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Sport event is a main driver that generate large proportion of income of sport 

tourism industry which is a growing sector of global tourism industry. However, it 

remains relatively untapped research in Thailand. Triathlon event is chosen as a case 

study for this research as it is becoming very popular in Thailand, yet there is no 

research being done. The scope of the study has been defined by the following research 

objectives (1) To access the level of Thai triathletes’ perceptions towards the sport event 

elements, destination attributes, event service quality, satisfaction and behavioural 

intention to revisit the sport events in Thailand, (2) To investigate the components of the 

sport event elements, destination attributes, and event service quality of the sport events 

organized for Thai triathletes, and (3) To examine the effects of sport event elements, 

destination attributes, event service quality, and satisfaction on behavioural intention to 

revisit of Thai triathletes to the sport events held in Thailand. 

Derived from the review of related studies of relevant theories and literatures, a 

questionnaire was built and distributed in online channel. 371 sets of questionnaire from 

Thai active sport tourists who have attended triathlon events in Thailand were analysed. 

The responses were then analysed with descriptive and inferential methods including 

exploratory factor analysis (EFA), confirmatory factor analysis (CFA), and structural 

equation modelling (SEM). The descriptive analysis demonstrated a good level of Thai 

triathletes’ perceptions towards sport event elements, and destination attributes, 

furthermore, a very good level of Thai triathletes’ perceptions towards event service 

quality, satisfaction and behavioural intention to revisit are verified. The structural 

model developed from the analysis was confirmed by good model fit indices: P-
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value=0.089, χ2/df=1.215, GFI=0.967, AGFI=0.954, CFI=0.993, RMSEA=0.024, 

RMR=0.018. Sport event element and destination attribute detected no direct 

relationships towards satisfaction and revisit intention whereas event service quality 

posed direct relationships towards satisfaction and revisit intention. However, sport 

event element, destination attribute, and event service quality all indirectly influence on 

revisit intention mediated by tourist satisfaction. 
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CHAPTER 1 

 

INTRODUCTION 

This thesis under the title of Exploring Casual Factors of Active Sport 

Tourists Affecting the Revisit Intentions to Sport Event Participation in Thailand 

started with an intention to study on how to develop sport event tourism industry in 

Thailand in an aspect that benefits the most of the sectors of the events. This chapter 

presents the underlying rationales why this topic is suitable to be studied for 

accomplishing the initial aim, and the overall research concept guiding how the 

research is processed over and done with. Nine parts of this chapter include (1) 

background of the research, (2) research justifications, (3) research gaps, (4) research 

objectives, (5) research hypotheses, (6) research outcomes, (7) scopes of the research, 

(8) key terminologies, and (9) summary of the chapter. 

 

1.1 Background of the Research 

With valuable natural resources, dramatic beautiful landscapes, renowned 

hospitality and value for money, Thailand is always ranked in the world top tourist 

destination that can attract more than thirty millions of international inbound tourists 

in a year (Ministry of Tourism and Sports, 2018). Sport tourism is a fast-growing 

industry which contributes 7.68 billion dollars in the global travel industry in 2012 

(Sonne, 2016). Ministry of Tourism and Sports (2016) mentioned that the ministry has 

accelerated the development of Thai tourism industry into five centres in the five 

areas comprising of sport tourism, medical and wellness tourism, wedding and 

romance tourism, maritime tourism, and ASEAN connect. The past decade has 

showed a massive popularity of sport event tourism in Thailand resulting in an 

increasing number of both large-scale and small-scale events, and also the number of 

participants. The main drivers of the popularity may include, but not limited to, health 

awareness trend, advancement of sport technologies and innovations, accessibility to 
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news and information that enhance the intensity of sport event tourism industry, the 

promotion of sport events by several sectors, the new form of sport tourism 

participation (e.g. e-sport), and more participation in providing sport tourism services 

of events’ volunteers (Ministry of Tourism and Sports, 2017).  

As sport tourism is one of the sectors that Thai national organizations keep 

attention on, it has been put in national policy for development which is planned to 

conduct in several ways. For example, department of Tourism has developed the 

“National Sports Development Plan” over the decades where the latest version has 

launched the 6th edition as a plan for year 2017-2021. In 2016, 100 million Thai Baht 

had been spent to grow the sport event sector by the Ministry of Tourism and Sport’s 

marketing budget (Sonne, 2016). Surprisingly in 2018, Thai government spent the 

same amount of money to support only one event, the Moto GP 2018, and 

unmentioned amount to support the burgeoning industry in a whole 

(Thawornprapasawat, 2018). In October 2018, the first MotoGP was organized in 

Burirum provice of Thailand and 3,100 million baht was generated during the event in 

which 329 million baht has been collected as tax to the government (Thailand 

Convention & Exhibition Bureau (TCEB), 2018b). Thansettakij Multimedia (2017) 

has reported the expression of Mrs. Kobkarn Wattanavrangkul, Former Minister of 

Tourism and Sports about the ministry’s strategy “We plan to create Thailand as a 

sports hub, focusing on organizing mega event, world & international games, and 

local event. In addition, it has promoted a variety of sports training facilities and 

throughout the year events to be regional hub in ASEAN to create Thailand as a 

sports dream destination.”  

More than 18 million people in Thailand began to turn their attention to join 

sport event tourism and began to attend the sport events on their own rather than only 

watching on televisions or social media resulting to more participants at sport events 

in Thailand and neighbouring countries such as Malaysia, Hong Kong, Singapore that 

the same statistics appear (True ID.net, 2018). At sport events, there are two main 

types of participants which are active participants (players), and passive participants 

(spectators) in which each sport event involves a different scale of the two types of 

participants (Hallmann, Kaplanidou, & Breuer, 2010). This research focuses on sport-

for-all events which non-professional athletes who do not play sports for career can 
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join making more active participants at this type of events, for example, marathon 

running and triathlon. Rut Jirojvanichakorn, the managing director of Mice and 

Communication Company who is the organizer of the five-stars ranked marathon 

running in Thailand; the Bangsean marathon, mentioned that each sport tourists 

normally have at least 20,000 – 30,000 Thai baht in their pocket, spend at least three 

days before a race, and stay for few more days for a recovery. Moreover, they prefer 

to travel in a big group together with family or friends and stay in three-starred hotel 

and higher (Kalaya, 2018). A survey by Thailand Department of Tourism has reported 

the total revenue generated from sport tourism in Thailand in 2016 combined from 

three main purposes of joining sport tourism as the following; 527 million baht 

received from organizing international sport events, 2,080 million baht received from 

the spectators, and 18,395 million baht from active sport activities such as diving, 

Thai boxing, and golf. In total, 21,003 was the recorded revenue in 2016. However, 

the report has indicated that there might be a twice revenue from organizing 

international sport event if there is a systematic data collection process (Department 

of Tourism, 2018).  

Apart from the revenue concerned, it cannot be denied that sport event is a 

key driver for creating huge awareness for destinations in Thailand. Thailand is a top 

tourist destination as a country with few popular cities to go in the eyes of foreigners 

such as Bangkok, Phuket, Chiang Mai, etc. However, sport events can create tourists’ 

awareness to unknown cities, for example, Chom Bueng Marathon in Ratchaburi, 

Toyota Tri League at Bangsean and Sattahip cities in Chonburi, and international trail 

running in forest areas. 

This research has chosen triathlon as a model to study for sport events type 

that has more active participants than passive participants. Triathlon is an activity that 

combines swimming, cycling, and running in one event continuously. There are many 

variations of triathlon in term of distances of each sports and participants can 

complete as an individual event or a team event (Triathlon NSW, 2019). Triathlon 

requires athletes to spend a lot of time to practice seriously and budget around 

200,000 Thai Baht for the whole gear set. Moreover, athletes need to pay at least 

2,000 Thai Baht for a ticket of each event exclusive of accommodation and other trip 

spending (Nimitkullaporn, 2018). In the same way as marathon running, numerous 
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events for this type of sport occur quite often; weekly for marathon and monthly for 

triathlon. Nevertheless, there is countable sport event in Thailand that has enough 

reputation for attracting foreigners flying overseas to join the race and stay longer for 

travelling. Several triathlon challenges have been sponsored by national organization 

since its very first time organized, for example, Challenge Family, and Toyota Tri 

League. Furthermore, leading international triathlon brands have chosen Thailand as 

one of their race stage which means that Thailand as a destination has a very big 

potential for developing a great triathlon brand. Ironman, a worldwide sport branding, 

sell their patent to a trusted Thai organizer to organize Ironman triathlon in Thailand 

revealing the high potential of Thai triathlon event organizers. Thailand Triathlon 

Federation (TTF) a member of Asian Triathlon Confederation is a non-profit 

organization supporting Thailand triathlon industry in all aspects such as providing 

free training class, organizing low ticket fee competition events, or supporting 

professional triathlon teams. 

 

1.2 Research Justifications 

This research has selected the topic where event elements, destination 

attributes, event service quality, satisfaction and intention to revisit sport event in 

Thailand of Thai active sport tourists are the concern. With an intention to find a tool 

to develop the sport event tourism industry in Thailand in which using triathlon events 

as a model for the study, this section will explain why this research should be done in 

this way. 

Sport event tourism, nowadays, has contributed to Thai tourism industry in a 

big scale where organizing sport events can create large revenue to the country 

including the government, the local businesses, and extra employment during the 

events, etc. The “6th National Sports Development Plan (2017-2021) aims to develop 

the sports industry in all aspects to add value to Thailand tourism industry and 

economy in a whole (Thailand Convention & Exhibition Bureau (TCEB), 2018a). As 

also mentioned in the previous section, sport event is the burgeoning industry 

Thailand owned with large potential in all aspects. However, there was no research 

evidence of Thailand sport event specifically.  
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In order to develop the Thailand sport event industry, several factors have to 

be concerned. Customers’ revisit behaviour to the events is indeed an important factor 

as it creates repeat revenue to the industry. Focusing on triathlon events, revisiting to 

an event would fulfil the gap of triathlon participants in Thailand who do not rely on 

attending an event based on a brand or a destination, but the characteristics or 

components of the event and the destination is favor. Based on the background 

research of this research on revisit intention, three important research components 

model are highlighted by any researchers worldwide. Destination attributes and 

destination image of sport events venue has been studied to determine the effect 

towards revisit intention (Boit & Doh, 2014; N. Chen & Funk, 2010; Dongfeng, 2013; 

D. C. Funk, Toohey, & Bruun, 2008; Hallmann, Zehrer, & Müller, 2015; K. 

Kaplanidou & Vogt, 2007; Koo, 2013). Event attribute or event image in some 

researches has been also another factor determined (Dongfeng, 2013; Hallmann et al., 

2010; K. Kaplanidou & Gibson, 2012; K. Kaplanidou & Vogt, 2007; K. Kaplanidou 

& C. Vogt, 2010; Koo, 2013). Last, service quality has been assessed in many revisit 

intention researches where satisfaction is the mediator (K. Alexandris, Zahariadis, 

Tsorbatzoudis, & Grouios, 2004; D. J. Shonk, 2006; N. D. Theodorakis, Alexandris, 

Tsigilis, & Karvounis, 2013; N. D. Theodorakis, Kaplanidou, & Karabaxoglou, 2015; 

Zhou, 2015). As a result, the researcher has an intention to test all the three revisit 

intention models of previous researches in Thailand sport event tourism context. 

 

1.3 Research Gaps 

With the intention of finding the available research gaps on sport event 

tourism, 51 papers on sport event, sport tourism, and sport event tourism have been 

reviewed. Ten explicated areas in the topic have been found which are; (1) 

satisfaction/expectation, (2) motivation, (3) destination image, (4) destination 

attributes, (5) intention to revisit, (6) sustainability, (7) behaviour, (8) economic, (9) 

event tourism experience, and (10) event service quality. Destination image was the 

most popular research area for sport event tourism worldwide (Buning & Gibson, 

2016; Laurence Chalip & Green, 2003; N. Chen & Funk, 2010; Chiengkul, 2017; 

Dongfeng, 2013; K. Filo, Chen, King, & Funk, 2013; D. C. Funk et al., 2008; Han, 
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Nelson, & Kim, 2015; K. Kaplanidou & Gibson, 2012; K. Kaplanidou & C. Vogt, 

2010; King, Chen, & Funk, 2012; Knott, Fyall, & Jones, 2015; Könecke & 

Kwiatkowskigkw, 2016; McComie, 2015; Newland & Aicher, 2018; Pongprasert, 

2015; RezaTaleghani & Ghafary, 2014; Xing & Chalip, 2006; Yeambunya, 

Sophonboon, & Rakkwamsuk, 2013). Apart from destination image, sustainability 

issue has been examined by many researchers mainly for mega-event in leading 

countries such as the famous Olympics and leading football cups (Caiazza & 

Audretsch, 2015; Duglio & Beltramo, 2017; Han et al., 2015; Huang, Ye, & Kaob, 

2015; Kerwin, Warner, Walker, & Stevens, 2015; W. Kim, Jun, Walker, & Drane, 

2015; Kristiansen, Skirst, Parent, & Waddington, 2015; Peric, Derkin, & Vitezic, 

2018; Pongprasert, 2015). Others interesting areas in sport event tourism are 

satisfaction, expectation and motivation which were studied together with other 

impact factors at the same time as evidenced in researches universally (Aicher, 

Karadakis, & Eddosary, 2015; Laurence Chalip & Green, 2003; Chantuk, 

Paosricharoen, & Pakdeeto, 2016; Chusilthong, 2014; D. C. Funk et al., 2008; K 

Kaplanidou & C Vogt, 2010; King et al., 2012; Könecke & Kwiatkowskigkw, 2016; 

Ministry of Tourism and Sports, 2018; Newland & Aicher, 2018; D.J. Shonk & 

Chelladurai, 2008; Sunson, Sae-lee, & Viriyagosol, 2012; N. D. Theodorakis et al., 

2015; Zhou, 2015). Some of researchers in Thailand and also overseas selected to 

study on sport tourists’ behaviour (D. Funk, Jordan, Ridinger, & Kaplanidou, 2016; 

Hattawanichakornkun, 2015; K. Kaplanidou & Gibson, 2012; Sunson et al., 2012). 

Destination attributes is another topic that has been studied continuously along the 

time mostly in Europe (Buning & Gibson, 2016; N. Chen & Funk, 2010; Kiki 

Kaplanidou, S. Jordan, Funk, & Rindinger, 2012; Newland & Aicher, 2018). 

Recently, sport event has been put under attentions broadly among many 

organizations and individuals for improvement. Sport event service quality then 

became important research area by European researchers (Andam, Montazeri, Feizi, 

& Mehdizadeh, 2015; Hallmann et al., 2015; D.J. Shonk & Chelladurai, 2008; N. D. 

Theodorakis et al., 2015). However, not many researchers have done research with a 

focus on tourism contribution of sport event which make event tourism experience 

and intention to revisit by sport tourists were not studied to a certain degree (N. Chen 
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& Funk, 2010; Dongfeng, 2013; Hallmann et al., 2015; D. J. Shonk, 2006; Miinistry 

of Tourism and Sports, 2017) 

In summary, there are a few numbers of research papers on sport event 

tourism in Thailand and papers contribute tourism in the sport event researches 

globally. As a result, there is a research gap for this topic especially using Thailand as 

a target destination. Intention to revisit, event tourism experience, event service 

quality, and destination attributes are the most interesting areas to study. 

Table 1.1 Research Areas on Sport Tourism 

No Authors, Year Area of research on sport event tourism 
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1 Office of the Permanent 

Secretary (2018) 

x        x  

2 Chantuk et al. (2016) x          

3 Sunson et al. (2012)  x     x    

4 Pongprasert (2015)   x   x     

5 Chusilthong (2014) x          

6 Chiengkul (2017)   x        

7 Hattawanichakornkun 

(2015) 

      x    

8 Yeambunya et al. 

(2013) 

  x        

9 Laurence Chalip and 

Green (2003) 

 x x        

10 K. Kaplanidou and C. 

Vogt (2010) 

x  x    x    

11 Xing and Chalip (2006)   x        

12 Könecke and 

Kwiatkowskigkw 

(2016) 

 x x        

13 Roche, Spake, and 

Joseph (2013) 

   

 

    x   

14 RezaTaleghani and 

Ghafary (2014) 

  x        

15 Huang et al. (2015)      x     
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No Authors, Year Area of research on sport event tourism 
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16 Zhou (2015) x          

17 McComie (2015)   x        

18 N. D. Theodorakis et al. 

(2015) 

x         x 

19 Kerwin et al. (2015)      x     

20 Kristiansen et al. (2015)      x     

21 Aicher et al. (2015)  x         

22 Hu and Cole (2013)        x   

23 Han et al. (2015)   x   x     

24 Duglio and Beltramo 

(2017) 

     x     

25 Buning and Gibson 

(2016) 

  x x       

26 Peric et al. (2018)      x     

27 King et al. (2012) x  x        

28 Andam et al. (2015)          x 

29 Sato, Jordan, 

Kaplanidou, and Funk 

(2014) 

       x   

30 Pop, Kanovici, Ghic, 

and Andrei (2016) 

       x   

31 Caiazza and Audretsch 

(2015) 

     x  x   

32 Knott et al. (2015)   x        

33 W. Kim et al. (2015)      x     

34 Newland and Aicher 

(2018) 

 x x x       

35 D. J. Shonk (2006) x x   x     x 

36 D. C. Funk et al. (2008)  x x        

37 Hallmann et al. (2015)     x     x 

38 N. Chen and Funk 

(2010) 

  x x x    x  



 23 

No Authors, Year Area of research on sport event tourism 
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39 Dongfeng (2013)   x  x     x 

40 K. Filo et al. (2013)   x x       

41 Ispas and Candrea 

(2005) 

  x x   x    

42 K Kaplanidou and C 

Vogt (2010) 

        x  

TOTAL 8 7 19 5 4 9 4 5 3 5 

 

Intention to revisit, event tourism experience, event service quality, and 

destination attributes were picked to study more in depth in order to develop for 

further study. After the review, all the variables are related together except event 

tourism experience. Event service quality and destination attribute have a positive 

affect towards the intention to revisit a sport event and sport event element are 

founded to have the same relationship also. A depth review is done in chapter two. 

As aforementioned, the researcher found the importance in studying on the 

topic of revisit intention that is affected by event elements, destination attributes, and 

service quality mediated by satisfaction. The research results at the end will benefit 

the industry for driving repeat visitors to the events which requires lesser cost. The 

researcher therefore chose to study on the topic with an objective to explore the 

factors affecting revisit intention and assess the intensity level of each factors 

determined by Thai active sport tourists and explore event organizers’ perceptions 

through the factors. 

 

1.4 Research Objectives 

This research has a final goal to study on what factors and how they affect 

sport tourists’ intention to revisit sport events and destinations in Thailand. Following 

are the subordinate studies that must be developed in order to answer the research 

goal of this study. 
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1. To access the level of Thai triathletes’ perceptions towards the sport event 

elements, destination attributes, event service quality, satisfaction and 

intention to revisit the sport events in Thailand 

2. To investigate the components of the sport event elements, destination 

attributes, and event service quality of the sport events organized for Thai 

triathletes 

3. To examine the effects of sport event elements, destination attributes, 

event service quality, and satisfaction on intention to revisit of Thai 

triathletes to the sport events held in Thailand 

 

1.5 Research Outcomes 

This research provides information on the research findings which is the 

intention to revisit sport events or destinations of active sport tourists in Thailand for 

overall benefits and for individual sector. The outcomes can be divided into three 

main categories based on their functional; academic contributions, managerial 

contributions, and practical contributions. 

1.5.1 Academic Contributions  

Overall, this study develops the indicators of sport event element, destination 

attribute, and event service quality which are the determiners of sport tourists’ 

satisfaction and their revisit intention towards triathlon events in Thailand. The 

outcome of the study will extend the existing theories by the generation of a new 

casual model to fill the research gap and to build on the current studies about sport 

event management. The researcher expects three main benefits from the research 

outcome that may contribute to the academic sector. Firstly, the compilation of 

contents regarding to sport events in this research would be highly useful for students 

or general public who wants to know more on the topic and can apply some part of 

the information in their work or research papers. Secondly, school faculties those 

having sport event management related subjects may use the findings and concepts in 

some aspects of this research to educate their students further. Lastly, researchers who 

interest in the topic are able to adapt the research findings and concepts for their 
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further study and fulfil any available research gap for sport event management and 

tourism especially in Thailand and Asia context. 

