the form of recurring ones, is an
effective means of promotion, and the success of its
implementation will shape the nation's competitive
position (Fairley, Kellett, & Green, 2007) thus
giving birth to the term sport-tourism. The success
of organizing sport events on a recurring basis will
be able to become an economic stimulus (Schneider,
2009) since it brings economic benefits (and foreign
exchange) for the host country or region (Peri¢,
Vitezi¢, & Badurina, 2019).

There is an increase in the number of tourists
and the formation of positive perceptions and images
as a brand destination that is worthy of consideration
for the location and host country (Kaplanidou &
Gibson, 2010). This phenomenon is in line with the
characteristics of the modern economy which has
shifted from product-service-based to experience-
based from all events held (including atmosphere,
additional events) (Coetzee et al., 2019), even the
experience of obtaining and buying publications,
souvenirs, and gifts as well as the impression of local
culture (Dirsehan, 2012). Consumer involvement
and the ability to feel the uniqueness of certain tourist
destinations are also related to the presence of clear

137



and visual information on related tourist destinations
(Priporas et al., 2018).

Destination image is measured based on the
natural environment, atmosphere, and entertainment
(Chen et al., 2021). In general, the construction of
extraordinary experience gain (for sport events) is
outlined by Coetzee et al. (2019) in the form of a
holistic prima model that includes elements of design
and programming, physical organization, social
interaction, personal gain, symbolic meaning, and
communication. Moreover no less important is event-
service quality as an overall judgment of and attitude
toward the value of experience of an event attribute
(Chen et al., 2021).

The strength of the destination brand will result
in revisit intention, namely the tendency and intention
of tourists (and athletes as participants in the sports
being competed) to revisit locations and countries
that have successfully organized sport events. Revisit
intention can be analogized as repurchase intention
which reflects success, especially since the brand
requires the loyalty of its buyers for the survival
(Jeong, Yu, & Kim, 2020).

The embodiment of the revisit intention can
be in the form of interest, motivation, or intention to
visit is accompanied by the hope to get higher level
of satisfaction on the next visit (Yang, 2011). The
revisit intention is closely related to the satisfaction of
tourists (athletes) from previous visits as the emotional
response to and positive emotional association with
the outcome of an experience. The judgment itself
reaches after an evaluation and helps distinguish
between expectation and authentic experience (Chen
et al., 2021).

The benefits of revisit intention include: 1)
an opportunity to break away from daily routines;
2) relaxation; 3) means of social interaction; 4) the
realization of a certain prestige; 5) the embodiment
of prestige; 6) cultural and learning experiences; 7)
knowledge exploration. Meanwhile, the dominant
motive for female tourists is as an opportunity to
socialize, relax, and gain experience and opportunity
to explore culture and knowledge (Funk et al., 2007).

Revisit intention is influenced by various
essential antecedent factors in the form of images
and impressions obtained (Kaplanidou et al., 2012),
strong intentions and behavioural problems (Alegre
& Cladera, 2006; Kaplanidou & Gibson, 2010;
Kaplanidou et al., 2012), brand goals formed (Parent et
al., 2012), and consumption behavior (Woo-Sik et al.,
2016). Inconsistent results have been shown in several
recent years research and development of theories on
intention to revisit sporting events.

Sport-event quality is closely related to positive
responses and behaviors in the form of increasing the
frequency and intensity of participation, satisfaction,
engagement, commitment, and visitor loyalty
including tourists’ and athletes’ (Brady et al., 2006;
Chalip, Green, & Hill, 2003; Yoshida & James, 2011).
Sport event quality is the audience's perception of the
quality of the core product (sports) and secondary
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product of the main product (Foroughi et al., 2014
and Jin et al., 2015). These two types of perceptions
will shape the perception of consumer value, which
will have a significant impact on consumer intentions
and behavior to revisit the location and country of the
sport event organizer (Jin et al.,, 2015). Hence, the
hypothesis will be:

Hypothesis 1 (H): Sport-event quality has a positive
and significant effect on revisit intention.