1.5.2 Managerial Contributions 

Sport event, as a booming industry in Thailand, is now under the eyes of 

relating public sectors and policy planners. Because of the contents and findings of 

this research contribute to both tourism and sport event, several public organizations 

would be interested to this study, for example, Tourism Authority of Thailand (TAT), 

Ministry of Tourism and Sport (MOTS), Department of Tourism Thailand, Thailand 

Convention and Exhibition Bureau (TCEB), Sport Authority of Thailand (SAT), and 

also private parties who have an involvement in the national policy planning on sport 

event in Thailand. As the research findings and also information gained for this 

research will come out in many aspects which are the important factors of tourism 

destination attributes, sport event elements, and servicer quality that directly affect to 

the intention to revisit a sport event. At the end, the visit and revisit to the event have 

a big positive impact to tourism and economic advancement. There is no doubt that 

the information gained in this research would be concerned by public and private 

sectors in their policy planning process, for instance, which direction of sport event is 

appropriate to attract more tourists, or even the consideration on which sport event to 

give a support. 

1.5.3 Practical Contributions 

The research outcome of this research can contribute to four main parties 

who may be able to take advantage on the findings of this research. First and the most 

importantly, sport event organizers in Thailand, especially those who organize 

triathlon challenges, are the main group who can adapt the findings to improve and 

maintain the quality of their events. The final goal of research is to find the effected 

factors on participants’ intention to revisit an event. If the organizers are able to utilise 

the information properly, their events will be able to attract and retain more 

participants in which the number of participants is the important indicator of the 

success of their event. 

Second, the aligning factors of destination attributes would be beneficial for 

tourism destination planners or managers for their destination development process 

for the better serve to sport event industry and tourism in general. The responsible 



 26 

parties will roughly know sport tourists’ perceptions towards the destination and how 

the tourists prefer the destinations to be. Further, sport events will influence in the 

development of tourism infrastructure and increase the affective city image in the 

unpopular areas.  

Next, local communities who also get an impact from organizing sport events 

in the area, are able to use some part of this research to improve the service quality of 

their sport events and also for creating better city atmosphere and services. With the 

development in this aspect, local community will create a positive factor for the 

intention to revisit a sport event. Doing so, local community will also benefit from the 

revisit of sport tourists in term of finance, better infrastructures, etc. 

Last, the sport tourists themselves may use the perceptions of the sample 

group in this research as a consideration for their decisions when choosing an event to 

attend. A checklist of considering factors may also help the party for their better event 

experience. 

 

1.6 Scope of the Research 

Five types of research scope are used for this study which include scope of 

content, scope of population, scope of time, scope of area, and variables used. Each of 

the research scopes can be explained as the following; 

1.6.1 Scope of Content 

This research studies the sport event tourism in Thailand as the key content 

with triathlon events are the focus. The key components of this research are the 

factors affecting tourists’ intention to revisit sport events which are retrieved from 

several research papers. The factors include (1) sport event elements (Buning & 

Gibson, 2016; K. Kaplanidou & C. Vogt, 2010; K Kaplanidou & C Vogt, 2010; Koo, 

2013; Newland & Aicher, 2018), (2) destination attributes (C. F. Chen & Chen, 2010; 

N. Chen & Funk, 2010; Dongfeng, 2013; Koo, 2013), (3) sport event service quality 

(Hallmann et al., 2015; D. J. Shonk, 2006; N. D. Theodorakis et al., 2015), and (4) 

satisfaction (K. Kaplanidou & Vogt, 2009; Koo, 2013; D. J. Shonk, 2006; N. D. 

Theodorakis et al., 2015). 
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1.6.2 Scope of Population and Sample 

Population 

Thai triathletes attended at least one triathlon events in Thailand are the 

population of this study with infinite number of population is defined. 

Sample 

This research collected data from 371 Thai triathletes who attended at least 

one triathlon events in Thailand. 

1.6.3 Scope of Time 

This research is completed within two years and one month scheduled 

between August 2018 and September 2020. 

1.6.4 Scope of Area 

Thailand is picked for the research scope of area for better implication 

towards Thailand sport event tourism industry. The areas include destinations where 

Triathlon events have been organized at. 

 

1.7 Limitations of the Study 

As expected in all research, several limitations were found and should be 

addressed to encourage more effective researches in the future. This study aims to 

investigate the casual effects among determinants towards revisit intention of Thai 

active sport tourists attended triathlon events in Thailand as competitors. The arising 

problems from the research finding are classified and the details from the suggestions 

as follows; 

1) The items used in this study are derived from previous studies that are not 

from the direct study on triathlon events, but other sport events, i.e. marathon running, 

and cycling. It is obviously that some other items concerning by triathletes are still 

under observation in this study. The future study on triathlon events should do more 

in-depth research in finding the item determinant of each factors the researcher will 

study. Interviewing respective stakeholders is recommended. 

2) This research was conducted in a specific context only for Thai active 

sport tourists. Since many of triathlon events in Thailand can attract a lot of foreign 
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attendees, the future research should therefore study different groups of tourists in 

parallel with the specific characteristics of tourism in a specific area or specific event. 

3) This research data was conducted online from Thai active sport tourists 

from all area of Thailand who participate all class of triathlon events. The perception 

of participants in different class of events may result differently regarding the 

ticketing price, the event brand image, the size of event, and etc. The future research 

may focus on a size of triathlon events to study on. 

4) For bringing the research results into practice in other contexts, tourism 

image factors should be considered in each area because the study of each tourist 

destination and perception of tourists are unique and different. Therefore different 

variables must be applied that are appropriate and suitable for the area or the event 

specifically. 

The study of sport events in Thailand is still very limited. There are plenty of 

topics that should be touched on in the context of any type of sport events in Thailand 

both events with more active and passive participants. 

 

1.8 Key Terminologies 

Sport tourism 

Sport tourism is defined as leisure-based travel that takes individual 

temporary outside of their home communities to participate in physical activities, to 

watch physical activities, or to venerate attractions associated with physical activities 

where sports are primary motive for the trip (Gammon & Robinson, 1997; H. Gibson, 

2003). 

 

Sport Event Tourism 

Sport event tourism additionally has an intention to attend sport event as the 

primary purpose of the trip Deery, Jago, and Fredline (2004). In order to define the 

sport tourism industry, major events corporations, facilities managers, event 

organisers, promoters, and tour operators are event related organizations (Neirotti, 

2003). 
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Sport Event Element 

Sport event element is how active-sport tourists and spectators perceived and 

interpreted the elements that sport events provided to them (Gwinner, 1997). The 

elements may include the organization, environment, physical activity, socialization, 

fulfilment and emotional involvement with the event (K. Kaplanidou & Vogt, 2006, 

2007). 

 

Destination attribute 

Destination attribute is the sum of the set of attributes that define the 

destination in its dimensions (Beerli & Martin, 2004; J. L. Crompton, 1979). It is what 

a destination provide and perceived by the visitors. 

 

Event service quality 

Service quality is defined by J. Mackay and Crompton (1988) as “the 

difference between what is expected from each of the service dimensions and what a 

consumer perceives he or she receives from them”. For this research, service quality 

include both from the sport event itself and the hosting destination. 

 

Satisfaction 

N. D. Theodorakis et al. (2015) based on Yoshida and James (2011) defined 

runners’ satisfaction towards the event as a pleasurable, fulfilment response to the 

participation in the sport event and/or to the ancillary services provided during the 

event. Satisfaction retrieved from sport tourists’ perception towards service quality 

from sport event and hosting destination. 

 

Intention to revisit 

Intention to revisit refers to when active-sport tourists are willing to come 

back to join the same sport event and/or the same destination they visited again (Cole 

& Scott, 2004).  

 

  



 30 

Thai active sport tourist 

Active sport tourists, in this study, are the athletes who attend sport events as 

the participators to compete at the events (Delpy, 1998; Department of Tourism, 

2018; H. Gibson, 1998; Heather Gibson, 2003; Lagos, Wrathall, & Alebaki, 2014; 

Ritchie & Adair, 2018; Ross, 2001; Tarfanelli, 2010). The population in this study is 

the group of Thai triathletes who attended triathlon events as competitors. As a result, 

the research may mention the group of population as Thai active sport tourists, or 

Thai triathletes. 

 

Sport Event Participation 

Sport event participation in this research refers to the attendance of active-

based sport tourists at sport events as the players of the sport organized. 

 

1.9 Summary of the Chapter 

The first chapter, introduction, has outlined the overall background of the 

research, why the research should be conducted, the research direction, the research 

outcome, and also the research scope in term of its content, population and sampling, 

timing, and area. The importance of sport tourism in Thailand include the large 

revenue from the sector, tourists attractions at sport event hosting destination, and a 

national tourism image of regional centre of sport. The organizing of sport event was 

the least revenue generated in the last few years, however, there are a lot of 

opportunities for improvement. This research, at the end, presents a result of factors 

affect Thai triathletes’ intention to revisit triathlon races in Thailand using the sample 

of 400 Thai triathletes who has attended at least three triathlon challenge in Thailand. 

The final results respond to the four research objectives and answer the seven research 

hypotheses previously mentioned. 



CHAPTER 2 

 

LITERATURE REVIEW 

 

Chapter two is an important part because it brings about the key components 

and model of how the research should be. Related literatures of the topic are reviewed 

deeply to find, but not limited to, meaning and definition, key concepts, dimensions, 

and relationships of each components studied in the research. Followed the research 

title, objectives, and research scopes, the listed items must be studied; (1) sport event 

tourism, (2) sport event elements, (3) destination attributes, (4) event service quality, 

(5) tourist satisfaction, and (6) intention to revisit. Moreover, there is necessary for the 

researcher to primary analyse the contents to find the significant relationships among 

the components adding up more parts in this chapter including (7) relationship of 

sport event element, destination attribute, service quality, satisfaction, and intention to 

revisit, (8) related previous researches, and (9) summary of the chapter. 

 

2.1 Sport Event Tourism 

2.1.1 Definition of Sport Tourism, and Sport Event Tourism 

Sport tourism is defined by Standeven and de Knop (1999) as “all forms of 

active and passive involvement in sporting activity, participated in casually or in an 

organized way for non-commercial or business/commercial reasons, that necessitates 

travel away from the home and work locality”. This definition has been used by many 

researchers along the time as it includes necessary components of sport tourism. 

H. Gibson (2003) stated that “sport tourism is leisure-based travel that takes 

individual temporary outside of their home communities to participate in physical 

activities, to watch physical activities, or to venerate attractions associated with 

physical activities.” Humberstone (2000) describes sport tourism as physically and 
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psychologically demanding events that are normally participated in remote natural 

settings. Sport event tourism additionally has an intention to attend sport event as the 

primary purpose of the trip. Getz (2003) has mentioned that sport event tourism 

internationally recognised as a substantial and highly desirable niche market. In order 

to define the sport tourism industry, major events corporations, facilities managers, 

event organisers, promoters, and tour operators are event related organizations 

(Neirotti, 2003). 

 

Figure 2.1 A Sport Tourism Model 

Source: Deery et al. (2004) 

 

Figure 2.1 shows the correlation of sport, tourism, and event tourism that at 

the end may describe the concept of sport tourism. The author describes the model as 

the following (Deery et al., 2004); 

“There is no connection of some sport with tourism in the case of purely 

sport. On the other hand, there are a number of tourism activities that are not 

connected with sport – food and health tourism are examples. In a type of sport 

tourism is related is related to tourism focused on visiting attractions, museums and 

stadia. Not all tourism in this context will be “deliberate” sport tourism but may be 

part of a trip that includes this activity.”  
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Table 2.1 Sport Tourism Definition 

 Sport tourism is… Authors 

1 Individuals and/or groups who directly and indirectly 

participate in sport or recreation enjoyed while traveling 

somewhere other than the normal environment (sports are the 

primary motive for the trip) 

Gammon and 

Robinson (1997) 

2 all forms of active and passive involvement in sporting 

activity, participated in casually or in an organized way for 

non-commercial or business/commercial reasons, that 

necessitates travel away from the home and work locality 

Standeven and 

de Knop (1999) 

3 physically and psychologically demanding events that are 

normally participated in remote natural settings 

Humberstone 

(2000) 

4 leisure-based travel that takes individual temporary outside of 

their home communities to participate in physical activities, to 

watch physical activities, or to venerate attractions associated 

with physical activities 

H. Gibson 

(2003) 

5 sport travel to view sport event and visit sport related places of 

interest 

Roche et al. 

(2013) 

In summary, sport tourism is defined by combining sport and tourism 

together by also considering sport event in most of the definitions. The Ministry of 

Tourism and Sport (MOTS) highlights the three components of sport tourism based 

on sport tourism definitions by Gammon and Robinson (2003); Hinch and Higham 

(2011); Nogawa, Yamaguchi, and Hagi (1996) including (1) traveling away from 

normal environment, (2) attending sport event or sport destination, and (3) sport is a 

primary purpose of trip. Sport event tourism 

Based on the definition about sport tourism, and sport event tourism 

described previously, the word ‘sport event tourism’ is the most suitable expression to 

elaborate the context of this study in which the elements of organizing an event and 

the elements of tourist destination are studied together. 
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2.1.2 Purpose of Attending Sport Tourism 

Many researchers have developed the purposes of attending sport events in 

their research papers into groups throughout the time. The following statements have 

been raised from many researchers where different aspects of purposes of attending 

sport event were studied. 

In 1992, Hall specified the objective of sport tourism by mentioning three 

components having relationships with sport tourism as in figure 2.2. The three related 

sport tourism domains are outdoor recreation, hallmark event, and health and fitness. 

The researcher stated the possible three purposes that cause sport tourism to happen. 

 

Figure 2.2 Hall’s Related Sport Tourism Domain  

Source: Hall (1992) 

  

Orams (2015) specified the purposes of sport tourists as the following; for 

attending a competition, for training and preparation, for attending recreation activity, 

for visiting sport historic or heritage site for example, sport museum, and for business. 

D. J. Shonk (2007) categorized sport tourism into four types based on 

motives of sport tourists that are (1) participate at a specific location sport event, (2) 

participate in organized, (3) spectating at organized event, and (4) nostalgia sport 

tourism. 

Sport 
Tourism

Hallmark 
Event

Outdoor 
Recreation

Health and 
Fitness
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Mokras-Grabowska (2017) developed the classifications of sport tourism 

based on the theory by Bonczak (2013) containing outdoor and indoor sports tourism 

– active tourists, fan tourism - spectators, nostalgia sports tourism – facilities and 

historical and the tourism of sportsmen and women - competitors. This model is 

generated after considering the intention of visiting of sport tourists. Sport and 

tourism are conjunctly analyse together with recreation, physical recreation, and 

outdoor physical recreation in deeper layers respectively. 

 

Figure 2.3 Model of Relationship between Recreation, Sport and Tourism 

Source: Bonczak (2013) mentioned in Mokras-Grabowska (2017) 

 

In summary, there are some differences among the researchers. However, if 

putting sport tourists in the centre, it is possible to divide sport tourism into three main 

categories based on their primary objective and activity conducted; (1) Active-based 

sport tourism: participate in a competition, (2) Event-based sport tourism: sport fan, 

and (3) Nostalgia-based sport tourism: visiting sport related places (Delpy, 1998; 
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Department of Tourism, 2018; H. Gibson, 1998; Heather Gibson, 2003; Lagos et al., 

2014; Ritchie & Adair, 2018; Ross, 2001; Tarfanelli, 2010). 

 

2.1.3 Analysis of Sport Tourism in Thailand 

The information in this part is mainly derived from Thailand Sport Tourism 

final report by the Office of the Permanent Secretary (2018). 

2.1.3.1 SWOT analysis 

Strengths 

Tourism industry in Thailand is known for its inexpensive price and worth 

the money. Sport tourism also benefits from the leading tourism destination and able 

to attract international organizers to launch sport events in Thailand. Moreover, the 

developed sport facilities, Muay Thai as a famous sport, and experienced in 

organizing international sport events are the drivers pushing many provinces in 

Thailand promoting themselves as sport cities.   

Weaknesses 

Similar with tourism industry in general, sport tourism in Thailand is lack of 

innovation and destination development. Due to the short duration since the first 

unveil of sport tourism in Thailand, it has limited integration of sport into tourism 

sector totally. There is no industry expert to support and manage sport tourism in 

Thailand causing low-quality, no standard, lack of safety and security in many local-

organized events. 

Opportunities 

However, it is a good sign that public organization puts sport tourism under 

the attention of national policy. Thanks to the amazing natural landscapes and culture, 

sport tourism benefit from the resources of Thailand. There is a tourism link with the 

sport activities bringing local folk sports, adventure and natural travel into the light. 

Threats 

The inconvenience of accessibility and local transportation are always 

negative point of tourism in Thailand. It causes lack of confident in organizing major 

international sport event in Thailand meanwhile the competitiveness of sport tourism 

the region is extremely high. Additionally, Thai citizens also interest in only certain 
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types of sport. No data has been kept for future development and planning 

appropriately. 

2.1.3.2 Strategy for developing Thailand sport tourism 

After the analysis of Thailand sport tourism, the Ministry of Sport Tourism 

summarizes six strategies for advancing sport tourism of Thailand that are; 

(1) Promoting sport activities as an important part of must-have experience 

of Thailand tourism 

(2) Make use of environment and natural resources to support environment-

friendly adventurous sport tourism 

(3) Maximise the use of available infrastructures and facilities 

(4) Take advantage of information technology to pursue aggressive marketing 

presenting the sport tourism potential offering 

(5) Standardize the supporting ability of sport tourism in each geographical 

area 

(6) Find a best practice and model to create a flourishing guideline of 

Thailand sport tourism 

 

2.2 Sport Event Elements 

Sport event is basically the driver of sport tourism to happen. The Victorian 

Government’s Strategic Audit of Victorian Industry: The Victorian Sport and 

Recreation Industry Report, describe the differences between recreation and sport 

bring into line sport with sporting events and recreation with physical recreation, for 

examples, adventure and nature tourism. Sport tourism is a subset of recreation and 

also adventure tourism (Deery et al., 2004; Neirotti, 2003). Therefore, it is proposed 

that sport only include competitive sporting activities and non-competitive activities 

are classified as recreational or leisure pursuits. Events are the major component of 

sport tourism. 

Deery et al. (2004) developed the concept framework of sport event tourism 

with competitive event as a model. Sport event include three types of participants that 

are attendee, competitor (athlete), and official (staff) who has their intentional 

motivation. Overall, the sport event can provide the outcomes to three main parties 
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including; individual (e.g skill, excitement, enjoyment), community (sense of 

community, economic contribution, destination image), and state and nation 

(economic contribution, destination image promotion). It provides a more complete 

perspective of concept of sport event tourism. 

 

Figure 2.4 A Sport Event Tourism Framework 

Source: Deery et al. (2004) 

 

Regardless of high costs investment, environmental issues, and social 

problems when organizing an event, major tourism destinations sacrifice the resources 

when the important role and potential benefits are recognized (Fayos-Soli, 1997; 

Getz, 2008). While hosting a sport event, it carries valuable benefits for sport event 

tourism in a long run. In detail, it creates destination awareness, improves destination 

image, creates inbound travel in the future, provides local entertainment, enhances 

community pride, and stimulates host community’s economy (F Dimanche, 2002; 

Turco, 1998). 

Event element is defined by Gwinner (1997) as “the cumulative 

interpretation of meanings or associations attributes to events by consumers”. Event 

type (e.g., music, arts festival, sport), event characteristics (e.g., size, professional 

status, history, venue, promotional appearance), and individual factors (e.g., meaning 
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associated with the event, strength of meanings, past history of the event) have been 

identified as the influencers towards the creation of an event element.  

Many researchers contribute the types of tourists in determining factors of 

event elements (K. R. Filo, Funk, O' Brien, Dwyer, & Fredline, 2008; Hallmann et al., 

2010; K. Kaplanidou & Vogt, 2006, 2007). K. Kaplanidou and Vogt (2006, 2007) 

explained event element from the perspective of active sport tourist and spectator and 

defined it as “the mental representations active sport event tourism participants have 

about the organization, environment, physical activity, socialization, fulfilment and 

emotional involvement with the event”. The difference is that active sport tourists are 

attracted directly by the sport event itself meanwhile spectators perceived the 

attractiveness from the hosting destination (K. R. Filo et al., 2008).  

Following J. G. Beard and Ragheb (1983), J. L. Crompton (1979), and Dann 

(1981), Newland and Aicher (2018) developed the sport event elements factors that 

result for motivation in sport event and destination choice. Three main groups of 

factors were raised with 10 sub-factors inside. Moreover, Buning and Gibson (2016) 

suggested 22 items of event preferences among all participants in cycling event with 

no grouping done. K Kaplanidou and C Vogt (2010) mentioned five aspects that 

determine sport event experience; emotional, environmental, organizational, social, 

and physical activity where organizational aspect is associated in event element 

factors. Table 2.2 suggested the sport event elements comprised of the researches by 

the three mentioning authors using the grouping factor by Newland and Aicher 

(2018). 

Table 2.2 Event Elements Review 

Event Elements Items Authors 

Accessibility Event location 

Ease of travel 

Transportation provided 

Proximity of event to home 

Event cost 

Event website is user-friendly 

(Buning & Gibson, 

2016; K Kaplanidou 

& C Vogt, 2010; 

Newland & Aicher, 

2018) 
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Event Elements Items Authors 

Sufficiently information on website and 

social media 

Auxiliary 

elements 

Merchandise received 

Prize money awarded 

Neutral support (e.g. aid stations, SAG 

stops) 

(Buning & Gibson, 

2016; Newland & 

Aicher, 2018) 

Reputation Longevity 

History of Event 

Well organized 

Prestige of the event 

Event is exclusive 

Event gets media coverage 

Involvement of major corporate sponsor 

Event has professional sport component 

(Buning & Gibson, 

2016; K Kaplanidou 

& C Vogt, 2010; 

Newland & Aicher, 

2018) 

Routes and 

Courses 

Challenging course 

Event and course safety 

Course is easy to get good result 

Scenic and interesting course 

Use trails to avoid road 

(Buning & Gibson, 

2016; K Kaplanidou 

& C Vogt, 2010; 

Newland & Aicher, 

2018) 

Social Aspects Many participants (large) 

Few participants (small and intimate) 

Recommendation to attend from 

someone I trust 

Surrounding party atmosphere 

Vacation with family and friends 

(Buning & Gibson, 

2016; K Kaplanidou 

& C Vogt, 2010) 

 

K. Kaplanidou and Vogt (2007) developed a measurement scale for assessing 

perceived sport event elements of sport tourists by considering 13 items with seven-

point semantic differential scale type including; (1) unfulfilling-fulfilling,  

(2) stimulating-unstimulating, (3) poor-excellent, (4) sad-joyful, (5) healthy-

unhealthy, (6) boring-exciting, (7) gloomy-cheerful, (8) valuable-worthless, (9) ugly-
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beautiful, (10) distressing-relaxing, (11) unadventurous-adventurous, (12) inspiring-

uninspiring, and (13) unsupportive-supportive. This scale was used to measure 

perceived event element at small-scale cycling event. 

In summary, sport event element is outsiders’ perception towards an event 

and its event elements. The event elements items were raised from three literatures by 

Buning and Gibson (2016); K Kaplanidou and C Vogt (2010) and Newland and 

Aicher (2018) where the first three groupings are driven from Newland and Aicher 

(2018) and the last two groupings are created by the researchers based on available 

items in the three literatures. 

 

2.3 Destination Attributes 

2.3.1 Definition of Destination Attributes 

Destination is defined by United Nation World Tourism Organization (2016) 

as a geographical area consisting of all the services and infrastructures necessary for 

the stay of a specific tourist and tourism segments. Destinations are competitive units 

of incoming tourism and an important part of a tourism product. They are comprised 

of various attributes affecting tourists in different manners, for example, favourable 

destination image and individual’s destination choices (Chi & Qu, 2008; Echtner & 

Ritchie, 1993; J.-H. Kim, 2014; K. Kim, Hallab, & Kim, 2012). Destination attributes 

have an impact on tourists’ satisfaction and future behaviour, such as revisit intention 

and word-of-month publicity (Chi & Qu, 2008; Ozdemir et al., 2012) 

According to Jani, Jang, and Hwang (2015) tourist destination comprises of 

multi-destination trip attributes which include environmental atmosphere; natural and 

heritage resources, recreational, lodging and shopping facility, and service attributes; 

leisure sport activity, local festival and food; that can attract tourists to visit and stay 

longer at the destination. Moreover, tourists prefer a destination bundle that provide 

better tourism experience potential opportunity. Additionally, Enright and Newton 

(2005) and kıycı and Aksoy (2011) also come forth with similar determinants of 

destination attributes which are the common factors tourists considered, for example, 

food, shopping, atmosphere and climate, infrastructure, activity, and accessibility.  
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Lo et al (2013), categorised the destination attributes into four board group 

which are cultural/heritage, social, economic and environmental attributes. The four 

attributes are found to have a positive relationship towards destination image.  

Similarly, many research papers have identified the most significant 

destination attributes including attractions, accessibility, accommodation, ancillary 

services, and awareness. Together, the attributes influence tourist perception towards 

the destination (Truong & King, 2009). 

2.3.2 Destination Attributes in Sport Event Tourism 

All literature on sport tourism and sport event previewed has a specific 

evaluation on a single destination (A. Hemmati Nezhad, Malek Akhlagh, Mottaghi 

Talab, Afshar Nezhad, & Mirkazemi, 2019; Corneloup, Bourdeau, & Mao, 2001; K. 

Kaplanidou & Gibson, 2012) or an event (Getz & McConnell, 2011, 2014; Hallmann 

et al., 2010; Robinson & Gammon, 2004) making minor differences among the 

factors of attributes measured and resulted. However, there are few common 

destination attributes among the researches done mentioning accessibility, 

accommodation, entertainment quality and variety, and novelty. 

Dongfeng (2013) expressed the destination attributes affecting intention to 

revisit sport events in general divided into three main factors and 14 sub-factors inside 

(1) tourism infrastructure, (2) tourism atmosphere and service, and (3) affective city 

image. Chen and Funk (2010) determined the similar factors in a similar concept 

comparing between sport tourists and non-sport tourists. 16 sub-factors with no 

grouping were done. 

Table 2.3 Destination Attributes Factor Review 

Destination Attributes 

Elements 

Items Authors 

Tourism 

infrastructure 

International metropolitan center city 

Accommodation facilities 

Convenient transportation 

Local infrastructure 

Safe destination 

C. F. Chen and 

Chen (2010); 

Dongfeng (2013) 



 43 

Destination Attributes 

Elements 

Items Authors 

Good restaurant 

Modern city 

Sport facilities and activities 

Shopping facilities 

Tourism atmosphere 

and service 

Restful relaxing atmosphere 

Good climate 

High quality service in the city 

Friendly people city 

Clean and green city 

Historical or cultural attraction 

Nightlife and entertainment 

Scenery and natural attractions 

Tourist information and support 

C. F. Chen and 

Chen (2010); 

Dongfeng (2013) 

Affective city image Exciting city 

Active and arousing city 

Pleasant city 

Local  price city 

Cultural difference 

Friendliness of the locals 

C. F. Chen and 

Chen (2010); 

Dongfeng (2013) 

In summary, destination attributes are what a destination provide to 

customers in term of both tangible and intangible products and services. For sport 

event tourism, sport facilities is said to be necessary, however, it may not applicable 

with sport event tourists. 24 items under three main factors are raised from two 

literatures (C. F. Chen & Chen, 2010; Dongfeng, 2013). 
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2.4 Event Service Quality 

2.4.1 Definition of Service Quality 

Service quality is defined by J. Mackay and Crompton (1988) as “the 

difference between what is expected from each of the service dimensions and what a 

consumer perceives he or she receives from them”. Service quality is very important 

for service industry in general, especially in sport events mainly because of its 

influence on consumers’ several psychological and behavioural responses such as 

involvement, satisfaction, identification, repurchase intention, and brand loyalty 

(Brady, Voorhees, Cronin, & Bourdeau, 2006; Y. Jae Ko, Kyoum  Kim, Kil Kim, & 

Hak Lee, 2010; Ko, 2004).  

Service quality is clearly identified as a set of tangible and intangible 

attributes that customer recognizes, pays for, uses or experiences (Collier, 1994). The 

SERVQUAL model; comprising of five dimensions of tangible, reliability, 

responsiveness, assurance, and empathy (Parasuraman, Zeithaml, & Berry, 1988); is 

widely used or developed based on this model by many researchers as a theoretical 

and measurement model (Kelley & Turley, 2001; McDonald, Sutton, & Milne, 1995; 

Sung Moon, Kim, Ko, Connaughton, & Lee, 2011; N. Theodorakis, Kambitsis, & 

Laios, 2001). They suggested that service quality is formed by many context-specific 

dimensions as a multidimensional construct. However, the dimensional structure is 

flexible through each sport event’s contextual characteristics (N. D. Theodorakis et 

al., 2015). For example, K. Alexandris et al. (2004) studied on service quality within 

health and fitness centers; Theodorakis, Koystelios, Robinson and Barlas (2009) 

conducted service quality at sport event (Andam et al., 2015); Kyle, Theodorakis, 

Karageorgiou, and Lafazani (2010) investigated service quality in the context of ski 

industry; Kostas Alexandris, Douka, and Balaska (2012) explored service quality in 

the recreational and leisure sport industry.  

2.4.2 Dimensions of Quality 

Chelladurai and Chang (2000) proposed that service quality can be evaluated 

by identifying the three targets of quality evaluation including (1) the core service; (2) 

the physical context; and (3) the interpersonal interactions within the performance of 

the service. This model is highly related to the SERVQUAL model’s instruments. D.J. 
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Shonk and Chelladurai (2008) focused on the service quality within sport event 

tourism industry proposing four primary dimensions which are venue quality, access 

quality, accommodation quality, and contest quality. Similarly, Ko (2004) developed 

a four dimensions model of service quality in the recreation industry including of 

program quality, interaction quality, outcome quality, and physical environment 

quality. Rust and Oliver (1994) and (Brady. & Jr., 2001) proposed that service quality 

is developing in a hierarchical fashion meaning there are a number of dimensions to 

determined i.e., physical environment, interaction, and outcome with subsequently 

dimensions within. A stream of researchers followed this model and adapted it in their 

researches (Clemes, Brush, & Collins, 2011; Yong Jae Ko, Zhang, Cattani, & Pastore, 

2011; Yoshida & James, 2011).  

Table 2.4 Service Quality Dimension Review 

Service Quality 

Dimensions 

Items Authors 

Physical 

Environment 

quality 

Atmosphere during event 

Support from spectators during race 

The entertainment program of the 

race 

Well-designed services and events 

Accommodation quality 

Accessibility to the destination 

Hallmann et al. (2015); D. 

J. Shonk (2006); N. D. 

Theodorakis et al. (2015) 

Interaction 

quality 

Personnel was responsive 

Personnel was courteous 

Personnel was knowledgeable 

Personnel provided prompt services 

N. D. Theodorakis et al. 

(2015) 

Outcome 

quality 

Great sporting experience 

Attending this event making a better 

athletes 

Positive participation 

Exciting experiences 

Hallmann et al. (2015); N. 

D. Theodorakis et al. 

(2015) 
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In summary, event service quality is how the event tangibility offer to 

participants and personnel intangibility offer to all participants and spectators. 

Differently from other service businesses, the dimensions of event service quality are 

unique. The general service quality measurement model cannot be applied solely. As 

a result, the researcher picked the measurement dimensions developed by Hallmann et 

al. (2015) and N. D. Theodorakis et al. (2015) including physical environment quality, 

interaction quality, and outcome quality. This dimension model has been used by 

several researchers in sport event researches. 

 

2.5 Satisfaction  

2.5.1 Definition of Satisfaction  

Customer satisfaction is the result of the comparison of service performance 

to customer’s expectation. If performance exceeds expectations, the result is customer 

satisfaction (Bitner, 1990; L. Oliver, 1980; B. N. Rittichainuwat, Hailin, & 

Mongkhonvanit, 2008). Satisfaction is defined by J.G. Beard and Ragheb (1980) in 

term of leisure satisfaction as “the positive perception of feeling that an individual 

form elicits or even gains as a result of engaging in leisure activities”. N. D. 

Theodorakis et al. (2015) based on Yoshida and James (2011) defined runners’ 

satisfaction towards the event as a pleasurable, fulfilment response to the sport event 

participation and/or to the auxiliary services provided during the event. Satisfaction 

with the event has been suggested to enhance the commitment to the sport (D. Funk et 

al., 2016; N. D. Theodorakis et al., 2015; Yosuke Tsuji, Gregg Bennett, & James 

Zhang, 2007). In general, customers’ expectations are influenced by word-of-month, 

personal needs, experience and external communication through their perceptions of 

the service quality (Zeithaml, Berry, & V. Parasuraman, 1996). Moreover, it is tested 

by many researchers that customer satisfaction results in repeat purchase and positive 

word of mouth (L. Oliver, 1980; B. N. Rittichainuwat et al., 2008; Salleh, Omar, & 

Yaakop, 2013; Taylor & Baker, 1994; Zeithaml et al., 1996). As a result, it is very 

important to make participants satisfied with the event and destination. 
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2.5.2 Dimensions of Satisfaction 

Satisfaction and service quality are considered related but there is a distinct 

construct within each other (Spreng & D. Mackoy, 1996; Taylor & Baker, 1994; N. 

D. Theodorakis et al., 2015). The differences are that satisfaction is a post-experience 

decision customer experience while service quality is not, and expectation is 

determined differently between satisfaction and service quality literatures (D. J. 

Shonk, 2006). Expectation in satisfaction literature reflect customers’ anticipated 

performance about level of performance during an operation. In service quality 

literature, expectations are conceptualized as a normative stand of future wants. 

Ueltschy, Laroche, Tamilia, and Yannopoulos (2004) claimed that the 

measurement of service quality and satisfaction cannot be equivalent across cultures. 

In other words, a criterion used in a country may not perform properly in another 

country (D. J. Shonk, 2006). Since beliefs are a part of culture, two individuals can 

experience identical consumption and register differing levels of satisfaction. 

N. D. Theodorakis et al. (2015) measured satisfaction of active participants 

towards biking trails and the overall event experience by using three seven-point 

Likert items (extremely dissatisfied-extremely satisfied) asking the respondents on 

their satisfaction/dissatisfaction. 

 

2.6 Revisit Intention 

2.6.1 Definition of Revisit Intention 

In general, most destinations would like to retain repeat visitors since it is 

harder and costlier to attract new visitors (Petrick, Morais, & Norman, 2001; Um, 

Chon, & Ro, 2006). As a result, it is important for both event organizers and 

destination managers to take action on how to influence sport tourists to come back 

again. Cole and Scott (2004)  defined revisit intention as tourists’ willingness or plans 

to visit the same destination again. In term of sport event host destinations, they 

endeavour to encourage event participants to stay longer than the event period or 

attract them to revisit as a non-sport tourists (L. Chalip & McGuirty, 2004). Revisit 

intention is found to be directly or indirectly affected by many construct, yet differing 

among type of sport event, participants, or destination.  
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2.6.2 Determinants of Revisit Intention 

B. N. Rittichainuwat et al. (2008) studied the revisit intention in general 

leisure travel contexts in Thailand revealing the importance of prior travel motivation. 

Besides, tourist revisit intention of leisure tourist is affected by the role of past 

behaviour, satisfaction, perceived value or attractiveness, and value for money (N. 

Chen & Funk, 2010; Petrick et al., 2001; Um et al., 2006). However, there are 

differences of intention among different tourist segments; first-timer or non-repeaters 

and actual repeaters, as well as socio demographic, behaviour and psychographic 

characteristics (N. Chen & Funk, 2010; Gitelson & L., 1984; Moutinho & Trimble, 

1991; Niininen, Szivas, & Riley, 2004).  

A research by Laurence Chalip and Green (2003) measured the intention to 

revisit a destination after a sport event by adapting the purchase intention scale 

developed by MacKenzie, Lutz, and Belch (1986). The researchers asked the 

participants to rate a question on an 8-point scale while Bemmaor (1995) confirming 

that single item purchase intention used in this study can predict the likelihood of 

future purchases. In the same way, Dongfeng (2013) used a single question on 7-point 

scale to measure intention to revisit a destination and a sport event among intentional 

sport tourists in Shanghai. Koo (2013) proposed two dimensions of measuring revisit 

intention on the positive effect that satisfaction effect on intention to revisit and 

tourists’ willingness to recommend the event or destination to others which is adapted 

from C. F. Chen and Chen (2010). 

In summary, revisit intention is normally a final element affected in a model 

causing various other elements have been examined to determine the intention. In 

order to measure the revisit intention in many researches, a single direct question was 

usually raised to ask the participant to rate the likelihood of their intention to visit a 

destination or an event again within a given time using 7 or 8 point of scale. 

 

2.7 Relationship of Sport Event Elements, Destination Attributes, Service 

Quality, Satisfaction, and Revisit Intention 

On the way to form the intention of tourists, various antecedents are formed 

accordingly, for example, destination image (A. E. Bigne, Sanchez, & Sanz, 2009; 
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Ramkissoon, Uysal, & Brown, 2011), event image (Jago, Chalip, Brown, Mules, & 

Ali, 2003; K. Kaplanidou & Vogt, 2007, 2009), and satisfaction (C. F. Chen & Chen, 

2010; Williams & Soutar, 2009). The antecedents may be occurred independently or 

to be influenced by another antecedent. 

An event can act as a destination features that can develop sufficient brand 

equity in source markets to become brand extensions. The effects of events on 

destination image rely on many factors (L. Chalip & Costa, 2005). Moreover, events 

are also considered as major products adding the attractiveness of the destinations and 

have a strong effect towards destination marketing (F. Dimanche, 2003). 

Andam et al. (2015); Chelladurai and Chang (2000) suggested that service 

quality is determined by a set of tangible and intangible attributes whereas the 

physical facilities and equipment in which the service is provided are the determiners 

of tangible service quality. Sport event elements, in this study, include all facilities 

and equipment within an events. Thus, sport event elements may has an effect on 

event service quality. 

K. Kaplanidou and Vogt (2007) discovered that event elements indirectly 

impact revisit intention to visit an event or a destination again through satisfaction. 

However, some antecedent may be effected before reaching the intention stage. Few 

researchers have done studies on the influences of sport event elements towards 

revisit intention (Jago et al., 2003; K. Kaplanidou & Gibson, 2012; K. Kaplanidou & 

Vogt, 2007; Koo, 2013; Xing & Chalip, 2006). For example, the studies by K. 

Kaplanidou and Gibson (2012) and Xing and Chalip (2006) revealed similar results 

that sport event element does an effect to the intention to revisit an event or a 

destination where higher levels of satisfaction is corresponded.  

From the relationships reviewed, the following two hypotheses have been 

assumed. 

H1: Sport event elements has a direct positive effect on destination attributes. 

H2: Sport event elements has a direct positive effect on event service quality. 

H3: Sport event elements has a direct positive effect on tourist satisfaction. 

H4: Sport event elements has a direct positive effect on revisit intention. 

H11: Sport event elements has an indirect effect on revisit intention mediated 

by tourist satisfaction. 
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Figure 2.5 Hypothesis Model 1 

 

Many researchers have studied on destination attributes in both general 

leisure tourism and special interest tourism (Boit & Doh, 2014; N. Chen & Funk, 

2010; Dongfeng, 2013; Hallmann et al., 2015; King et al., 2012).  

Chelladurai and Chang (2000) mentioned that the quality of location, its 

facilities, the amenities provided to the clients, and the accessibility are somewhat the 

determiners of event service quality. While the mentioning factors are a part of 

destination attribute in this study, destination attribute, as a result, may has an effect 

on event service quality. 

Previous study of Zabkar, Brenc, and Dmitrovic (2010) has indicated that 

destination attributes affect the intention to revisit through perceived quality and 

satisfaction respectively, after the research on complex relationship between main 

construct and intentions. Mostafavi Shirazi and Mat Som (2010), found that 

destination attributes have strongly effect on revisit intention among tourists in 

Penang where the satisfaction and loyalty is a pathway. It is generally accepted that 

destination image, a distinguished destination attribute, has influenced tourists’ 

behaviours and is considered as an effective tool to attract tourists (J. E. Bigne, 

Sanchez, & Sanchez, 2001; Kneesel, Baloglu, & Millar, 2010; C. K. Lee, Lee, & Lee, 
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2005; Mat Som, Marzuki, Yousefi, & AbuKhalifeh, 2012). Consequently, the concept 

that destination attributes influence sport event satisfaction led to the following 

hypotheses; 

H5: Destination attributes has a direct positive effect on event service 

quality. 

H6: Destination attributes has a direct positive effect on tourist satisfaction. 

H7: Destination attributes has a direct positive effect on revisit intention. 

H12: Destination attributes has an indirect effect on revisit intention 

mediated by tourist satisfaction. 