Travel motives are an individual's inner state,
both in the form of beliefs, thoughts, and feelings, as
well as the needs and desires of tourists and athletes,
so they are considered as one of the most influential
factors (Li & Cai, 2012). These travel motives are
generated from attraction, the desire to revitalize
oneself, personal connections, site attributes, and travel
features (Van Der Merwe et al., 2011). Furthermore,
there are factors that motivate visitors, which
include: 1) the opportunity to adapt to the culture,
values, attitudes, and behavior that are typical of the
destination tourist destination; 2) a self-reflection; and
3) representation of tourists and athletes (Priporas et
al., 2018).

Several models that are often used as a guide in
empirical studies of travel motives include: 1) push-
pull (Dann, 1977); 2) psychocentric allocation (Plog,
1974); 3) the search for escape (Ross & Iso-Ahola,
1991); and 4) the career ladder model (Pearce & Lee,
2005).

Push and pull as the most used model consists
of: 1) internal factors as driving factors for tourists and
athletes to travel; and 2) pull factors in the form of
external incentives to direct tourists to certain tourist
destinations based on their features or attributes
(Hashemi et al., 2007). The hypothesis will be:

Hypothesis 2 (H,): Travel motives have a positive a
significant effect on revisit intention.

Sport involvement can be described as a
multifaceted construction which is the main component
in determining the certainty of participation in sporting
events, with hedonic and symbolic value content in it
(Beaton et al., 2011) and is assessed as part of sports
motivation in the Psychological Continuum Model
(Funk et al., 2017) which uses a psychological scale
as the basis for measurement. Participants (athletes)
with a stronger level of psychological relationship
with sport events will have a higher level of sport
involvement (Filo et al., 2013; Priporas et al., 2018).
Hence the hypothesis will be:

Hypothesis 3 (H,): Sport involvement has a positive
and significant effect on revisit intention.

Factors that determine the quality of sporting
events are: 1) the quality of access, accommodation,
venues and matches (Shonk & Chelladurai, 2009); 2)
the quality of the physical environment, interactions,
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and outcomes (Theodorakis, Kaplanidou, &
Karabaxoglou, 2015), and 3) the activities, attractions,
facilities, and additional services provided (especially
for athletes). The details of these factors are in line
with the assertion of Foroughi et al. (2014) that the
quality of sport events is largely determined by the
sub-dimensions of the core product (performance and
operating time) and secondary products (entertainment
areas and daily necessities services) (Foroughi et al.,
2014). In general, it is believed that there will be a
positive and significant relationship between service
quality during sport events and destination image
(Moon et al., 2011), even service quality is the main
determining factor for sports event visitor satisfaction
(Lee et al., 2018). Thus the hypothesis will be:

Hypothesis 4 (H,): Sport-event quality has a positive
and significant effect on destination image.

From results of research on the influence of
travel motives and impressive tourism on destination
image, it is evident that these two variables influence
destination image (Dagustani et al., 2018). Other
research also proves that travel motives have positive
relationship with tourists' perceptions and attitudes
towards certain tourist destinations (Pereira, Gupta, &
Hussain, 2019). Thus, the hypothesis will be:

Hypothesis 5 (Hy): Travel motives have a positive a
significant effect on destination image.

Destination image is a direct antecedent of
perceived quality, satisfaction, and intention to
repurchase the quality and satisfaction obtained (Bigné
et al., 2001). Chen and Tsai (2007) and Pratmaningsih
et al. (2014) state that destination image have direct
and indirect impacts on revisit intention. Therefore,
the image of the destination serves as a component
in the psychological continuum model, It will have
an impact on the beliefs and tastes of tourists, which
provides benefit to the host of the sport event organizer.
The psychological continuum model is able to explain
the image associated with the host's destination, and
sporting events are positively related to the attachment
and loyalty of tourists and athletes (Zhang et al.,
2019), so that the perception of tourists will increase if
the frequency of their visits increases (Pratminingsih,
2014).