 

Figure 2.6 Hypothesis Model 2 

 

In the context of sport events, there are several literatures conducted on the 

relationship between service quality and customer satisfaction within different types 

of sport events for example, active sport event (N. D. Theodorakis et al., 2015; Y. 

Tsuji, G. Bennett, & J. Zhang, 2007), water sport events (O'Neill, Gezt, & Carlsen, 

1999), and spectator sport events (Yoshida & James, 2011). A research by L. H. Chen 

et al. (2012) revealed results supported that service quality influenced tourists’ 

satisfaction with the event which in turn also influences life satisfaction. They 

attempted to connect the concepts of perceived service quality and life satisfaction by 
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using a bottom up theory of satisfaction where perceived service quality precedes 

holistic evaluations such as overall life satisfaction. However, satisfaction is 

suggested to be an antecedent to service quality in some researches (Bitner, 1990; 

Bolton & Drew, 1991; L. Lee, Graefe, & Burns, 2007; Li & Petrick, 2010; D. J. 

Shonk, 2006). Greenwell, Fink, and Pastore (2002), tested that perceptions of service 

personnel and physical environment, for example sport facility, influences on 

spectators’ satisfaction. Event service quality is said to be a possible factor affecting 

before intention to revisit (K. Kaplanidou & Vogt, 2009; Newland & Aicher, 2018). 

However, many studies by Brady et al. (2006); N. D. Theodorakis et al. (2013); Y. 

Tsuji et al. (2007) discovered that outcome quality such as game quality, sport 

performance had the strongest effects on spectators’ satisfaction, than factors related 

to the service environment. Thus, the following hypotheses are formed; 

H8: Event service quality has a direct positive effect on tourist satisfaction 

H9: Event service quality has a direct positive effect on revisit intention 

H13: Event service quality has an indirect effect on revisit intention mediated 

by tourist satisfaction. 

 

Figure 2.7 Hypothesis Model 3 
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In general goods and service environment, customers tend to purchase a good 

or service again if they satisfy on what they perceived. This saying tends to applicable 

with tourism industry also.  C. F. Chen and Chen (2010) studied on the behavioural 

intention of heritage tourists and found that satisfaction is one of the factor affecting 

the tourists’ intention to revisit. In sport tourism context, the same result was also 

found in adventure tourism (Williams & Soutar, 2009). K. Kaplanidou and Vogt 

(2007) also found that satisfaction indeed has strong relationship with revisit intention 

among sport tourists. When individuals evaluate overall trip experience in the post-

trip phase, satisfaction is found as a strong predictor of behavioural intention (Baker 

& Crompton, 2000; E. J. Bigne, Andreu, & Gnoth, 2005; J. Lee, Graefe, & Burns, 

2004; Petrick et al., 2001; B.N. Rittichainuwat, Qu, & Mongknonvanit, 2002). 

However, earlier study by J. E. Bigne et al. (2001) found that satisfaction was 

insignificant to revisit intention. Thus, the relationship between satisfaction and revisit 

intention is not certain. As a result, the following hypothesis will be tested; 

H10: Tourist satisfaction has a direct positive effect on revisit intention. 

 

Figure 2.8 Hypothesis Model 4 

 

This study uses the conceptual framework in the diagrammatical chart as a 

guideline of what concept this research studies on. Revisit intention has been studied 

widely in leisure tourism context, however, there is limited sport event literature on 

intention to revisit an event and/or a destination affecting from both the event and 

destination factors. Based on the four constructs studied in this research to determine 

the relationship and influence towards the revisit intention of active-sport tourists. The 
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research outcomes, at the end, proposes a research model for corresponding parties to 

imply the new concept for their related tasks, especially for triathlon event organizers 

who can definitely utilise the model to improve the overall quality of their organized 

events. 

 

Figure 2.9 Theoretical Research Hypothesis Model 

Source: Developed for this study 

 

2.8 Related Previous Researches 

2.8.1 Sport Event Elements 

Buning and Gibson (2016) explored the influence of travel conditions on 

preferred destination, event, and travel characteristics. The research was done by 

collecting data from amateur active sport tourists attending a single cycling challenge 

in the USA. 22 event items were raised to test how travel conditions (solo or with 

cyclists/ with non-cyclists/ non-regional travel) affect each event preferences. All the 

22 event items are in detailed of what the event has. The result revealed the indeed 

differently answers among the three travel conditions. This research studied in the 

similar characteristics with this paper as it is conducted in the context of active-sport-

event with amateur attenders. As a result, all the items are tested in this paper. 

K Kaplanidou and C Vogt (2010) studied on how tourists perceived the 

meaning of a sport event experience. Similar to the previous research, the studied 
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were done in the post trip context of active sport tourists as evaluate research. 

However, two focus groups were primary done to explore the aspects of meaning 

attached to sport event experience. Five aspects of the sport event experience were 

noted including organizational, environmental, physical activity, social and emotional. 

For this paper, organizational aspects of sport event experience were driven to fulfil in 

event elements. 

Newland and Aicher (2018) studied the relationship between destination and 

event elements among active sport tourists attending at least one running, cycling, or 

triathlon event in the current competitive race reason. Attendees’ motivation was also 

an important factor studied. Event elements were divided into three groups including 

accessibility, auxiliary elements, and reputation which are adapted from (J. G. Beard 

& Ragheb, 1983; J. Crompton, 1979; Dann, 1981). The result of motivation are found 

to be different causing from different sport types, athletes types, destination and event 

elements. 

2.8.2 Destination Attributes 

N. Chen and Funk (2010) addressed a study to fulfil a research gap on an 

integrative approach to examine sport event tourism that a lot of researches have tried 

to combine sport event and tourism destination. The research explored the differences 

of travel purpose, destination image and intention to revisit comparing between sport 

tourists and non-sport tourists attending European Athletics Championship. 16 

destination attributes were used to rate the importance and performance of a 

destination hosting the event. The results support the effective use of destination 

attributes for examining travel purpose and reveal the similar and dissimilar 

perspectives posted by sport tourists and non-sport tourists. The final result was 

concluded that destination attributes influence the intention to revisit where 

accommodation facilities, historic/cultural attractions, and sport facilities and 

activities was rated most differently between the two types of tourists. 

Dongfeng (2013) studied the perspectives towards destination image 

impacted from sport event hosted in a city and on revisit intention of intentional sport 

tourists’ attending major sport events in Shanghai. This research attempted to test how 

types of major sport events and demographic variables affect on the awareness of 

sport event, destination attributes dimensions, and also intention to revisit. Focusing 
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on the destination attributes, three main groups of dimension were raised including 

tourism infrastructure, tourism atmosphere and services, and affective city image. The 

tourism atmosphere and services was the only image factor significantly predictive of 

sport event awareness. On the other hand, all the three factors have direct effect to the 

intention to revisit. 

2.8.3 Sport Event Service Quality 

N. D. Theodorakis et al. (2015) examined the relationship of sport event 

service quality and satisfaction on happiness among active-sport tourists attending 5 

kilometres and 10 kilometres small-scale running races in Northern Greece. A 

modified context-specific scale adapted from K. Alexandris et al. (2004) were used to 

measure service quality. It is comprised of physical environmental quality, interaction 

quality, and outcome quality with 11 items in total; four items in physical 

environmental quality, four items in interaction quality, and three items in outcome 

quality. This scale is based on Brady and Cronin (2001) model that was used in some 

leisure sport researches. A structural Equation Modelling was used to test the 

relationship model. The result revealed that the three service quality factors 

significantly influence the satisfaction of tourist towards the event and also with the 

happiness of tourists. 

Hallmann et al. (2015) developed a structural equation model of destination 

image of winter sports destination in Germany and Austria on how it affected the 

intention to revisit. The SEM for destination image in this research was generated 

from a review of the relevant literature and tested with 795 data collected. Under the 

destination image, cognitive and affective indicators were tested to see the influence 

towards conative indicator of intention to revisit. Service quality is one of the factor 

indicator affecting cognitive indicators. The result revealed that service quality 

significantly impact the intention to revisit via the customer satisfaction where 

exciting experience resulting from the destination is the major factor. 

D. J. Shonk (2006) completed a research dissertation for doctoral degree 

assessing the dimension of service quality in sport event tourism services and how it 

leads to customer satisfaction and in turn affecting the intent of tourist to return to a 

major league All-Star sporting event on the United States in the future. Access 
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quality, venue quality, and contest quality are test as the influencers of sport event 

tourism service quality which then affect tourists’ satisfaction and intention to revisit. 

2.8.4 Satisfaction and Revisit Intention 

N. D. Theodorakis et al. (2015) expressed how the consumption of sport 

event among active-sport tourists attending in short-distance marathon races can 

influence participants’ perception of happiness with the experiential purchase given 

the time and resources invested in that experience. Four questions were raised to test 

the respondents’ perception towards satisfaction through event service quality using 

seven-point Likert items rating system. The results revealed that participants’ 

satisfaction towards the event and destination directly impacts their experiential 

happiness after the participation. 

Koo (2013) developed a small-scale sport event tourists’ intention 

knowledge by accounting the consequences of several important factors including 

destination image, event element, and satisfaction. On the way of the research, 297 

data was collected at two marathon events in the USA. Satisfaction was tested by a 3-

item using a 5-point Likert scale rating from strongly disagree to strongly agree. For 

behavioural intention, two aspects were pointed out comprising of intention to revisit 

the destination and the willingness to share the event to others. At the end, all the 

three factors are founded as factors influencing active-sport tourists’ behavioural 

intention. 

D. J. Shonk (2006) generated a structural equation model on sport tourists’ 

perception of service quality, satisfaction, and intention to revisit among sport tourists 

in the USA. Four service quality factors were raised from a literature review, 

however, only three factors were really affect the sport event tourism service quality 

after a pilot-test, EFA and CFA was done. The findings at the end show the support 

for a multi-dimensional model raised in the beginning. The overall perception of sport 

event tourism service quality contributes to tourists’ perception of satisfaction. 

Additionally, satisfaction directly influences a tourist’s decision to return to a sport 

event and/or particular tourist destination. 
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2.9 Summary of the Chapter 

In summary, this chapter gather and conclude related research papers, 

articles, news, and theory that support the forming of this study. Research 

hypothesises are generated from the literatures reviewed. In each factors; sport event 

element, destination attribute, service quality, satisfaction, and revisit intention; its 

definition, elements/dimension, and measurement scale are described. Finally, related 

research papers intentionally used in this study. Seven hypotheses were driven form 

the relationship between five constructs; sport event elements, destination attributes, 

event service quality, satisfaction, and revisit intention. 

  



CHAPTER 3 

 

RESEARCH METHODOLOGY 

This chapter describes how this research is proceeded throughout the 

research process using Five W’s and One H; what, where, when, how, why, and so 

what concept to explain the overview of the chapter and each components. According 

to the research scope mentioned in Chapter one, this chapter amplifies the population 

and sample in more detail. Moreover, it will explain how to acquire the data and how 

it is processed with underlining rationale included. The outline of the chapter is the 

following; (1) research design, (2) population and sampling, (3) research instruments, 

(4) methods of data collection, (5) processing and analysis of data, (6) timeline of the 

research, (7) research ethics and (8) summary of the chapter. 

 

3.1 Research Design 

This research, in order to reach the research goals, was designed in detail on 

how it should be processed in term of what factors to study deeply, whom should be 

asked, how to get the information, and which method for data analysis. A model 

implication is the final result of this study based on influencing factors studied. Figure 

3.1 demonstrate how the research is processed. First, the research begins with 

reviewing background of the aiming topics together with its necessity to develop the 

study on. Then, research objectives are arranged based on previous studies review. 

Hypotheses are formed and assemble to a research conceptual framework. This study 

uses quantitative research method to pursue the expected outcome. Since data is 

collected by a questionnaire, quantitative method is used to analyse numerical data 

collected. The research instrument is tested for its reliability and validity. A pilot test 

is analysed using exploratory factor analysis. Then, a completed set of data is 

analysed using exploratory factor analysis and confirmatory factor analysis in order to 

make the data ready for the final analysing step. Structural Modelling Equation 
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(SEM) is suggested as the most suitable instrument for analysing causal relationship 

model that has several constructs and the relationship for each variables can be tested 

separately (Yosuke Tsuji et al., 2007; Vanichbuncha, 2013). 

 

Figure 3.1 Research Process 

Source: Developed for this study 
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3.2 Population and Sample 

3.2.1 Population 

This research has chosen Thai active-sport tourists who have ever attended 

triathlon events in Thailand as the research population with infinite number of 

population indicated as there is no accurate number of triathletes in Thailand and 

there is no data collected on the number of total headcount triathlon events 

participants. 

The researcher choose to study on active-sport tourists or the athletes 

attending sport events because the statistics from department of tourism has shown the 

least revenue received from the organized events sector compared to the other sport  

event tourism sectors in Thailand. Meanwhile, there is a big room for improvement of 

the sector because Thailand as a major tourist destination owning valuable natural 

resources and professional sport event organizers has a great potential to support the 

growing of the sport event industry. If there is a proper development from both the 

event and destination key stakeholders to attract this group of tourists who normally 

are in upper middle class, Thailand sport event industry would be a new major driver 

of the country tourism industry. 

3.2.2 Samples 

For considering the suitability of the sample group of this research, the 

researcher has considered the appropriate sample size used for data analysis in AMOS 

program of SEM statistical tools according to the Rules of Thumb mentioning the 

appropriate sample in the work with the composition analysis route analysis and 

structural equation models (Carmen, Wilson, & Betsy L., 2007). Comrey (1973) given 

the appropriate sample size suggestion of at least 200 units used in the study. Bentler 

and Chou (1987) suggested at least five sample per latent variables is suitable for 

uncomplicated model. Moreover, the leading statistician, Hair, Black, Babin, and 

Anderson (2010) has been mentioned in Schumacker and Lomax (2010); Sinjaru 

(2012) suggested that this type of research should use sample sizes between 10 – 15 

samples per parameter used in case of multivariate normal distribution (Wongsaichue, 

2017). 
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However, G star Power (G*star Power) software is used to confirm the 

population size of this research. Because of the high numbers of parameters at 76, 

G*Power is considered to determine the sample size of unidentified population 

research. The software can specify the size appropriately and leads to the appropriate 

power of test value which makes statistical results significant (Wiratchai, 2012). The 

calculation for interval or ratio scale has been used in G*star power version 3.1. The 

following values have been set accordingly (Sanitlou, Saspetch, & Napaarak, 2019); 

a. Test family: F tests 

b. Statistical test: Linear Multiple regression: Fixed 

Model, R2 deviation from zero 

c. Type of power analysis: A Priori: Compute required 

sample size, given α, power, and effect size 

d. Effect size f: 0.15 

e. Α err prob: 0.05 

f. Power: 0.95 

g. Number of predictors: 67 

The sizing result from the program has shown the total number at 369 sample 

size which is nearby the sample size calculated from Cochran’s sample size formula 

for infinite population. This study used 371 samples for more accurate result of data 

analysis. The sample group is randomly picked from the population indicated by the 

researcher’s own convenience 

 

3.3 Research Instrument Development 

In order to develop the research instrument, a questionnaire, for conducting 

this study, there are four steps of the process have been done. The first step is to 

compile measurement items from previous related literatures. Next, the items will be 

used to form a draft questionnaire and conducted a reliability and validity test. Third, 

the proved questionnaire will be used to conduct a pilot test. A statistical process is 

done in this step to eliminate unnecessary items. Finally, the revised questionnaire 

will be used to conduct an official data collection. Figure 3.2 demonstrated the whole 

process and detailed explanations are described below.  
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Figure 3.2 Research Instrument Development 

 

3.3.1 Step 1: Develop Measurement Scales Derived from Literature 

Review 

The process begins with the literature review of several research papers. 

There are 76 items derived from related research papers to form the questionnaire 

from part two to part six where part one is about respondents’ demographic profile 

and their travel behaviour. The main part of the questionnaire is to measure the 

perception of the respondents towards each item derived. 

Table 3.1 shows the perception measurement items from previous literatures.
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Table 3.1 Questionnaire Items Development 

Part Variable Component Items Author(s) 

1 Sport event 

elements 

1. Accessibility 

 

- Event location 

- Proximity of event to home 

- Ease of travel 

- Provided transportation 

- Event cost 

- Event website is user-friendly 

- Sufficiently information on website and social media 

Buning and Gibson (2016); K 

Kaplanidou and C Vogt 

(2010); Newland and Aicher 

(2018) 

2. Auxiliary 

elements 

- Merchandise received 

- Prize money awarded 

- Neutral support (e.g. aid stations, SAG stops) 

Buning and Gibson (2016); 

Newland and Aicher (2018) 

3. Reputation - Longevity 

- History of Event 

- Well organized 

- Prestige of the event 

- Event is exclusive 

Buning and Gibson (2016); K 

Kaplanidou and C Vogt 

(2010); Newland and Aicher 

(2018) 
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Part Variable Component Items Author(s) 

- Event gets media coverage 

- Involvement of major corporate sponsor 

- Event has professional sport component 

4. Routes and 

courses 

- Challenging course 

- Event and course safety 

- Course is easy to get good result 

- Scenic and interesting course 

- Use trails to avoid road 

Buning and Gibson (2016); K 

Kaplanidou and C Vogt 

(2010); Newland and Aicher 

(2018) 

5. Social aspects - Many participants (large) 

- Few participants (small and intimate) 

- Recommendation to attend from someone I trust 

- Surrounding party atmosphere 

- Vacation with family and friends 

Buning and Gibson (2016); K 

Kaplanidou and C Vogt 

(2010) 

2 Destination 

attributes 

6. Tourism 

infrastructure 

- International metropolitan centre city 

- Accommodation facilities 

- Convenient transportation 

- Local infrastructure 

C. F. Chen and Chen (2010); 

Dongfeng (2013) 
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Part Variable Component Items Author(s) 

- Safe destination 

- Good restaurant 

- Modern city 

- Sport facilities and activities 

- Shopping facilities 

7. Tourism 

atmosphere and 

service 

- Restful relaxing atmosphere 

- Good climate 

- High quality service in the city 

- Friendly people city 

- Clean and green city 

- Historical or cultural attraction 

- Nightlife and entertainment 

- Scenery and natural attractions 

- Tourist information and support 

C. F. Chen and Chen (2010); 

Dongfeng (2013) 

8. Affective city 

image 

- Exciting city 

- Active and arousing city 

- Pleasant city 

C. F. Chen and Chen (2010); 

Dongfeng (2013) 
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Part Variable Component Items Author(s) 

- Local  price city 

- Cultural difference 

- Friendliness of the locals 

3 Event service 

quality 

9. Physical 

environment 

quality 

- Atmosphere during event 

- Support from spectators during race 

- The entertainment program of the race 

- Well-designed services and events 

- Accommodation quality 

- Accessibility to the destination 

Hallmann et al. (2015); D. J. 

Shonk (2006); N. D. 

Theodorakis et al. (2015) 

10. Interaction 

quality 

- Personnel was responsive 

- Personnel was courteous 

- Personnel was knowledgeable 

- Personnel provided prompt services 

N. D. Theodorakis et al. 

(2015) 

11. Outcome 

quality 

- Great sporting experience 

- Attending this event making a better athletes 

- Positive participation 

- Exciting experiences 

Hallmann et al. (2015); N. D. 

Theodorakis et al. (2015) 
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Part Variable Component Items Author(s) 

4 Satisfaction 12. Sport event 

participants’ 

satisfaction 

with events 

13. Sport event 

participants’ 

satisfaction 

with destination 

- enjoyed the visit to the event. 

 

 

 

- happy with the visit to the destination. 

- satisfied with the overall experience 

(Koo, 2013; D. J. Shonk, 

2006) 

 

 

 

(D. J. Shonk, 2006) 

5 Revisit 

Intention 

14. Sport event 

participants’ 

revisit intention 

to event  

15. Sport event 

participants’ 

intention to 

recommend the 

event 

16. Sport event 

- plan to revisit the event 

 

 

 

- likely to recommend the event  

 

 

 

 

 

- plan to revisit the destination 

(Koo, 2013; D. J. Shonk, 

2006) 

 

 

 

(Koo, 2013; D. J. Shonk, 

2006) 

 

 

(Koo, 2013; D. J. Shonk, 
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Part Variable Component Items Author(s) 

participants’ 

revisit intention 

to destination 

17. Sport event 

participants’ 

intention to 

recommend the 

destination 

 

 

 

- likely to recommend the destination  

 

2006) 

 

 

(Koo, 2013; D. J. Shonk, 

2006) 
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3.3.2 Step 2: Prove of Research Instrument Reliability and Validity  

The draft questionnaire was brought to research advisor for checking the 

accuracy and suitability of the content, then modify the questionnaire based on 

advisor’s comments. Then, the researcher took the questionnaire to three experts in 

the study topic to test the content validity, then form an accurate and easy-to-read 

questionnaire with no alluding of the privacy of the respondents. All the 76 items 

derived were translated into Thai questions. The initial draft of questionnaire was 

edited and refined by two academic faculties and one industry expert for content 

validity. Items with the Index of item Objective Congruence (IOC) value of less than 

0.67 should be eliminated (Turner & Carlson, 2003). The language used in the 

questionnaire has also been modified for reducing the ambiguity and correcting the 

technical words about triathlon events. 

Based on the IOC results from the three professionals, there was no item in 

any components has been deducted, however, the language used in some questions 

were improved. Two experts suggested to add up additional initial screening question 

asking tourist experiences in attending triathlon events and a question in general 

information section which is ‘which triathlon event in Thailand do you plan to attend 

next?’ Thus, all the 76 extracted variables are included in the initial questionnaire for 

pilot test study. 

3.3.3 Step 3: Pilot Test Study 

A pilot test was conducted to test the internal consistency of all questionnaire 

items. The first draft of questionnaire was distributed randomly to Thai-national 

triathletes via online channels (i.e. Facebook groups, Line chat). The list of 

measurement items was measured using a five-point Likert’s scale varying from 

1 (Strongly disagree) to 5 (strongly agree). After two weeks, 119 sets of questionnaire 

were recorded in the receiving system and only 100 completed sets of survey were 

counted as a pilot study result. The unwanted 19 sets do not match the requirement 

because the respondents have never attended triathlon events as competitors before. 
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Table 3.2 Demographic Profile of Pilot Test Respondents (n = 100) 

Demographic Categories n = 100 

Gender Male 

Female 

77 

23 

Marital Status 

    

 

Single 

Married 

Widowed/Divorced 

47 

51 

2 

Education 

 

Lower than high school 

High school 

Diploma 

Bachelor’s degree 

Master’s degree 

Higher than Master’s degree 

1 

4 

3 

49 

37 

6 

Occupation 

 

Student 

Government officer 

Private company employee 

Business owner 

Freelancer 

4 

21 

41 

29 

5 

Monthly income 

 

10,000 and lower 

10,001 – 30,000 

30,001 – 50,000 

50,001 – 70,000 

70,001 – 90,000 

Higher than 90,000 

1 

21 

21 

19 

7 

31 

Current region of residence 

 

Northern 

Central 

Northeastern 

Eastern 

Western 

Southern 

6 

65 

3 

14 

2 

10 

Number of time participated in Less than 3 times 21 
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Demographic Categories n = 100 

Triathlon events in Thailand as a 

competitor 

 

3 – 6 times 

7 – 10 times 

Higher than 10 times 

29 

20 

30 

Triathlon events as primary 

purpose 

 

Yes, for the most 

Yes, for some 

No 

80 

16 

4 

Day(s) spent at destinations 

 

1 

2 

3 

4 

5 

6 

9 

6 

62 

22 

7 

1 

1 

1 

Travel to events with 

 

Alone 

Family 

Friends 

Couples 

39 

31 

55 

29 

Travel to events by 

 

Personal car 

Rental car 

Plane 

Others, (Train) 

93 

22 

33 

1 

 

Among the 100 pilot test respondents, 77.0% of triathletes answering the 

questionnaire is male and 23.0% female with nearly equal percentage of married and 

single status with an average age at 38.67 years. The respondents are from all regions 

of Thailand in which 65.3% is from the central region (majoring Bangkok), and 

following by 14.0% from the Eastern region (majoring Chonburi). More than 90.0% 

of the respondents graduated with a degree, own a business or have a full-time job. 

The largest proportion of monthly income (31.0%) is the respondents with the most 

amount of income (higher than 90,000 Thai Baht per month), following by two 

groups of Thailand average income (10,000 – 30,000 and 30,000 – 50,000 Thai Baht 
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per month) with the equal amount of respondents at 21.0%. The respondents have 

beginner to intermediate level experiencing in Thailand triathlon events who usually 

has triathlon events as the main purpose of their trip. Moreover, the length of regular 

stay is around 2 - 3 days spent at the destination which means the tourists may stay 

one to two days extra at the destination after or before the events. 55.0% of the 

respondents usually come with friends; 39.0% prefers to come alone; 31.0% comes 

with their family; and 29.0% travels with couples. Personal cars are the most used of 

travel method (93.0%). For far away destinations, the respondents prefer to travel by 

plane (33.0%) and 22.0% sometimes use rental car service. 

All the data collected from pilot test study was then analysed using 

Exploratory Factor Analysis (EFA) to uncover the underlying structure of a relatively 

large set of variables. 

3.3.3.1 Sport event elements pilot test EFA result 

The data set of sport event elements has a 0.821 KMO value. Moreover, 

Bartlett’s test of sphericity which is the statistical value testing whether the hypothesis 

that the correlated matrix is an identity matrix or not. It was found that the statistical 

value is 1597.464 and P-value at 0.000 which means the sampling is adequate for 

processing with factor analysis. 

The data is suggested to be divided into seven components based on 

eigenvalues 3.991 that are greater than one. Varimax rotation of component matrix 

has been chosen because non-rotated components matrix shows too condensed of data 

in one group. Table 3.4 shows EFA results of the data containing of factor loading 

values of each items in the components. Items with less than 0.50 factor loading value 

was eliminated. Five items have been eliminated which are involvement of major 

corporate sponsors (.455), course is easy to get good result (.468), recommendation to 

attend from someone I trust (.451), surrounding party atmosphere (.499), and event 

location (.480). Additionally, there are two groups of data with less than 0.70 

reliability value the first group (.689); consisting of challenging course and scenic and 

interesting course, and the second group (.615); consisting of use trails to avoid road, 

participant size, and vacation with family and friends. The two groups together with 

all five items shall be eliminated according to Devellis (2012). 
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Table 3.3 KMO and Bartlett’s test of Sphericity of Sport Event Element 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.821 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

1597.464 

378 

.000 

 

As a result, only 18 items under five groups are remaining as sport event 

elements, reliability value of 0.878 shows good reliability scores according to the 

general rule of thumb. After the item’s reduction process, all items in each group were 

analysed to find the Cronbach’s alpha reliability coefficient. 

Table 3.4 Sport Event Elements Pilot Test EFA Results (n = 100) 

Dimensions Mean 

(SD) 

Factor 

loading 

Cronbach

’s alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Varian

ces 

Group 1 

Longevity 

History of event 

Prestige of the event 

Event is exclusive 

Event gets media coverage 

 

4.04 (.852) 

4.01(.847) 

4.35 (.821) 

4.38 (.776) 

3.95 (.957) 

 

.825 

.830 

.779 

.578 

.536 

.859 8.971 32.039 

Group 2 

Event Cost 

Event website is user-friendly 

Sufficiently information on 

website and social media 

Contact channel 

Event and course safety 

 

3.99 (.948) 

4.16 (.861) 

4.46 (.784) 

 

4.21 (.891) 

4.83 (.428) 

 

.655 

.803 

.848 

 

.730 

.619 

.835 2.860 10.215 
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Dimensions Mean 

(SD) 

Factor 

loading 

Cronbach

’s alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Varian

ces 

Group 3 

Neutral support (e.g. aid 

stations, support and gear stop; 

SAG stops) 

Well organized 

Event has professional sport 

components 

 

4.39 (.777) 

 

 

4.82 (.500) 

4.78 (.579) 

 

.540 

 

 

.839 

.857 

.808 2.158 7.709 

Group 4 

Proximity of event to home 

Ease of travel 

 

4.43 (.742) 

4.61 (.601) 

 

.825 

.835 

.744 1.711 6.110 

Group 5 

Provided transportation 

Merchandise received 

Prize money awarded 

 

3.75 (.957) 

4.14 (.876) 

3.16 (.907) 

 

.808 

.650 

.775 

.747 1.120 3.999 

 

3.3.3.2 Destination attributes pilot test EFA result 

C. F. Chen and Chen (2010); Dongfeng (2013) has described destination 

attributes by three groups of indicating factors with 22 items in total. The original 

three groups of items include tourism infrastructure, tourism atmosphere and services, 

and affective city image. For this research, 100 sets of data about destination 

attributes have been computed using an exploratory factor analysis (EFA) to find 

whether some items in the components should be eliminated or not. The set of data is 

proved that EFA method is the suitable method to be used due to a high KMO value 

at 0.900. Moreover, Bartlett’s test of sphericity which is the statistical value testing 

whether the hypothesis that the correlated matrix is an identity matrix or not. It was 

found that the statistical value is 1538.334 and P-value at 0.000 which means the 

sampling is adequate for processing with factor analysis. After the EFA was run, four 

groups of items are suggested, based on the eigenvalues.   
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Table 3.5 KMO and Bartlett’s test of Sphericity of Destination Attribute 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.900 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

1538.334 

231 

.000 

 

Table 3.6 shows the factor loading values of each items in which ‘restful 

relaxing atmosphere’ has only 0.449 value and should be eliminated based on the 

general rule of thumb. Each of the four groups of data has greater than 0.7 reliability 

value as shown in the table, together, destination attributes components after one 

factor deducted comes up with 0.941 reliability coefficient. As a result, only one item 

has been eliminated. Destination attributes component goes well with 21 items within 

four groups of factor. 

Table 3.6 Destination Attributes Pilot Test EFA Results (n = 100) 

Dimensions Mean (SD) Factor 

loading 

Cronbach

’s alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Varian

ces 

Group 1 

Good restaurant 

Sport facilities and activities 

Good climate 

High quality service in the city 

Friendly people city 

Clean and green city 

Historical or cultural attraction 

Scenery and natural attractions 

 

4.17 (.766) 

4.18 (.757) 

4.57 (.573) 

4.04 (.790) 

4.33 (.739) 

4.38 (.678) 

3.67 (.900) 

4.25 (.730) 

 

.549 

.533 

.889 

.643 

.784 

.760 

.583 

.590 

.903 10.460 47.547 
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Dimensions Mean (SD) Factor 

loading 

Cronbach

’s alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Varian

ces 

Group 2 

International metropolitan 

center city 

Modern city 

Shopping facilities 

Nightlife and entertainment 

Exciting city 

 

3.73 (.920) 

 

3.55 (.989) 

3.27 (1.024) 

3.08 (1.186) 

3.84 (.907) 

 

.749 

 

.764 

.789 

.750 

.630 

.881 2.124 9.653 

 

Group 3 

Tourist information and 

support 

Active and arousing city 

Pleasant city 

Local price city 

Cultural difference 

 

 

4.12 (.756) 

 

3.97 (.870) 

4.22 (.824) 

4.12 (.808) 

3.72 (.944) 

 

. 

615 

 

.639 

.692 

.694 

.674 

 

.870 

 

1.624 

 

7.465 

Group 4 

Accommodation facilities 

Convenient transportation 

Safe destination 

 

4.48 (.717) 

4.59 (.588) 

4.63 (.597) 

 

.828 

.788 

.689 

.762 1.173 5.330 

 

3.3.3.3 Event service quality pilot test EFA result 

Hallmann et al. (2015); D. J. Shonk (2006); N. D. Theodorakis et al. (2015) 

have suggested 14 items to measure event service quality in sport context by dividing 

the items into three groups which are physical environment quality, interaction 

quality, and outcome quality. The whole set of data has been calculated to progress on 

exploratory factor analysis (EFA) while a high KMO value of 0.817. Moreover, 

Bartlett’s test of sphericity which is the statistical value testing whether the hypothesis 

that the correlated matrix is an identity matrix or not. It was found that the statistical 
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value is 756.163 and P-value at 0.000 which means the sampling is adequate for 

processing with factor analysis. 

Table 3.7 KMO and Bartlett’s test of Sphericity of Event Service Quality 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.817 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

756.163 

91 

.000 

 

Based on varimax-rotated component matrix result, event service quality 

component can be relied on the cited literatures as all the 14 items of this study has 

been arranged in the same pattern of the literatures reviewed. Not only the high 

reliability value of each groups of data but also the high value of the overall data in 

the component at 0.887. 

Table 3.8 Event Service Quality Pilot Test EFA Results (n = 100) 

Dimensions Mean 

(SD) 

Factor 

loadin

g 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Varia

nces 

Group 1 

Personnel’s responsiveness 

Personnel’s courteousness 

Personnel’s knowledge 

Personnel’s prompt services 

 

4.63 (.614) 

4.65 (.539) 

4.72 (.533) 

4.69 (.526) 

 

.851 

.730 

.849 

.850 

.908 5.946 42.472 

Group 2 

Atmosphere during event 

Support from spectators 

during race 

 

4.60 (.603) 

4.36 (.689) 

 

 

.548 

.751 

 

.827 1.877 13.405 
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Dimensions Mean 

(SD) 

Factor 

loadin

g 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Varia

nces 

The entertainment program 

of the race 

Well-designed services and events 

Accommodation quality 

Accessibility to the destination 

(event) 

3.95 (.892) 

 

4.53 (.611) 

4.33 (.711) 

4.57 (.655) 

.732 

 

.676 

.741 

.596 

Group 3 

Great sporting experience 

Attending this event making a 

better athletes 

Positive participation 

Exciting experiences 

 

4.68 (.490) 

4.42 (.638) 

 

4.53 (.577) 

4.61 (.601) 

 

.787 

.739 

 

.795 

.760 

.803 1.322 9.444 

 

3.3.3.4 Tourist satisfaction pilot test EFA result 

For satisfaction component retrieved from Koo (2013); D. J. Shonk (2006), 

the average KMO value at 0.657 shows that this set of data may not be suitable for 

progressing in EFA process. However, Bartlett’s test of sphericity which is the 

statistical value testing whether the hypothesis that the correlated matrix is an identity 

matrix or not. It was found that the statistical value is 70.029 and P-value at 0.000 

which means the sampling may adequate for processing with factor analysis. 

Table 3.9 KMO and Bartlett’s test of Sphericity of Tourist Satisfaction 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.657 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

70.029 

3 

.000 



80 

 

 

Factor loading of all the three items remain high, however, no rotation of 

matrix is required for one-group data. The 100 sets of questionnaire results on 

satisfaction has been calculated to find reliability value and come out at 0.737.  

As same as intention to revisit factor, four measurement scales derived from 

Koo (2013); D. J. Shonk (2006) has been put in SPSS software to find the reliability 

value. A high reliability value at 0.851 has confirmed the credibility of the 

measurement scale in the overall view. 

Table 3.10 Satisfaction Pilot Test EFA Results (n = 100) 

Dimensions Mean 

(SD) 

Factor 

loading 

Cronbach

’s alpha 

coefficient 

(α) 

Eigen 

values 

% of 

Varian

ces 

 

Enjoyed the visit to the event 

Happy with the visit to the 

destination 

Satisfied with the overall 

experience 

 

4.68 (.510) 

4.50 (.611) 

 

4.69 (.506) 

 

.790 

.783 

 

.867 

.737 1.988 66.282 

 

The pilot test results were found that among the four components with 

underlining 67 proposed items, 11 items should be eliminated from the study after 

statistical analysis by SPSS software using Exploratory Factor Analysis method. Sport 

event element component is the group with the most items eliminated due to having 

two groups containing six items that got Cronbach’s alpha coefficient (α) value less 

than .70. Other five items eliminated have gotten less than .50 factor loading values. 

Table 3.9 shows the detailed of initial and modified numbers of groupings and items 

in each components after tested which are shown in the tables above where the 

researcher cut off the 11 items, rearrange the questionnaire and distribute it to main 

survey population.  
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Table 3.11 Summary of EFA Results of Pilot Test 

Component Initial 

Grouping 

Modified 

Grouping 

Proposed 

Item 

Eliminated 

Item 

Remaining 

Items 

Sport Event 

Elements 

5 5 28 10 18 

Destination 

Attributes 

3 4 22 1 21 

Event Service 

Quality 

3 3 14 0 14 

Satisfaction 1 1 3 0 3 

Total 12 13 67 11 56 

 

3.3.4 Step 4: Final Research Instrument 

The instrument used in this quantitative research is a questionnaire 

constructed based on theoretical concepts, journal, publications, texts and related 

research as a guideline for creating this questionnaire. Respondents is asked to rate 

their perception on variables influencing revisit intention in form of closed-end 

questions. The researcher applies the five-point Likert scale to measure their 

perception weighting as the following; 

1 equals to  Strongly disagree 

2 equals to Disagree 

3 equals to Neutral 

4 equals to Agree 

5 equals to Strongly agree 

The rationale for using a five-point scale rather than a seven-point scale are 

that it has higher reliabilities and is used to increase respond rate and respond quality 

together with reducing respondents’ frustration level (Babakus & Mangold, 1992; 

Buttle, 1996; Jenkins & Taber, 1977; Lissitz & Green, 1975; Mckelvie, 2011). 

This questionnaire is divided into six parts as indicating in table 3.12. 
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Table 3.12 Sections of Questionnaire 

Part Component Measurement Item 

1 Demographic To define respondents 

common demographic and 

experience in sport event 

- Gender 

- Age 

- Martial Status 

- Level of Education 

- Occupation 

- Monthly income 

- Region of residence 

- List of events attended 

- Destinations of event 

attended 

- Times attended events 

- Purpose of travel 

- Days spent at destination 

- Trip participants 

- Transportation used 

- List of events wish to 

attend in the future 

2 Sport event 

elements 

To examine sport event 

element items positively 

affect service quality and 

satisfaction 

1. Accessibility 

2. Auxiliary elements 

3. Reputation 

4. Routes and courses 

5. Social aspects 

3 Destination 

attributes 

To examine destination 

attribute items positively 

affect service quality and 

satisfaction 

6. Tourism infrastructure 

7. Tourism atmosphere and 

service 

8. Affective city image 

4 Event service 

quality 

To find the related service 

quality items towards 

9. Physical environment 

quality 



83 

 

Part Component Measurement Item 

satisfaction 10. Interaction quality 

11. Outcome quality 

5 Satisfaction To examine the positive 

relationship of service 

quality with revisit intention 

12. Sport event participants’ 

satisfaction with events 

13. Sport event participants’ 

satisfaction with 

destination 

6 Revisit 

intention 

To find the variables and 

factors related to revisit 

intention 

14. Sport event participants’ 

revisit intention to event  

15. Sport event participants’ 

intention to recommend 

the event 

16. Sport event participants’ 

revisit intention to 

destination 

17. Sport event participants’ 

intention to recommend 

the destination 

 

Apart from the main 17 items indicated in the part two to six which are the 

main research components, all the items in part two to four; sport event elements, 

destination attributes, and event service quality; are deeply studied on what aspects 

each items is measured.  

 

3.4 Methods of Data Collection 

As this study is planned to collect quantitative data using questionnaire with 

active sport tourists attending triathlete events, there are limitations on the data 

collection process at the events themselves based on the limited time and surrounding 

environment when meeting potential respondents that probably make the respondents 
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not willing to complete the long questionnaire. As a result, the researcher plan to have 

two processes for distributing the questionnaire. A full detailed of the process is as the 

following; 

1) Consult with an event organizer to find the best way for the three 

parties involved in the data collection process including the organizer, the 

participants, and the researcher 

2) Ask for a formal letter from the Graduate School of Tourism 

Management, National Institute of Development Administration and pass on to the 

CEO of the organizer company to ask for their permission of distributing the 

questionnaire in their Facebook group 

3) Distribute and collect the questionnaire in an electronic form by 

posting the questionnaire URL link to all Thai triathlon Facebook group, and ask 

triathlon idols and stars for helping to share the questionnaire in their personal 

Facebook and Line application. Repost and re-share the questionnaire until reaching 

the target numbers if respondents 

4) Check through all the questionnaire collected, and select the 

completed questionnaire 

 

3.5 Processing and Analysis of Data 

This study implements structural equation modelling (SEM) to analyse the 

quantitative data collected in this research. SEM is considered as a data analysis 

method used for analysing and investigating the relationship of multiple variables in a 

model where variables that hold status of both independent and dependent variables 

can be tested at the same time (Vanichbuncha, 2013). For the accuracy of data 

analysis, this research conducts the data analysis in a 4-step process. 

Step 1: Descriptive statistics is used to describe the general characteristics of 

the participants determined by frequency, and percentage.  