The destination image scale consists of cognitive
and affective aspects, and consists of 15 measurement
items including the quality of sporting events, shopping
facilities, accommodation quality, and related location
safety (Jeong & Kim, 2020) as well as reflections of
expectations for tourist destinations (Crompton, 1979;
Chen & Funk, 2010)

Factors that influence the image of a destination
are (1) financial factors such as low entry fees, the
amount of prize money, and low overall costs; (2)
personal factors such as friends who are leaving
or a partner-family wanting to visit the site; and (3)
management factors including whether the event is
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well organized, has exclusive features (difficult to
qualify), provide special travel and accommodation
packages, or receives a lot of media coverage (Priporas
et al., 2018).

Revisit intention is the intention and desire
to repeat a visit to a certain destination, within a
certain period of time, which is closely related to
the destination image, perceived quality, perceived
value, and satisfaction from previous visits (Stylos et
al., 2016). In addition to these intentions and desires,
the reflection of revisit intention is in the form of a
willingness to recommend related destinations to
other parties (Allameh et al., 2015) and such word-
of-mouth marketing enables potential tourists to
accumulate knowledge about a destination (Jeong et
al., 2020).

Better destination image, which is also the
accumulation of beliefs, ideas, and impressions, leads
to higher revisit intention (Kotler et al. in Lopes,
2011). Therefore, the hypothesis is formulated:

Hypothesis 6 (H,): Destination image has a positive
and significant effect on revisit intention.

Destination image is a form of individual
mental representation in the form of knowledge
(beliefs), feelings, and overall perceptions about
a particular tourist destination (Crompton, 1979;
Fakeye & Crompton, 1991). Destination image, which
is reinforced by the motivation to vacation, is rated
as one of the main factors influencing motivation and
behavioral intention (Getz & Andersson, 2010; Filo et
al., 2013; Lee et al., 2005).

Since sport-event quality is also determined
by the quality of matters not directly related to
competitive activities, it is necessary to pay attention to
non-sports matters such as accommodation facilities,
attractiveness of cultural attractions or historical
heritage, and available sports facilities combined
with profile descriptions of related tourist destinations
(Kaplanidou & Gibson, 2010).

A well-maintained destination image plays an
important role in mediating sport-event quality, travel
motives and revisit intentions, which implies a promise
of safety, comfort, and convenience. Destination image
is also much determined by the quality of service
during sport events (Moon et al., 2013). In general, the
destination image, which consists of affective, mental,
and unique images, has a positive and significant
effect on revisit intention (Bhat & Darzi, 2018) and
tourist satisfaction (Huang et al., 2015). Hence, the
hypothesis is formulated:

Hypothesis 7 (H,): Sport-event quality and travel
motives together through destination image as
mediating variable have a positive and significant
effect on revisit intention.

Based on the various descriptions and research
results, the research model is described in Figure 1.
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Figure 1 Hypothesized Model: Sport Event Quality, Travel
Motives, Sport Involvement, Destination Image, and
Revisit Intention
(Source: Author, 2021)

II. METHODS

The research intends to prove the link between
several factors to influence the formation of revisit
intention, i.e., sport event quality, destination image,
travel motives, and sport involvement. This is a survey
research since data collection procedure is conducted
by distributing questions or statements to respondents
in written form. A questionnaire is developed to collect
data from participants who join various recurring
marathon events located in Indonesia, so the research
includes non-probability sampling and purpose
sampling since specific criteria of respondents has
been set.

The questionnaire is administered through
online survey to assess participants. Survey research
was conducted in June 2020 before the COVID-19
pandemic entered Indonesia, by collecting data through
giving questions or statements to respondents in online
survey form distributed through Jakpat online survey
platform. The questionnaire was developed to collect
data from Jabodetabek (Jakarta, Bogor, Tangerang,
Depok, and Bekasi) random runner community such
as Indo Runners and running participant who joined
various recurring marathon event held in 2013-2019.
The requirement for respondents of the research are
that they have participated in a marathon recurring
sport event. Furthermore, 500 questionnaires are
distributed with response rate of 63,2% with 316
responses returned.