Step 2: Beginning with a factor analysis to test a measurement model, 

Exploratory Factor Analysis (EFA) is used for three purposes including (1) to confirm 

the relationship between structures of variables in each factors, (3) to reconstruct the 

factor items in each variables (if any), and (4) to reduce the number of variables. 
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The EFA process is done twice to make the data more perfectly. Once is done in the 

plot test study and another is done in the real test. 

Step 3: After the EFA analysis, Confirmatory Factor Analysis (CFA) is used 

to examine the latent variables or unobserved variables, scale of reliability, and 

evaluate the dimension of factors in the model. In other word, it is to test and confirm 

the relationship with the structural equation model raised. 

Step 4: Path analysis as the last step is used to test the relationship among 

items of variables modified after the EFA and CFA process. AMOS software would 

be used to facilitate the analysis of data. 

3.5.1 Determinants of Descriptive Statistics 

Mean scores from each question items are calculated, then interpreted 

following the classification of the score into five levels. The range of each level was 

determined by the class limit, calculated from the following formula (Tenenbaum & 

Driscoll, 2005): 

Class Limit =  
MIN − MAX

Number of Class Interval
 =  

5 − 1

5
 = 0.80 

As a result, the tourists’ agreement level on each individual items is ranged 

based on the mean score interpreted from the class limit calculated. The following is 

the criteria of the mean score interpreted; 

1.00 - 1.80   means   VERY POOR 

1.81 - 2.60   means   POOR 

2.61 - 3.40   means   FAIR 

3.41 - 4.20   means   GOOD 

4.21 - 5.00   means   VERY GOOD 

3.5.2 Determinants of Factor Analysis 

An exploratory factor analysis (EFA) using principle component is 

undertaken on the data collected to determine the dimensions of the scales using IBM 

SPSS Statistics software. Along the process, Eigenvalues of all factors were 

determined not to be less than 1.00 as recommended by Hair et al. (2010). 

Kaiser-Meyer-Olkin (KMO) value is calculated to measure the sampling 

adequacy of how suited the data is for factor analysis. A rule of thumb describes that 

KMO values come out with results between 0 and 1 where value greater than 0.6 
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means the data is suitable for factor analysis. Data with KMO values less than 0.6 

could not be processed in factor analysis approach and remedial action should be 

taken (Cerny & Kaiser, 1977; Kaiser, 1974). 

In the analysis, factor loading in each observed variable was examined to 

assess the degree of the relationship between the observed variable and latent 

construct. Items with less than 0.5 factor loading value or cross-loaded on more than 

one factors is eliminated. However, data with factor loading value greater than 0.7 

should be classified as well-defined structure (Hair et al., 2010). 

Each factor and each group is conducted a reliability test by using 

Cronbach’s alpha coefficient. The interpretation is detailed by Devellis (2012) as 

reliability value less than 0.60 is unacceptable; 0.60 to 0.65 is undesirable; 0.65 to 

0.70 is minimally acceptable; 0.70 to 0.80 is respectable; 0.80 to 0.90 is very good; 

and reliability value greater than 0.90 is considered shortening the scale. The 

researcher decided to retain items with reliability scores higher than 0.70 to indicate 

that the variable exhibited moderate correlation with their factor groupings and can be 

regarded as consistent and stable. 

Considering on Confirmatory Factor Analysis (CFA), a number of fit indices 

are tested to assess the measurement model fit including chi-square (P Value),  

relative chi-square (χ2/df), goodness-of-fit statistic (GFI), adjusted goodness of fit 

index (AGFI), comparative fit index (CFI), root mean square error of approximation 

(RMSEA) and standardized root mean square residual (SRMR). A recommended cut-

off criteria for model fit indices is summarized in table 3.9 below. 

Table 3.13 Summary of Cut-Off Criteria for Model Fit 

No Criteria Cut-off 

point 

Source 

1 chi-Square P > 0.05 (Hooper, Coughlan, & 

Mullen, 2007) 

2 relative chi-square (χ2/df) < 0.30 (Kline, 2010) 

3 goodness-of-fit index (GFI) >0.95 (Hooper et al., 2007) 

4 adjusted goodness of fit index (AGFI) >0.95 (Hooper et al., 2007) 
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No Criteria Cut-off 

point 

Source 

5 comparative fit index (CFI) >0.95 (Hooper et al., 2007) 

6 root mean square error of 

approximation (RMSEA) 

< 0.07 (Hooper et al., 2007) 

7 standardized root mean square residual 

(SRMR) 

< 0.08 (Hooper et al., 2007) 

 

3.5.3 Determinants of Path Analysis 

Structural Equation Modeling (SEM) is used to examine and estimate the 

causal relationship and to verify the consistency of the structural equation modeling 

based on assumptions and empirical data. An acceptable structural model should meet 

overall goodness of fit demonstrating by a set of fit indices in table 3.9 indicated 

above. 

According to Cohen (1988), path coefficient or beta weight should be 

considered to assess the degree of effect size originated from each independent 

variable toward dependent variable in the structural model proposed. There are three 

ranges of the measurement of the standardized coefficient including value between 

0.1 and 0.3, 0.3 and 0.5, and greater than 0.5. Each ranges represent modest effect, 

moderate effect, and strong effect, respectively. 

To examine the path relationship between constructs, the judgement is based 

on the condition that the mediator occurs when there is an evidence of significant 

direct causal relationship (pathway) between independent variable and mediating 

variable, together with another significant direct causal relationship (pathway) 

between mediating variable and dependent variable. In other words, it indicates that 

the mediation and indirect effect do not exist. 

 

3.6 Research Ethics 

Research is important for economic and social development in the national 

scale where reliable and trustworthy research pieces that are published to the public 

reflecting how the society is and need would bring to effective problem solving and 
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development. To obtain a high quality research, it requires several important 

components. Research morality or ethics is one of the components. Thus, the National 

Research Council of Thailand (NRCT) has announced “the Code of Ethics for 

Researchers” (1998), the researcher adapts the code to assure the standard for this 

study. 

1. The researcher will be honest and possess academic as well as 

management integrity and be true to herself and never take credit that is not her due. 

The researcher does not plagiarise; she honours the sources of her research data by 

providing citations and references and be open in securing her research funds and be 

just in matters regarding the benefits from her research. 

2. The researcher must be aware of the research obligation she has to the 

funding/supporting organization and with the organization of her affiliation, National 

Institute of Development Administration and observe the research obligation and 

agreement to which all parties involved have consented. The researcher will devote 

her time to produce the best research possible within the timeframe that has been 

agreed upon her hosting organisation. She must be responsible and never forsake her 

work when it is still incomplete 

3. The researcher will possess the fundamental knowledge in the field of 

her research in which she has sufficient background knowledge in the research area, 

as well as related knowledge, expertise and experience, in order to produce quality 

research and to prevent mistakes from an erroneous analysis, interpretation or 

conclusion that could jeopardize the research work 

4. The researcher must take responsibility for the object of the research, 

living or non-living and operate with care and validity when conducting a research 

related to humans, animals, plants, culture, resources and environments. 

5. The researcher must have the freedom to think without any bias in each 

and every step of the research work and must be aware that personal biases and 

academic partiality could result in the distortion of information and academic 

regulations that may, consequently, jeopardize the research work. 

6. The researcher should make use of her research works in ways that are 

right and should promulgate her research works for the benefits of the academia and 
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the society. The researcher will not exaggerate the research findings and manipulate 

the works in a wrong way. 

7. The researcher should respect academic opinions of others and be open-

minded and willing to disclose the information and procedure, to listen to other 

people’s academic views and reasons and to improve and correct her own research 

works. 

8. The researcher should take responsibility for all levels research of the 

society and will possess the conscience to devote her intellectual power to the 

research for academic advancement and the prosperity and benefits of the society and 

the human race. 

The researcher of this study, hereby, agree to follow “the Code of Ethics for 

Researchers” by the National Research Council of Thailand for the great value of 

research conducted. 

 

3.7 Summary of the Chapter 

In conclusion, this chapter explains the method and statistic used in this 

research. Both quantitative and qualitative are used to find the final results, while 

structural equation modelling (SEM) would be used to analyse the quantitative data 

obtained from a six-part questionnaire respondents and content analysis to evaluate 

data from in-depth interview for qualitative research approach. The researcher applies 

the sample size formula scale by Cochran for the quantitative approach to indicate the 

suitable sample size for the unknown population. The quantitative questionnaire is 

mainly distributed online for the convenience and avoid the bustling atmosphere 

during the event. 
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CHAPTER 4 

 

RESULTS 

This chapter presents the result of this research data analysis implementing 

from research objectives to test all 13 hypotheses suggested. The chapter is organized 

as the following; (1) descriptive statistical analysis of respondent demographic 

profile, (2) descriptive statistical analysis of sport tourists’ perception upon variables 

affecting intention to revisit triathlon events in Thailand, (3) exploratory factor 

analysis of measurement model, (4) confirmatory factor analysis of measurement 

model, (5) measurement model testing, (6) structural model testing, (7) hypothesis 

testing, and (8) summary of the chapter. 
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Symbols Used to Represent Statistical Values 

n  means  Sample Size 

�̅�  means  Mean Value 

SD  means  Standard Deviation 

SK  means  Skewness 

KU  means  Kurtosis 

CR  means  Composite Reliability 

AVE  means  Average Variance Extracted 

X2  means  Chi-Square; CMIN in AMOS 

df  means  Degree of Freedom 

X2/df               means  Relative Chi-square statistic comparing the tested model     

and the independent model with the saturated model 

KMO  means  Kaiser-Meyer-Olkin Measure 

Sig  means  Statistical Significance 

α  means  Cronbach’s Alpha Coefficient 

P  means  P-Value (Probability Value) 

CFI  means  Comparative Fit Index 

GFI  means  Goodness of Fit Index 

AGFI  means  Adjusted goodness of fit index 

RMSEA means  Root Mean Square Error of Approximation 

SRMR  means  Standardized Root Mean Squared Residual 

R2  means  Coefficient of Determination or Reliability 

TE  means  Total Effect 

DE  means  Direct Effect 

IE  means  Indirect Effect 
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Symbol Used to Represent Variables 

SE  means  Sport Event Elements 

REP  means  Reputation 

REP1  means  Longevity 

REP2  means  History of event 

REP3  means  Prestige of the event 

REP4  means  Exclusively event 

REP5  means  Event’s media coverage 

ACC  means  Accessibility 

ACC1  means  User-friendly event website 

ACC2  means  Sufficiently information on website and social media 

ACC3  means  Contact channel 

ORG  means  Organizational 

ORG1  means  Event and course safety 

ORG2              means  Neutral support (e.g. aid stations, support and gear stop;   

SAG stops) 

ORG3  means  Well organized 

ORG4  means  Professional sport components within event 

TRA  means  Transportation 

TRA1  means  Proximity of event to home 

TRA2  means  Ease of travel 

AUX  means  Auxiliary Elements 

AUX1  means  Serviced transportation 

AUX2  means  Merchandise received 

AUX3  means  Prize money awarded 

DA  means  Destination Attributes 

AMS  means  Tourism Atmosphere and Service 

AMS1  means  Sport facilities and activities 

AMS2  means  Good climate 
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AMS3  means  High quality service in the city 

AMS4  means  Friendly people city 

AMS5  means  Clean and green city 

AMS6  means  Historical or cultural attraction 

AMS7  means  Scenery and natural attractions 

INF  means   Tourism Infrastructure 

INF1  means  International metropolitan center city 

INF2  means  Modern city 

INF3  means  Shopping facilities 

INF4  means  Nightlife and entertainment 

IMG  means  Affective City Image  

IMG1  means  Exciting city 

IMG2  means  Tourist information and support 

IMG3  means  Active and arousing city 

IMG4  means  Pleasant city 

IMG5  means  Local price city 

IMG6  means  Cultural difference 

CON  means  Convenient 

CON1  means  Accommodation facilities 

CON2  means  Convenient transportation 

CON3  means  Safe destination 

SQ  means  Event Service Quality 

INR  means  Interaction Quality 

INR1  means  Accessibility to the destination (event) 

INR2  means  Personnel’s responsiveness 

INR3  means  Personnel’s courteousness 

INR4  means  Personnel’s knowledge 

INR5  means  Personnel’s prompt services 

PHY  means  Physical Environment Quality 
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PHY1  means  Atmosphere during event 

PHY2  means  Support from spectators during race 

PHY3  means  The entertainment program of the race 

PHY4  means  Well-designed services and events 

PHY5  means  Accommodation quality 

OUT  means  Outcome Quality 

OUT1  means  Great sporting experience 

OUT2  means  Attending this event making a better athletes 

OUT3  means  Positive participation 

OUT4  means  Exciting experiences 

ST  means  Tourist Satisfaction 

ST1  means  Enjoyed the visit to the event 

ST2  means  Happy with the visit to the destination 

ST3  means  Satisfied with the overall experience 

RV  means  Revisit Intention 

RV1  means  Plan to revisit the event 

RV2  means  Likely to recommend the event 

RV3  means  Plan to revisit the destination 

RV4  means  Likely to recommend the destination 
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4.1 Descriptive Statistical Analysis of Respondent Demographic Profile 

The questionnaire explored respondents’ information regarding to current 

status and demographic profile together with their behavior on sport event tourism; 

attending triathlon events. Among the total samples 371 respondents, 76.28% was 

shared by male respondents with a number of 283 triathletes. While female 

respondents captured only 23.72% with a number of 88 triathletes.  

Majority of respondents are married with a percentage of 57.68 (214 

respondents), followed by 38.27% single status (142 respondents), and only 15 

respondents are widowed or divorced counted as 4.04%. 

Considering on educational background, almost half of the respondents 

(49.33%) graduated with bachelor’s degrees. The respondents who graduated at 

master’s degree level (38.54%) comes second, followed by ones holding higher than 

master’s degree sharing a proportion of 5.39%. Meanwhile, respondents having 

educational background lower than bachelor’s degree have a little quantity at 6.74%. 

Based on occupation, 43.13% or 160 of the respondents are employees of 

private companies, followed by 26.95% or 100 people who are business owners, and 

21.56% or 80 people who are government officers. A small group of the respondents 

are freelancers and students accounted for 5.66% and 1.89% respectively. 

Remarkable information on monthly income of Thai triathletes comes with 

the biggest proportion (29.38%) having income higher than 90,000 Thai baht per 

month. Those earning between 30,001 – 50,000 Thai baht ranked the second with a 

proportion of 23.72% or 88 people.  

The sampling group are from all regions of Thailand, while more than half of 

the respondents currently resides in the Central region with a proportion of 65.50% in 

which mostly from Bangkok province. Respondents from the Eastern region comes 

second at 11.05%, followed by 9.70% from the Southern region. 

A few questions were asked to know their behavior on sport event tourism 

based on triathlon events. Talking about the frequency of the respondents’ 

participation with triathlon events in Thailand, 32.08% of them attended the events for 

3 – 6 times in their lives. 29.38% of the respondents experienced more than 10 



96 

 

triathlon events while 22.91% of the respondents are the newbie group attending less 

than three events. 

Among all the participants, 73.05% always having triathlon events as their 

primary reason of their trips while 21.29% sometimes have the events as the primary 

purpose of travel, and the events are not the pull factor of the trip among 5.66% of the 

respondents. 

Around half of the respondents (54.45%) spends two days at the destinations 

including the race days. 32.08% of them spends around three days per trip. Others 

spending time ranging from 1 to 10 days at the event destinations. 

The last two questions gave the respondents options to answer multiple 

answers. Considering group of travel, 42.86% of the respondents travel to events with 

their friends, followed closely with travelling with family and travelling alone with 

the proportions of 39.08% and 34.23% respectively. Some of them go with their 

couples and teammates. 

Talking about modes of transport, most of the respondents use their personal 

cars to travel with a large percentage of 94.88%. While 28.03% of the respondents are 

travelling on plane, 18.60% travels by cars, and only 1.62% prefers train, bicycle and 

bus. 

Table 4.1 Demographic Profile of Respondents (n = 371) 

Demographic Categories n = 371 Percentage 

Gender Male 

Female 

283 

88 

76.28 

23.72 

Marital Status 

    

 

Single 

Married 

Widowed/Divorced 

142 

214 

15 

38.27 

57.68 

4.04 

Education 

 

Lower than high school 

High school 

Diploma 

Bachelor’s degree 

3 

10 

12 

183 

0.81 

2.70 

3.23 

49.33 
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Demographic Categories n = 371 Percentage 

Master’s degree 

Higher than Master’s 

degree 

143 

20 

38.54 

5.39 

Occupation 

 

Student 

Government officer 

Private company 

employee 

Business owner 

Freelancer 

Others, 

7 

80 

160 

 

100 

21 

3 

1.89 

21.56 

43.13 

 

26.95 

5.66 

0.81 

Monthly income 

 

10,000 and lower 

10,001 – 30,000 

30,001 – 50,000 

50,001 – 70,000 

70,001 – 90,000 

Higher than 90,000 

4 

72 

88 

68 

30 

109 

1.08 

19.41 

23.72 

18.33 

8.09 

29.38 

Current region of residence 

 

Northern 

Central 

Northeastern 

Eastern 

Western 

Southern 

27 

243 

19 

41 

5 

36 

7.28 

65.50 

5.12 

11.05 

1.35 

9.70 

Number of time participated 

in Triathlon events in 

Thailand as a competitor 

Less than 3 times 

3 – 6 times 

7 – 10 times 

Higher than 10 times 

85 

119 

57 

110 

22.91 

32.08 

15.36 

29.65 

Triathlon events as primary 

purpose 

Yes, for the most 

Yes, for some 

271 

79 

73.05 

21.29 
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Demographic Categories n = 371 Percentage 

 No 21 5.66 

Day(s) spent at destinations 

 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

24 

202 

119 

15 

2 

3 

2 

0 

1 

3 

6.47 

54.45 

32.08 

4.04 

0.54 

0.81 

0.54 

0.00 

0.27 

0.81 

Travel to events with 

 

Alone 

Family 

Friends 

Couples 

Teammates 

127 

145 

159 

57 

6 

34.23 

39.08 

42.86 

15.36 

1.62 

Travel to events by 

 

Personal car 

Rental car 

Plane 

Others, 

(Train, Bicycle, Bus) 

352 

69 

104 

6 

94.88 

18.60 

28.03 

1.62 

 

4.2 Descriptive Statistical Analysis of Sport Tourists’ Perception upon 

Variables affecting Intention to Revisit Triathlon Events in Thailand 

This section is to present the basic statistical analysis of tourist’s perception 

upon concerned variables in the causal model. The statistics include mean score (X̅) 

and standard deviation (SD), and interpreted level of the perception. The analytical 

results are proposed in the following tables. 
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4.2.1 Descriptive Statistic Analysis Results of Sport Event Elements 

From the study of Thai sport tourists’ opinion who participated in triathlon 

events in Thailand concerning on sport event element, their perceptions towards each 

variables are listed in table 4.2 below. 

Table 4.2 Descriptive Statistic Results of Sport Tourists’ Perception upon Sport Event 

Elements 

No Variable �̅� S.D. Level 

1 Event and course safety 4.74 0.541 VERY GOOD 

2 Well organized 4.68 0.565 VERY GOOD 

3 Professional sport components 

within event 

4.68 0.58 VERY GOOD 

4 Ease of travel 4.50 0.671 VERY GOOD 

5 Neutral support (e.g. aid stations, 

support and gear stop; SAG stops) 

4.49 0.703 VERY GOOD 

6 Sufficiently information on 

website and social media 

4.37 0.729 VERY GOOD 

7 Exclusively event 4.36 0.741 VERY GOOD 

8 Prestige of the event 4.34 0.767 VERY GOOD 

9 Proximity of event to home 4.29 0.758 VERY GOOD 

10 Contact channel 4.15 0.82 GOOD 

11 User-friendly event website 4.09 0.851 GOOD 

12 Merchandise received 4.03 0.882 GOOD 

13 History of event 3.95 0.862 GOOD 

14 Longevity 3.89 0.893 GOOD 

15 Event’s media coverage 3.89 0.898 GOOD 

16 Serviced transportation 3.82 0.905 GOOD 

17 Prize money awarded 3.19 1.027 FAIR 

 Overall of sport event element 4.20 0.776 GOOD 
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Sport event element component has 17 observed variables derived from pilot 

test study result. Overall, the component is perceived at GOOD level. Each variables 

are arranged in order of its mean values from the largest to the smallest results. There 

are nine variables appraised as VERY GOOD level which are event and course safety 

(X̅ = 4.74), well organized (X̅ = 4.68), professional sport components within event 

(X̅ = 4.68), ease of travel (X̅ = 4.50), neutral support (X̅ = 4.49), sufficiently 

information on website and social media (X̅ = 4.37), exclusively event (X̅ = 4.36), 

prestige of the event (X̅ = 4.34), and proximity of event to home (X̅ = 4.29). 