To measure the variables, five-point scale
questions are developed (l=strongly disagree;
2=disagree; 3=neutral; 4=agree; 5= strongly agree).
Sport event quality is measured by three primary
dimensions, which are physical environment quality,
interaction quality, and outcome quality (Alexandris
et al., 2004; Nicholas et al., 2015). Travel motives
is measured by seven dimensions which include
socialization, escape, prestige, relaxation, cultural
experience, knowledge exploration, and cultural
learning (Funk et al., 2007). Destination image is
developed based on the estimation or understanding
of region characteristics and is measured by 18 items
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including socioeconomic environment, atmosphere,
natural environment, affective image, and cultural
environment (Chen & Tsai, 2007; Jeong & Kim, 2019).
Sport involvement is measured by five dimensions,
namely mundane-fascinating, valuable-worthless,
not needed-needed, involving-not involving, and
important-not important (Funk et al., 2007). Revisit
intention is measured by respondent decision about
the likeness to revisit the same destination (Funk,
2010) or the willingness to recommend others about
the destination (Chen & Tsai, 2007; Sato et al., 2018)

In conducting data analysis, the research uses the
Structural Equation Modeling (SEM) equation model
using SmartPLS version 3.0 software. This approach is
an alternative to the SEM approach with the covariance
base being the variance basis. Through this approach,
the prediction of the relationship between constructs is
carried out through three stages: 1) the outer model, 2)
the inner model, and 3) hypothesis testing.

III. RESULTS AND DISCUSSIONS

In Table 1, profile of 316 respondents show that
62,03% of our respondents is male. As the object of
research, the respondents come from millennial age
group (26-35 years), who are also the main enthusiast
of the sport-event marathon. The respondents are
dominantly employees.

Table 1 Profile of Respondents

Category Frequency Percentage (%)
Gender
Male 196 62,03
Female 120 37,97
Age
15-25 109 34,50
26-35 144 45,57
36-45 50 15,82
>46 13 4,11
Profession
Student 39 12,34
Employee 189 59,81
Own Business 36 11,40
Other 52 16,45

Sources: Researcher (2021)

In carrying out the analysis with SEM approach,
the outer model is first analyzed to ensure the validity
and reliability of the instruments in the measurements
made. This is done by looking at the results of the
convergent validity and discriminant validity values.
The convergent validity value shows the results
of the loading factor on the latent variable with the
indicators in the research with the expected value >

The Winners, Vol. 22 No. 2 September 2021, 137-146



0,7. In addition, discriminant validity which is the
value of the factor, is also considered by comparing
the Average Variance Extracted (AVE) value of each
variable construct with the correlation between other
variable constructs in the model. The discriminant
validity is declared good if the AVE of each construct
gets a value higher than 0,5. As provided in Table 2, all
variables of discriminant validity are valid with AVE
value of each construct higher than 0,5. Table 2 shows
that all values for the outer loading factor are above
0,7 which indicates that all research data are reliable.
Table 3 and Table 4 show the discriminant
validity of the data, as seen from the cross-loading value
of each measuring instrument which is greater than the

cross-loading for other latent variables. The results of
Forner Larcker's criteria analysis (Table 5) also show
that all construct values are greater than the correlation
value between latent variables. The measurement of
internal consistency uses the results of the composite
reliability and AVE analysis previously presented in
Table 2, where for all variables, the composite variable
value is more than 0,7 and the AVE value is more than
0,5. In general, the results of the analysis presented
in Table 2 to Table 5 indicate that the outer model is
valid. In processing the data, some indicator variables
are omitted, in accordance with the designation of the
PLS SEM method to test exploratory and predictive
theories.

Table 2 Reliability and Convergent Validity of Different Constructs

Variable Cronbach’s rho A Composite Reliability Average Variance

Alpha Extracted (AVE)
Destination Image (DI) 0,960 0,961 0,964 0,675
Revisit Intention (RI) 0,901 0,903 0,931 0,772
Sport Involvement (SI) 0,937 0,938 0,947 0,665
Sport Event Quality (SQ) 0,948 0,948 0,955 0,657
Travel Motives (TM) 0,914 0,915 0,930 0,624

Sources: Researcher (2021)

Table 3 Outer Loadings

Variable DI RI SI SQ ™
DI 10 0,828

DI 12 0,891

DI 13 0,876

DI 14 0,827

DI 15 0,789

DI 16 0,804

DI 17 0,781

DI 18 0,773

DI 2 0,816

DI 3 0,792

DI 5 0,834

DI 6 0,843

DI 7 0,818

RI 1 0,905

RI 2 0,864

RI 3 0,897

RI 4 0,846

SI 1 0,729
SI 2 0,825
SI 3 0,833
SI 4 0,841
SIS 0,854
SI 6 0,822
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Table 3 Outer Loadings (Continued)

Variable DI RI SI SQ ™
SI 7 0,810

SI 8 0,834

SI 9 0,784

SQ 10 0,755

SQ 11 0,777

SQ 2 0,791

SQ 3 0,811

SQ 4 0,819

SQ 5 0,845

SQ 6 0,823

SQ 7 0,849

SQ 8 0,825

SQ 9 0,801

SQ 1 0,815

T™ 12 0,801
T™ 13 0,822
T™ 14 0,775
T™ 15 0,774
T™_16 0,776
T™ 17 0,792
TM_ 18 0,793
T™_ 19 0,786

Sources: Researcher (2021)
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Table 4 Discriminant Validity for Different Items-Cross Table 4 Discriminant Validity for Different Items-Cross

Loading Results Loading Results (Continued)

Variable DI RI SI SQ ™ Variable DI RI SI SQ ™
DI 10 0,828 0,631 0,571 0,582 0,605 SI_7 0,528 0,512 0810 0496 0,603
DI 12 0,891 0,726 0,637 0,657 0,682 SI 8 0,675 0,597 0,834 0,585 0,673
DI 13 0,876 0,712 0,611 0,637 0,653 SI 9 0,619 0,510 0,784 0,488 0,635
DI 14 0,827 0,650 0,542 0,598 0,599 SQ 10 0,641 0,567 0,630 0,755 0,628
DI 15 0,789 0,649 0,609 0,601 0,681 SQ 11 0528 0572 0516 0,777 0,507
DI 16 0,804 0,593 0,525 0,566 0,588 SQ_2 0,521 0,563 0,519 0,791 0,502
DI 17 0,781 0,599 0,528 0,559 0,583 SQ_3 0,571 0,555 0,523 0,811 0,572
DI 18 0,773 0,613 0,595 0,522 0,641 SQ_4 0,579 0,553 0,513 0,819 0,529
DI 2 0,816 0,686 0,588 0,622 0,660 SQ_5 0,590 0,567 0,535 0,845 0,537
DI 3 0,792 0,618 0,664 0,601 0,696 SQ_6 0,588 0,518 0,506 0,823 0,525
DI 5 0,834 0,690 0610 0,597 0,651 SQ_7 0,631 0,577 0,590 0,849 0,587
DI 6 0,843 0,699 0,597 0,612 0,647 SQ 8 0,604 0,515 0,570 0,825 0,574
DI 7 0,818 0,615 0,593 0,594 0,658 SQ.9 0,595 0,594 0,523 0,801 0,583
RI 1 0,723 0,905 0,661 0,672 0,656 SQ_1 0,616 0,612 0,544 0,815 0,565
RI 2 0,741 0,864 0,602 0,610 0,643 T™ 12 0,596 0,530 0,562 0,541 0,801
RI 3 0,679 0,897 0,632 0,613 0,608 T™M 13 0,639 0,535 0,567 0,539 0,822
RI 4 0,649 0,846 0,650 0,544 0,548 T™ 14 0,677 0,638 0,579 0,593 0,775
SI 1 0,571 0,642 0,729 0,602 0,507 T™ 15 0,596 0,647 0,585 0,561 0,774
SI 2 0,605 0,573 0,825 0,531 0,598 T™M 16 0,661 0,582 0,601 0,568 0,776
SI 3 0,570 0,619 0,833 0,569 0,555 T™™ 17 0,605 0,530 0,536 0,520 0,792
SI 4 0,568 0,610 0,841 0,562 0,551 T™M 18 0,572 0,436 0,562 0,494 0,793
SI 5 0,577 0,607 0,854 0,560 0,584 TM 19 0,574 0,485 0,574 0,503 0,786
SI 6 0,560 0,608 0,822 0,506 0,620