There are seven variables perceived as GOOD level including of contact 

channel (X̅ = 4.15), user-friendly event website (X̅ = 4.09), merchandise received 

(X̅ = 4.03), history of event (X̅ = 3.95) , longevity (X̅ = 3.89), event’s media 

coverage (X̅ = 3.89), and serviced transportation (X̅ = 3.82). The last variable ‘prize 

money awarded’ is moderately perceived at FAIR level with a 3.19 mean value. 

 

4.2.2 Descriptive Statistic Analysis Results of Destination Attributes 

From the study of Thai sport tourists’ opinion who participated in triathlon 

events in Thailand concerning on destination attribute, their perceptions towards each 

variables are listed in table 4.3 below. 

Table 4.3 Descriptive Statistic Results of Sport Tourists’ Perception upon Destination 

Attributes 

No Variable �̅� S.D. Level 

1 Safe destination 4.60 0.618 VERY GOOD 

2 Convenient transportation 4.49 0.647 VERY GOOD 

3 Good climate 4.45 0.653 VERY GOOD 

4 Accommodation facilities 4.41 0.735 VERY GOOD 

5 Sport facilities and activities 4.26 0.719 VERY GOOD 

6 Clean and green city 4.26 0.715 VERY GOOD 

7 Friendly people city 4.20 0.762 GOOD 

8 Scenery and natural attractions 4.20 0.759 GOOD 

9 Pleasant city 4.08 0.867 GOOD 
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No Variable �̅� S.D. Level 

10 High quality service in the city 3.98 0.785 GOOD 

11 Local price city 3.89 0.911 GOOD 

12 Tourist information and support 3.80 0.918 GOOD 

13 Active and arousing city 3.78 0.922 GOOD 

14 Historical or cultural attraction 3.70 0.907 GOOD 

15 International metropolitan center 

city 

3.68 0.889 GOOD 

16 Cultural difference 3.64 0.966 GOOD 

17 Modern city 3.57 0.92 GOOD 

18 Exciting city 3.51 0.971 GOOD 

19 Shopping facilities 3.25 0.939 FAIR 

20 Nightlife and entertainment 3.04 1.055 FAIR 

 Overall of destination attribute 3.94 0.833 GOOD 

 

Twenty observed variables are remained from the pilot test result. 

Destination attributes, as a whole, has been perceived at GOOD level with a 3.94 

mean score. There are six variables obtained VERY GOOD scores consisting of safe 

destination (X̅ = 4.60), convenient transportation (X̅ = 4.49), good climate (X̅ =

4.45), accommodation facilities (X̅ = 4.41), sport facilities and activities (X̅ = 4.26), 

and clean and green city (X̅ = 4.26). 

Most of the variables have got GOOD level of perception. There are 12 of 

them including of friendly people city (X̅ = 4.20), scenery and natural attractions 

(X̅ = 4.20), pleasant city (X̅ = 4.08), high quality service in the city (X̅ = 3.98), local 

price city (X̅ = 3.89), tourist information and support (X̅ = 3.80), active and arousing 

city (X̅ = 3.78), historical or cultural attraction (X̅ = 3.70), international metropolitan 

center city (X̅ = 3.68), cultural difference (X̅ = 3.64), modern city (X̅ = 3.57), and 

exciting city (X̅ = 3.51). 

The last two variables ‘shopping facilities’, and ‘nightlife and entertainment’ 

have gotten FAIR perceived level with mean values of 3.25 and 3.04 respectively. 
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4.2.3 Descriptive Statistic Analysis Results of Event Service Quality 

From the study of Thai sport tourists’ opinion who participated in triathlon 

events in Thailand concerning on event service quality, their perceptions towards each 

variables are listed in table 4.4 below. 

Table 4.4 Descriptive Statistic Results of Sport Tourists’ Perception upon Event 

Service Quality 

No Variable �̅� S.D. Level 

1 Great sporting experience 4.61 0.536 VERY GOOD 

2 Personnel’s prompt services 4.57 0.600 VERY GOOD 

3 Atmosphere during event 4.57 0.572 VERY GOOD 

4 Exciting experiences 4.56 0.614 VERY GOOD 

5 Personnel’s courteousness 4.54 0.593 VERY GOOD 

6 Personnel’s knowledge 4.54 0.633 VERY GOOD 

7 Well-designed services and 

events 

4.52 0.608 VERY GOOD 

8 Positive participation 4.49 0.625 VERY GOOD 

9 Accessibility to the destination 

(event) 

4.47 0.612 VERY GOOD 

10 Attending this event making a 

better athletes 

4.46 0.662 VERY GOOD 

11 Personnel’s responsiveness 4.41 0.72 VERY GOOD 

12 Accommodation quality 4.37 0.654 VERY GOOD 

13 Support from spectators during 

race 

4.36 0.688 VERY GOOD 

14 The entertainment program of the 

race 

4.15 0.864 GOOD 

 Overall of event service quality 4.47 0.642 VERY GOOD 

 

Event service quality component has 14 observed variables remaining after 

pilot test result. It has VERY GOOD level of perception with a mean score at 4.47. 
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Almost all of the variables perceived VERY GOOD level of perception counting 13 

of them. The mean scores of each variables are great sporting experience (X̅ = 4.61), 

personnel’s prompt services (X̅ = 4.57), atmosphere during event (X̅ = 4.57), 

exciting experiences (X̅ = 4.56), personnel’s courteousness (X̅ = 4.54), personnel’s 

knowledge (X̅ = 4.54), well-designed services and events (X̅ = 4.52), positive 

participation (X̅ = 4.49), accessibility to the destination (event) (X̅ = 4.47), attending 

this event making a better athletes (X̅ = 4.46), personnel’s responsiveness (X̅ =

4.41), accommodation quality (X̅ = 4.37), and support from spectators during race 

(X̅ = 4.36). In addition, there is one variable ‘the entertainment program of the race’ 

got a GOOD level of perception with a mean score of 4.15. 

 

4.2.4 Descriptive Statistic Analysis Results of Satisfaction 

From the study of Thai sport tourists’ opinion who participated in triathlon 

events in Thailand concerning on satisfaction, their perceptions towards each 

variables are listed in table 4.5 below. 

Table 4.5 Descriptive Statistic Results of Sport Tourists’ Perception upon Satisfaction 

No Variable �̅� S.D. Level 

1 Enjoyed the visit to the event 4.63 0.542 VERY GOOD 

2 Satisfied with the overall 

experience 

4.59 0.596 VERY GOOD 

3 Happy with the visit to the 

destination 

4.43 0.656 VERY GOOD 

 Overall of satisfaction 4.55 0.598 VERY GOOD 

 

All the three observed variables in satisfaction component received VERY 

GOOD level of sport tourists’ perception with a mean score at 4.55. Each variables 

have the following mean scores enjoyed the visit to the event (X̅ = 4.63), satisfied 

with the overall experience (X̅ = 4.59), and happy with the visit to the destination 

(X̅ = 4.43). 
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4.2.5 Descriptive Statistic Analysis Results of Revisit Intention 

From the study of Thai sport tourists’ opinion who participated in triathlon 

events in Thailand concerning on satisfaction, their perceptions towards each 

variables are listed in table 4.6 below. 

Table 4.6 Descriptive Statistic Results of Sport Tourists’ Perception upon Intention to 

Revisit 

No Variable �̅� S.D. Level 

1 Plan to revisit the event 4.48 0.638 VERY GOOD 

2 Likely to recommend the event  4.47 0.638 VERY GOOD 

3 Plan to revisit the destination 4.37 0.694 VERY GOOD 

4 Likely to recommend the 

destination  

4.36 0.726 VERY GOOD 

 Overall of intention to revisit 4.42 0.674 VERY GOOD 

 

Intention to revisit, similar to satisfaction, has all of its observed variables 

receiving VERY GOOD level of perception with the mean scores of plan to revisit the 

event (X̅ = 4.48), likely to recommend the event (X̅ = 4.47), plan to revisit the 

destination (X̅ = 4.37), and likely to recommend the destination (X̅ = 4.36). As a 

result, intention to revisit component has a VERY GOOD level of perception with a 

mean score of 4.42. 

 

4.3 Results of Fundamental Statistical Analysis and Data Distribution of 

Observable Variables 

The researcher examined the fundamental statistics of all the observed 

variables in each component model. In the stage of approximation analysis, the 

researcher used the maximum likelihood as the estimation method. The observable 

model must have a distributed nature of observable variables with measuring tools 

including skewness and kurtosis. Hair et al. (2010) suggested the criteria of 

determining the good fit of skewness value at lower than 0.75 and less than 1.50 for 
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kurtosis value. This section will demonstrated the fundamental statistical analysis 

value of variables studied in this research classifying by the grouping generated from 

second round EFA results. 

4.3.1 Data Distribution Results of Sport Event Elements 

For the first variables of sport event elements, there are 17 items classified 

into five groups. Table 4.7 summarised the fundamental statistical analysis and 

components’ data distribution demonstrating the skewness and kurtosis values. 

Table 4.7 Fundamental Statistical Analysis Result of Sport Event Elements 

Items Skewness Kurtosis Result 

Reputation (REP) 

REP1 

REP2 

REP3 

REP4 

REP5 

-0.508 

-0.634 

-1.213 

-1.126 

-0.636 

0.293 

0.612 

1.987 

1.616 

0.480 

Normal Distribution 

Normal Distribution 

Peaked Distribution 

Peaked Distribution 

Normal Distribution 

Accessibility (ACC) 

ACC1 

ACC2 

ACC3 

-0.764 

-1.168 

-0.694 

0.554 

1.890 

0.301 

Normal Distribution 

Peaked Distribution 

Normal Distribution 

Organizational (ORG) 

ORG1 

ORG2 

ORG3 

ORG4 

-2.056 

-1.390 

-1.712 

-1.996 

3.818 

2.106 

2.409 

3.043 

Peaked Distribution 

Peaked Distribution 

Peaked Distribution 

Peaked Distribution 

Transportation (TRA) 

TRA1 

TRA2 

-0.654 

-1.090 

-0.600 

0.414 

Normal Distribution 

Normal Distribution 

Auxiliary Elements (AUX) 

AUX1 

AUX2 

-0.296 

-0.658 

-0.250 

0.174 

Normal Distribution 

Normal Distribution 
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Items Skewness Kurtosis Result 

AUX3 -0.153 0.224 Normal Distribution 

 

4.3.2 Data Distribution Results of Destination Attributes 

Destination attribute variable, after analysed by the second round EFA, has 

four components with 20 items categorised. Table 4.8 summarised the fundamental 

statistical analysis and components’ data distribution demonstrating the skewness and 

kurtosis values. 

Table 4.8 Fundamental Statistical Analysis Result of Destination Attributes 

Items Skewness Kurtosis Result 

Tourism Atmosphere and Service (AMS) 

AMS1 

AMS2 

AMS3 

AMS4 

AMS5 

AMS6 

AMS7 

-0.782 

-1.082 

-0.165 

-0.458 

-0.738 

-0.255 

-0.724 

0.764 

1.637 

-0.874 

-0.794 

0.623 

-0.119 

0.395 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Tourism Infrastructure (INF) 

INF1 

INF2 

INF3 

INF4 

-0.291 

-0.130 

-0.033 

-0.089 

0.027 

0.029 

0.301 

-0.105 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Affective City Image (IMG) 

IMG1 

IMG2 

IMG3 

IMG4 

IMG5 

IMG6 

-0.215 

-0.621 

-0.312 

-0.798 

-0.503 

-0.315 

-0.152 

0.313 

-0.281 

0.444 

-0.135 

-0.089 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 
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Items Skewness Kurtosis Result 

Convenient (CON) 

CON1 

CON2 

CON3 

-1.275 

-1.030 

-1.555 

1.790 

-0.484 

2.525 

Peaked Distribution 

Normal Distribution 

Peaked Distribution 

 

4.3.3 Data Distribution Results of Event Service Quality 

The next variable of event service quality, there are 14 items rearranged from 

its original three grouping. No items are eliminated. Table 4.9 summarised the 

fundamental statistical analysis and components’ data distribution demonstrating the 

skewness and kurtosis values. 

Table 4.9 Fundamental Statistical Analysis Result of Event Service Quality 

Items Skewness Kurtosis Result 

Interaction Quality (INR) 

INR1 

INR2 

INR3 

INR4 

INR5 

-0.792 

-1.153 

-0.916 

-1.381 

-1.352 

0.010 

1.610 

-0.152 

2.584 

2.769 

Normal Distribution 

Peaked Distribution 

Normal Distribution 

Peaked Distribution 

Peaked Distribution 

Physical Environment Quality (PHY) 

PHY1 

PHY2 

PHY3 

PHY4 

PHY5 

-0.914 

-0.648 

-0.656 

-0.877 

-0.838 

-0.163 

-0.503 

-0.278 

-0.229 

1.248 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Outcome Quality (OUT) 

OUT1 

OUT2 

OUT3 

OUT4 

-0.920 

-1.176 

-1.087 

-1.444 

-0.253 

1.909 

1.795 

3.082 

Normal Distribution 

Peaked Distribution 

Peaked Distribution 

Peaked Distribution 
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4.3.4 Data Distribution Results of Tourist Satisfaction 

For tourist satisfaction, there are three questions including of three observed 

variables. Table 4.10 summarised the fundamental statistical analysis and 

components’ data distribution demonstrating the skewness and kurtosis values. 

Table 4.10 Fundamental Statistical Analysis Result of Tourist Satisfaction 

Items Skewness Kurtosis Result 

ST1 

ST2 

ST3 

-1.087 

-0.737 

-1.024 

0.160 

-0.518 

0.054 

Normal Distribution 

Normal Distribution 

Normal Distribution 

 

4.3.5 Data Distribution Results of Revisit Intention 

Revisit intention, the last variable, there are four questions with four 

observed variables to test the model. Table 4.11 summarised the fundamental 

statistical analysis and components’ data distribution demonstrating the skewness and 

kurtosis values. 

Table 4.11 Fundamental Statistical Analysis Result of Revisit Intention 

Items Skewness Kurtosis Result 

RV1 

RV2 

RV3 

RV4 

-0.907 

-0.796 

-0.685 

-0.958 

0.055 

-0.399 

-0.499 

0.810 

Normal Distribution 

Normal Distribution 

Normal Distribution 

Normal Distribution 

 

4.4 Results of Exploratory Factor Analysis (EFA) 

The factor analysis including EFA was conducted with all proposed 

components for making the data ready for path analysis. The exploratory factor 

analysis of each component are shown below. 
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4.4.1 Exploratory Factor Analysis Results of Sport Event Elements 

EFA was performed with 18 items of sport event elements by using principal 

components method together with Varimax rotation. Overall, the construct validity 

investigated by EFA was satisfactorily assures by KMO value at .863. Moreover, 

Bartlett’s test of Sphericity which is the statistical value testing whether the 

hypothesis that the correlated matrix is an identity matrix or not. It was found that the 

statistical value is 981.121 and P-value at 0.000 which means the sampling is 

adequate for processing with factor analysis. 

Table 4.12 KMO and Bartlett’s test of Sphericity of Sport Event Elements 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.863 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

981.121 

153 

.000 

 

The items were divided into five groups as shown in table 4.13. Based on 

factor loading value, there is one item that should be eliminated which is ‘event cost’ 

(.482) causing the component has 17 items remaining. Each group of items was tested 

by Cronbach’s alpha reliability values as shown in the above table. The overall dataset 

has a reliability value at .884 which is interpreted as very good. 

Table 4.13 Exploratory Factor Analysis of Sport Event Elements (n = 371) 

Dimensions Factor 

loading 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Variances 

Reputation: REP 

Longevity 

History of event 

 

.842 

.839 

.842 6.191 34.395 
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Dimensions Factor 

loading 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Variances 

Prestige of the event 

Exclusively event 

Event’s media coverage 

.803 

.656 

.556 

Accessibility: ACC 

User-friendly event website 

Sufficiently information on website 

and social media 

Contact channel 

 

.777 

.825 

 

.736 

.847 2.341 13.005 

Organizational: ORG 

Event and course safety 

Neutral support (e.g. aid stations, 

support and gear stop; SAG stops) 

Well organized 

Professional sport components within 

event 

 

.738 

.750 

 

.802 

.801 

.841 1.850 10.277 

Transportation: TRA 

Proximity of event to home 

Ease of travel 

 

.871 

.851 

.789 1.419 7.885 

Auxiliary Elements: AUX 

Serviced transportation 

Merchandise received 

Prize money awarded 

 

.784 

.643 

.745 

.701 1.116 6.201 

 

4.4.2 Exploratory Factor Analysis Results of Destination Attributes 

Obtaining from pilot test result, 21 items of destination attributes were tested 

by EFA process. The KMO result at .932 shows a good fit of data towards EFA 

process. Moreover, Bartlett’s test of Sphericity which is the statistical value testing 

whether the hypothesis that the correlated matrix is an identity matrix or not. It was 
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found that the statistical value is 1485.869 and P-value at 0.000 which means the 

sampling is adequate for processing with factor analysis. 

Table 4.14 KMO and Bartlett’s test of Sphericity of Destination Attributes 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.932 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

1485.869 

210 

.000 

 

Table 4.15 shows indicating values of factor loading and reliability values of 

each items and groups. One item has been removed because of .448 factor loading 

value; good restaurant. The destination attributes shall have remaining 20 items with 

overall reliability value at .935. Subsequently, each items were encoded to make them 

ready for CFA process. 

Table 4.15 Exploratory Factor Analysis of Destination Attributes (n = 371) 

Dimensions Factor 

loading 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Variances 

Tourism Atmosphere and Service: 

AMS 

Sport facilities and activities 

Good climate 

High quality service in the city 

Friendly people city 

Clean and green city 

Historical or cultural attraction 

Scenery and natural attractions 

 

 

.549 

.649 

.626 

.745 

.748 

.544 

.606 

.867 10.074 47.970 
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Dimensions Factor 

loading 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Variances 

Tourism Infrastructure: INF 

International metropolitan center city 

Modern city 

Shopping facilities 

Nightlife and entertainment 

 

.668 

.795 

.752 

.770 

.848 2.097 9.984 

Affective City Image: IMG 

Exciting city 

Tourist information and support 

Active and arousing city 

Pleasant city 

Local price city 

Cultural difference 

 

.593 

.720 

.733 

.723 

.668 

.719 

.906 1.623 7.730 

Convenient: CON 

Accommodation facilities 

Convenient transportation 

Safe destination 

 

.828 

.820 

.715 

.832 1.149 5.473 

 

4.4.3 Exploratory Factor Analysis Results of Event Service Quality 

Retrieving data from the pilot test result, 14 items of event service quality 

components were analyzed in EFA process. The KMO value at .889 shows an 

acceptable result for the data to proceed on factor analysis. Moreover, Bartlett’s test 

of sphericity which is the statistical value testing whether the hypothesis that the 

correlated matrix is an identity matrix or not. It was found that the statistical value is 

770.119 and P-value at 0.000 which means the sampling is adequate for processing 

with factor analysis. 

  



113 

 

Table 4.16 KMO and Bartlett’s test of Sphericity of Event Service Quality 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.889 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

770.119 

91 

.000 

 

Based on the EFA result, all items in event service quality component were 

rearranged among the three groups, however, no item was deducted. The data was 

then tested for reliability which the value came out at .900. 

Table 4.17 Exploratory Factor Analysis of Event Service Quality 

Dimensions Factor 

loading 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Variances 

Interaction Quality: INR 

Accessibility to the destination 

(event) 

Personnel’s responsiveness 

Personnel’s courteousness 

Personnel’s knowledge 

Personnel’s prompt services 

 

.687 

 

.821 

.740 

.814 

.719 

.866 5.987 42.766 

Physical Environment Quality: 

PHY 

Atmosphere during event 

Support from spectators during race 

The entertainment program of the 

race 

Well-designed services and events 

 

 

.617 

.772 

.840 

 

.680 

.820 1.868 13.340 
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Dimensions Factor 

loading 

Cronbach’s 

alpha 

coefficient 

(α ) 

Eigen 

values 

% of 

Variances 

Accommodation quality .585 

Outcome Quality: OUT 

Great sporting experience 

Attending this event making a better 

athletes 

Positive participation 

Exciting experiences 

 

.731 

.845 

 

.851 

.795 

.875 1.318 9.415 

 

4.4.4 Exploratory Factor Analysis Results of Satisfaction 

The three items of satisfaction components were tested in EFA. The KMO 

came out at .706 shows the satisfactory level of data fit to factor analysis process. 