Sources: Researcher (2021)

Table 5 Forner-Larcker Criterion for Different Construct in a Correlation Matrix

Variable DI RI SI SQ ™
Destination Image (DI) 0,822
Revisit Intention (RI) 0,796 0,878
Sport Involvement (SI) 0,719 0,724 0,815
Sport Event Quality (SQ) 0,727 0,696 0,671 0,810
Travel Motives (TM) 0,782 0,700 0,724 0,687 0,790

Sources: Researcher (2021)

Table 6 Result for Different Path Coefficients of the Structured Model

Variable Original Sample Sample Mean Standard Deviation T Statistics P Values
DI > RI 0,420 0,442 0,082 5,128 0,000
SI ->RI 0,257 0,244 0,070 3,654 0,000
SQ -> DI 0,363 0,372 0,060 6,035 0,000
SQ ->RI 0,120 0,122 0,066 1,809 0,071
™ -> DI 0,540 0,541 0,062 8,762 0,000
T™ ->RI 0,139 0,136 0,059 2,348 0,019

Sources: Researcher (2021)
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Table 6 provides the results of the analysis of
the inner model or structural equation model to test the
significance of the independent latent variables. The
value of t-statistics is calculated through bootstrapping
by re-sampling multiplication data from the existing
sample to meet the statistical rules. Meanwhile, re-
sampling for 1.000 iterations (Kamel & Broc, 2018)
is carried out based on the results tabulated in Table 5.

From the test results, not all research hypotheses
are accepted, namely H, which is not supported by this
structured model. It is proven that sport-event quality
(SQ) has a positive relationship but has no significant
effect on revisit intention (RI) from repeated sporting
events, which is reflected in the value of = 0,120,
t-value = 1,809, and p > 0,001. The research confirms
a positive relationship between sport-event quality
and revisit intention (Jin et al., 2015; Alsawafi, 2017)
although sport-event quality does not always have a
significant direct impact on the intention to participate
in a repeated sporting event. The significance of the
weak influence can be possible since the sport-event
quality is perceived only as a part of consideration
factor to return to the event, especially for millennials
as the majority respondents of the research.

The positive effect of travel motives (TM)
on the intention to revisit (RI) a repetitive sporting
event is proven empirically based on the statistical
significance of the path coefficient (B = 0,139, t
value = 2,348, p < 0,001). Travel motives (TM) also
has a positive and significant effect on destination
image (DI) (B = 0,540, t-value = 8,762, p < 0,001),
thus H, and H; are supported. This shows that travel
motives are one of the factors that encourage running
enthusiasts to return and visit the recurring sporting
events. Aspects of cultural experience, knowledge
exploration, and cultural learning become motivations
that encourage respondents to return to visit the event.
This characteristic confirms that millennial sport
tourists are driven by factors such as escaping from
daily routine, exploring, sensationalizing, challenging,
and stimulating adrenaline (IJspeert & Hernandez-
Maskivker, 2020) In addition, travel motives are also
perceived to be the reinforcement of the destination
image for the event he visited again (Dagustani et
al., 2018). The positive relationship between travel
motives and destination image also shows that aspects
of travel motives form a cognitive image or an affective
image which in turn will encourage revisit intention
from respondents (Khan, Chelliah, & Ahmed, 2017).

Forthe sports involvement variable, the results of
the statistical model show that sports involvement (SI)

has a positive and significant effect on revisit intention
(RI) (B = 0,257, t value = 3,654, p < 0,001), thus H,
is verified. Sport involvement as a psychological
scale as the basis for measurement indicate that
respondents who are running enthusiasts have higher
sport involvement. It is seen as psychological value
with hedonic and symbolic value content in it (Beaton
et al., 2011; Filo et al., 2013; Priporas et al., 2018).
The result also show the importance of understanding
the psychological value of running enthusiasts to have
revisit intention of recurring sport event (Mason et al.,
2019).

Similar positive and significant effect is also
shown in the relationship between sport event quality
(SQ) and destination image (DI) variables (f = 0,363,
t-value = 6,035, p < 0,001). These results support
H,. Revisit intention (RI) of repeated sporting events
is found to be positively influenced by destination
image (DI) (B = 0,420, t-value = 5,128, p < 0,001),
thus H, is supported. The relationship between sport-
event quality and destination image affirms previous
research that indicate service quality during sport
events as the main determining factor for visitors’
satisfaction, which leads them to revisit behavioral
intention (Kim et al., 2018). Furthermore, sport-event
quality could contribute to co-create or create more
value in the process of building destination image to
attract visitors (Fam et al., 2020).

The mediation test is conducted to assess the
indirect effect of travel motives (TM) on destination
image (DI) and intention to return to a sport event (RI),
as well as the indirect effect of sport-event quality
(SQ) on destination image (DI) and intention to revisit
sporting events (RI).

Table 7 shows the significant indirect effect of
travel motives (TM) on intention to revisit a recurring
sporting event (RI) under destination image as a
mediating variable (B = 0,226, t value = 4,573, p <
0,001).

Table 7 shows that there is a significant indirect
effect of sport-event quality on intention to revisit
repeated sporting events (RI), mediated by destination
image (B = 0,152, t value = 3,553, p < 0,001). The
results prove that H. is accepted. Therefore, the result
affirms that a well-maintained destination image plays
an important role in mediating sport-event quality,
travel motives, and revisit intentions (Moon et al.,
2013; Huang et al., 2015; Bhat & Dharzi, 2018).
Destination image as mediating variable also confirms
that it can predict and influence future behavior (Kim,
2017).

Table 7 Indirect Effect of Destination Image as Mediating Variable on Revisit Intention

Variable Original Sample Sample Mean Standard Deviation T Statistics P Values
TM -> DI -> RI 0,226 0,239 0,050 4,573 0,000
SQ -> DI ->RI 0,152 0,165 0,043 3,553 0,000
Sources: Researcher (2021)
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IV. CONCLUSIONS

The research aims to examine the relationship
between sport-event quality, travel motives, sport
involvement, and destination image (either directly or
as a mediating variable between sport-event quality
and travel motives) on revisit intention. The research
is also to gain more comprehensive understanding on
theory about how to create future behavioral intention
from sport tourist on running sport event especially
the recurring ones.

As theoretical contribution, the research
proves that all those antecedents have a positive and
significant influence, except for sport-event quality
which has insignificant influence of future revisit
intention. The result also contributes to prove that
the mediating role of destination image can lead to
future behavioral intention. In behavioral aspects, the
results prove that the respondents, who are tourists
and running enthusiasts, do not view the quality of
sport as a top priority. They pay more attention to their
participation in these sport events and their destination
image in determining revisit intention. In other words,
sport event participants are not dominated by actual
athletes, but the public who treat sport-events as a part
of tourism and are triggered by psychological motives.

As managerial contribution, the research
provides managerial implication for sport event
organizers, destination managers, and sport tourism
marketers. First, sport event organizers should pay
more attention to other factors besides sporting
activities, which specially attract more visitors who
come to sport events as psychological moments. In
addition, event organizers are suggested to gain more
understanding about visitors’ motives such as escaping
from daily routine, exploring, sensationalizing,
challenging, and stimulating adrenaline for millennials
sport tourist. Second, destination manager should
pay more attention to build their environment so
that sport tourists perceive the event as attractive
destination. Third, marketer should consider
millennials as important segment of sport tourists and
grab their attention through attractive sport marketing
communication which leads to psychological motives
and values.

The research has its limitation since it is
conducted online during pandemic COVID-19, so
the respondents’ perceived image and values may not
be representative after the running event is done. The
respondents are limited only to the runner participants
of the recurring event, which do not include the
spectator. For improvement, further research should
consider expanding the research variables by adding
the types of sports included as the main product of sport
events, consider the spectator as research respondents
especially during the COVID-19 pandemic, and
incorporate elements of virtual tourism as a research
basis. In addition, questionnaires can also be used and
elaborated for further research development.
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