Moreover, Bartlett’s test of sphericity which is the statistical value testing whether the 

hypothesis that the correlated matrix is an identity matrix or not. It was found that the 

statistical value is 71.388 and P-value at 0.000 which means the sampling is adequate 

for processing with factor analysis. 

Table 4.18 KMO and Bartlett’s test of Sphericity of Satisfaction 

KMO and Bartlett’s test of Sphericity Value 

Kaiser-Meyer-Olkin Measure of sampling of sampling adequacy 0.706 

Bartlett’s test of sphericity:  Approx. Chi-Square 

 df. 

 Sig. 

71.388 

3 

.000 

 

Table 4.19 shows the EFA results of items in tourist satisfaction component. 

No item was eliminated and altogether has gotten a reliability value of .823. 
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Table 4.19 Exploratory Factor Analysis of Satisfaction 

Dimensions Factor 

loading 

Cronbach’s 

alpha 

coefficient (α) 

Eigen 

values 

% of 

Variances 

 

Enjoyed the visit to the event 

Happy with the visit to the 

destination 

Satisfied with the overall 

experience 

 

.875 

.825 

 

 

.889 

.823 1.993 66.435 

 

4.5 Results of Confirmatory Factor Analysis (CFA) 

The factor analysis of CFA was conducted with all proposed components for 

making the data ready for path analysis. The confirmatory factor analysis of each 

component both its first order and second order results are shown below. 

4.5.1 Confirmatory Factor Analysis Results of Sport Event Elements 

All the seventeen items derived from EFA process under five categories of 

sport event elements was examined for the model fit by Confirmatory Factor Analysis 

(CFA) process. 

The sport event element component is a second-order CFA process 

consisting of three groups of first-order CFA model mentioned in the previous section 

which are reputation, accessibility, and organization. The theoretical model was 

tested. The results of second order CFA demonstrated acceptable model fit indices: P-

value=.199, χ2/df=1.333, GFI=0.989, AGFI=0.972, CFI=0.997, RMSEA=0.42, 

RMR=0.030. The composite reliability (C.R.) and the standardized factor loading 

values are reported in table 4.20. The measurement model of second order CFA result 

is shown in figure 4.1. 
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Table 4.20 Second Order CFA Analysis Result of Sport Event Elements 

Code Standardized 

Factor 

Loading 

S.E. t-value R2 

REP 0.363 - - 0.132 

REP1 0.826 0.046 83.808 0.682 

REP2 0.976 0.045 88.176 0.953 

ACC 0.971 - - 0.942 

ACC1 0.773 0.044 92.715 0.598 

ACC2 0.883 0.038 115.504 0.780 

ACC3 0.778 0.043 97.429 0.605 

ORG 0.640 - - 0.410 

ORG1 0.810 0.028 168.751 0.656 

ORG3 0.733 0.029 159.711 0.537 

 

 

Figure 4.1 Second Order Measurement Model of Sport Event Elements 
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4.5.2 Confirmatory Factor Analysis Results of Destination Attributes 

Derived from EFA result, the destination attributes shall have remaining 20 

items under four components with overall reliability value at .935. The data is then 

processed in CFA stage.  

The second-order CFA process of destination attribute component consisting 

of three groups of first-order CFA model mentioned in the previous section which are 

tourism atmosphere and service, affective city image, and convenient. The theoretical 

model was tested. The result of second order CFA model for destination attribute 

indicated acceptable model fit indices: P-value=0.189, χ2/df=1.350, GFI=0.989, 

AGFI=0.972, CFI=0.996, RMSEA=0.031, RMR=0.014. The composite reliability 

(C.R.) and the standardized factor loading values are reported in table 4.21. The 

measurement model of second order CFA result is shown in figure 4.2. 

Table 4.21 Second Order CFA Analysis Result of Destination Attributes 

Code Standardized 

Factor 

Loading 

S.E. t-value R2 

AMS 0.928 - - 0.862 

AMS1 0.623 0.037 114.123 0.388 

AMS5 0.761 0.037 114.725 0.579 

IMG 0.765 - - 0.586 

IMG2 0.798 0.048 79.682 0.637 

IMG3 0.829 0.048 78.902 0.687 

IMG6 0.768 0.050 72.604 0.590 

CON 0.680 - - 0.462 

CON1 0.913 0.038 115.625 0.834 

CON2 0.750 0.034 133.831 0.563 
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Figure 4.2 Second Order Measurement Model of Destination Attributes 

 

4.5.3 Confirmatory Factor Analysis Results of Event Service Quality 

All 14 items under three components derived from EFA process were 

computed in confirmatory factor analysis (CFA) process.  

The second-order CFA process of event service quality component 

consisting of three groups of first-order CFA model mentioned in the previous section 

which are interaction quality, physical environment quality, and outcome quality. The 

theoretical model was tested. The results of second order CFA demonstrated 

acceptable model fit indices including: P-value=0.109, χ2/df=1.542, GFI=0.988, 

AGFI=0.969, CFI=0.994, RMSEA=0.038, RMR=0.008. The composite reliability 

(C.R.) and the standardized factor loading values are reported in table 4.22. The 

measurement model of second order CFA result is shown in figure 4.3. 

Table 4.22 Second Order CFA Analysis Result of Event Service Quality 

Code Standardized 

Factor 

Loading 

S.E. t-value R2 

INR 0.780 - - 0.608 
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Code Standardized 

Factor 

Loading 

S.E. t-value R2 

INR2 0.679 0.037 118.011 0.416 

INR4 0.851 0.033 138.272 0.724 

INR5 0.829 0.031 146.618 0.687 

PHY 0.861 - - 0.741 

PHY1 0.792 0.030 153.708 0.628 

PHY4 0.649 0.032 143.293 0.482 

OUT 0.645 - - 0.416 

OUT2 0.840 0.034 129.780 0.705 

OUT3 0.875 0.032 138.230 0.766 

 

 

Figure 4.3 Second Order Measurement Model of Event Service Quality 

 

Table 4.23 demonstrated the number of variables extracted after processed in 

each steps including (1) literature review, (2) EFA round 1, (3) EFA round 2, and (4) 

CFA. This table is created for the convenient and better understanding of the number 

of variables in each steps. 
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Table 4.23 Summary of Variables Extraction 

Variable Extraction 

Steps 

Literature 

Review 

EFA 1 EFA 2 CFA 

Sport Event Elements 28 18 17 7 

Destination Attributes 22 21 20 7 

Event Service Quality 14 14 14 7 

Total 64 53 51 21 

 

4.6 Measurement Model Testing 

This section demonstrates the analysis result of the measurement model with 

relationships between external variables and internal variables of the development of 

the causal structure model of revisit intention of Thai triathletes to triathlon events in 

Thailand. The initial model fit indices result does not fit with the criteria detailing as 

P-value=0.000, χ2/df=1.714, GFI=0.952, AGFI=0.926, CFI=0.975, RMSEA=0.044, 

RMR=0.022. The data is suggested a possibility of error correlation and need of 

further modification. Six lines of casual relationship between covariance are 

connected according to the modification indices shown from the calculation result. 

After the relationship connected, the hypothesised model fits the data 

confirmed by the validated good model fit indices: P-value=0.251, χ2/df=1.100, 

GFI=0.971, AGFI=0.951, CFI=0.997, RMSEA=0.016, RMR=0.015. Figure 4.7 

demonstrated the factor loading between hypothesized components. 
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Figure 4.4 Measurement Model Results of Revisit Intention of Thai Triathletes to 

Triathlon Events in Thailand 
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Table 4.24 The Analysis Results of the Factors Affecting the Revisit Intention of Thai 

Triathletes to Triathlon Events in Thailand from Measurement Model 

Variables Standardized 

Factor 

Loading 

S.E. t-

value 

R2 AVE 

Sport Event Elements (SE) 

Reputation (REP) 

Accessibility (ACC) 

 

0.461 

0.917 

0.039 3.777  

0.213 

0.841 

 

0.808 

0.594 

Destination Attributes (DA) 

Affective City Image (IMG) 

Convenient (CON) 

 

0.688 

0.802 

0.054 5.017  

0.473 

0.643 

 

0.659 

0.691 

Event Service Quality (SQ) 

Interaction Quality (INR) 

Physical Environment Quality (PHY) 

 

0.791 

0.874 

0.025 6.718  

0.625 

0.764 

 

0.561 

0.553 

Satisfaction (ST) 

Enjoyed the visit to the event (ST1) 

Satisfied with the overall experience 

(ST3) 

 

0.837 

0.830 

0.023 8.995  

0.700 

0.689 

0.697 

Revisit Intention (RV) 

I plan to revisit the destination. (RV1) 

I am likely/or had ever to recommend 

the destination. (RV2) 

 

0.784 

0.815 

0.033 8.216  

0.614 

0.663 

0.646 

 

Table 4.24 considers on factor loading of latent variables within the 

measurement model generated. Sport event element (SE) consists of reputation (REP) 

and accessibility (ACC) which are conformed to sport event element acting as its 

latent variables with factor loading of 0.213 and 0.841 respectively. Destination 

attributes (DA) consists of affective city image (IMG) and convenient (CON) which 

are conformed to destination attributes acting as its latent variables with factor loading 

of 0.473 and 0.643 respectively. Event service quality (SQ) consists of interaction 

quality (INR) and physical environment quality (PHY) which are conformed to event 
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service quality acting as its latent variables with factor loading of 0.625 and 0.764 

respectively. 

In term of satisfaction, the component consists of enjoyed the visit to the 

event (ST1) and satisfied with the overall experience (ST3) which are conformed to 

satisfaction acting as its observed variables with factor loading of 0.700 and 0.689 

respectively. Revisit intention (RV) consists of ‘I plan to revisit the destination.’ 

(RV1) and ‘I am likely/or had ever to recommend the destination.’ (RV2) which are 

conformed to revisit intention as its observed variables with factor loading of 0.614 

and 0.663 respectively. 

4.6.1 Construct Validity 

Construct validity is a tool used to find the validity of structural equation 

model in which the reliability between latent variable and observed variables within a 

measurement model is tested. It is classified into two types which are convergent 

validity and discriminant validity. Convergent validity tests on how close of observed 

variables are when they determine their latent variable within a measurement model. 

Discriminant validity is used to confirm that two scale measurements that may be 

correlated are actually not related to each other ("How to test the Convergent Validity 

and Discriminant Validity of SEM Model?," 2020). It compares the square root of 

Average Variance Extracted (AVE) of a particular construct with the correlation 

between that construct with other constructs (Henseler, Ringle, & Sarstedt, 2015). The 

convergent validity is valid when the AVE is equal to 0.5 or higher. The discriminant 

validity is valid when the square root of AVE of each construct is more than the latent 

variable correlations compared. 

Table 4.25 has shown the valid value of convergent validity as all the AVE 

value of each observed variables are higher than 0.5. Table 4.25 exhibits the 

discriminant validity of all latent constructs derived from the final measurement 

model. From the analysis of the discriminant validity, the square root of AVE values 

of all constructs are larger than the correlation values of respective constructs. Thus, 

the discriminant validity of latent constructs in this study is valid. 



 

 

1
2
4
 

 Table 4.25 Discriminant Validity Analysis Results of Latent Variables 

   Correlation Matrix 

 �̅� S.D. REP ACC IMG CON INR PHY ST RV 

REP 3.86 0.900 0.899        

ACC 4.29 0.718 0.425 0.771       

IMG 3.61 0.864 0.293 0.464 0.812      

CON 4.73 0.478 0.184 0.469 0.540 0.831     

INR 4.53 0.548 0.287 0.546 0.402 0.574 0.749    

PHY 4.57 0.605 0.288 0.598 0.479 0.566 0.700 0.743   

ST 4.76 0.451 0.264 0.400 0.319 0.461 0.588 0.715 0.835  

RV 4.62 0.569 0.281 0.281 0.412 0.346 0.511 0.623 0.693 0.804 

Note: �̅� = mean, SD = standard deviation, highlighted numbers in the diagonal line = computed square root of AVE (√𝐴𝑉𝐸)
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4.7 Structural Model Equation Testing 

Analysis of the structural equation model with causal relationship between 

external variables and internal variables of the development of the causal structure 

model of revisit intention of Thai triathletes to triathlon events in Thailand uses path 

analysis which involves evaluating the consistency of the model and the data and the 

apparent and the influence of direct, indirect, and total influences of suggested 

variables. The result of initial SEM was found the structural model did not adequately 

fit the data suggesting a possibility of error correlation and need of further 

modification. The fit indices are P-value=0.052, χ2/df=1.714, GFI=0.952, 

AGFI=0.926, CFI=0.975, RMSEA=0.044, RMR=0.022. 11 observed variables have 

been crossed out and five lines of relationship between covariance have been 

connected, then the hypothesised model fits the data confirmed by the validated good 

model fit indices: P-value=0.089, χ2/df=1.215, GFI=0.967, AGFI=0.954, CFI=0.993, 

RMSEA=0.024, RMR=0.018. Figure 4.8 demonstrated the factor loading between 

hypothesized components. The direct effect (DE), indirect effect (IE) and total effect 

(TE) of the causal variables are indicated in table 4.27. 
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Figure 4.5 Structural Model Results of Revisit Intention of Thai Triathletes to 

Triathlon Events in Thailand 

Table 4.26 The Analysis Results of the Factors Affecting the Revisit Intention of Thai 

Triathletes to Triathlon Events in Thailand from Structural Model 

Abbreviations Variables Standardized 

Factor 

Loading 

S.E. t-

value 

R2 

SE 

REP 

ACC 

Sport Event Elements 

Reputation 

Accessibility 

0.000 

0.197 

0.890 

 

0.087 

0.089 

 

10.248 

10.752 

0.000 

0.197 

0.890 

DA 

IMG 

Destination Attributes 

Affective City Image 

0.442 

0.470 

 

0.087 

 

11.131 

0.422 

0.470 
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Abbreviations Variables Standardized 

Factor 

Loading 

S.E. t-

value 

R2 

CON Convenient 0.635 0.105 12.540 0.635 

SQ 

INR 

PHY 

Event Service Quality 

Interaction Quality 

Physical Environment 

Quality 

0.740 

0.622 

0.778 

 

0.088 

0.086 

 

9.838 

12.001 

0.740 

0.622 

0.778 

ST 

ST1 

ST3 

Satisfaction 

Enjoyed the visit to the 

event 

Satisfied with the overall 

experience 

0.686 

0.687 

0.707 

0.070 15.178 0.686 

0.687 

0.707 

RV 

RV1 

RV2 

Revisit Intention 

I plan to revisit the 

destination. 

I am likely/or had ever to 

recommend the destination. 

0.581 

0.614 

0.667 

0.077 12.500 0.581 

0.614 

0.667 

 

Table 4.26 considers on factor loading of latent variables within the 

measurement model generated. Sport event element (SE) consists of reputation (REP) 

and accessibility (ACC) which are conformed to sport event element acting as its 

latent variables with factor loading of 0.197 and 0.890 respectively. Destination 

attributes (DA) consists of affective city image (IMG) and convenient (CON) which 

are conformed to destination attributes acting as its latent variables with factor loading 

of 0.470 and 0.635 respectively. Event service quality (SQ) consists of interaction 

quality (INR) and physical environment quality (PHY) which are conformed to event 

service quality acting as its latent variables with factor loading of 0.622 and 0.778 

respectively. 

In term of satisfaction, the component consists of enjoyed the visit to the 

event (ST1) and satisfied with the overall experience (ST3) which are conformed to 

satisfaction acting as its observed variables with factor loading of 0.687 and 0.707 
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respectively. Revisit intention (RV) consists of ‘I plan to revisit the destination.’ 

(RV1) and ‘I am likely/or had ever to recommend the destination.’ (RV2) which are 

conformed to revisit intention as its observed variables with factor loading of 0.614 

and 0.667 respectively. 

Table 4.27 Direct Effect (DE), Indirect Effect (IE), and Total Effect (TE) of Causal 

Variables towards Effect Variables 

Casual 

Variable 

Effect Effected Variable 

Destination 

Attribute 

(DA) 

Event 

Service 

Quality 

(SQ) 

Satisfaction 

(ST) 

Revisit 

Intention 

(RV) 

Sport Event 

Element (SE) 

DE 

IE 

TE 

.665 

- 

.665 

.329 

.403 

.731 

-.241 

.683 

.443 

-.254 

.588 

.334 

Destination 

Attribute 

(DA) 

DE 

IE 

TE 

- 

- 

- 

.605 

- 

.605 

-.266 

.712 

.446 

-.053 

.541 

.488 

Event Service 

Quality (SQ) 

DE 

IE 

TE 

- 

- 

- 

- 

- 

- 

1.176 

- 

1.176 

.656 

.381 

1.037 

Satisfaction 

(ST) 

DE 

IE 

TE 

- 

- 

- 

- 

- 

- 

- 

- 

- 

.324 

- 

.324 

 

Table 4.16 is the summary of the causal effect applied by suggested variables 

which can be explained as follows; 

Sport event element (SE) posted direct effects towards the other four 

components of the measurement model both positively and negatively. Sport event 

elements has direct effects upon destination attribute (DA) (DE = 0.665) and event 

service quality (SQ) (DE = 0.329). However, sport event element (SE) does not have 
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any direct effect on satisfaction (ST) (DE = - 0.241) and revisit intention (RV) (DE = 

-0.254). Meanwhile, sport event element posted an indirect effect towards event 

service quality (SQ) (IE = 0.403) through destination attribute. It also has indirect 

effects upon satisfaction (ST) (IE = 0.683) and revisit intention (RV) (IE = 0.588) 

through event service quality and satisfaction respectively. 

Destination attribute (DA) has a direct effect upon event service quality (SQ) 

(DE = 0.605) while it does not have any direct effects upon satisfaction (ST) (DE = -

0.266) and revisit intention (RV) (DE = -0.053). However, destination attribute (DA) 

posted indirect effects towards satisfaction (ST) (IE = 0.712) and revisit intention 

(RV) (IE = 0.541). 

Event service quality (SQ) has a strong direct effect upon satisfaction (ST) 

(DE = 1.176) and moderate direct effect upon revisit intention (RV) (DE = 0.656). 

Moreover, it does an indirect effect on revisit intention (RV) (IE = 0.381) through 

satisfaction. 

Lastly, satisfaction (ST) has a direct effect towards revisit intention (RV) 

with an effect size of 0.324. 

As a result, if considering the total effects of all the path analyzed in the 

model, tourist satisfaction (ST) and revisit intention (RV) is minor influenced by sport 

event element (SE) with the effect sizes of 0.443 and 0.334 respectively. In the same 

way, tourist satisfaction (ST) and revisit intention (RV) is also minor influenced by 

destination attribute (DA) with the total effect sizes of 0.446 and 0.488 respectively. 

 

4.8 Hypothesis Testing 

From the analysis results to confirm the consistency of the model derived 

from SEM path analysis. Among the 13 hypotheses, four hypotheses were tested as 

non-supportive resulting in remaining nine hypotheses confirmed as supported with 

the data suggested. Table 4.28 shows the summary of effect sizes of each hypothesis 

along with the analysis results. 
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H1: Sport event elements has a positive effect on destination attributes. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘sport event elements has a positive effect on destination attributes’ due to the 

statistical significance (P > 0.05) provided path coefficient at 0.665. 

H2: Sport event elements has a positive effect on event service quality. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘sport event elements has a positive effect on event service quality’ due to the 

statistical significance (P > 0.05) provided path coefficient at 0.329. 

H3: Sport event elements has a positive effect on tourist satisfaction. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘sport event elements does not have any positive effect on tourist satisfaction’ due to 

the negative statistical significance (P > 0.05). 

H4: Sport event elements has a positive effect on revisit intention. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘sport event elements does not have any positive effect on revisit intention’ due to the 

negative statistical significance (P > 0.05). 

H5: Destination attributes has a positive effect on event service quality. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘destination attributes has a positive effect on event service quality’ due to the 

statistical significance (P > 0.05) provided path coefficient at 0.605. 

H6: Destination attributes has a positive effect on tourist satisfaction. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘destination attributes does not have any positive effect on tourist satisfaction’ due to 

the negative statistical significance (P > 0.05). 

H7: Destination attributes has a positive effect on revisit intention. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘destination attributes does not have any positive effect on revisit intention’ due to 

the negative statistical significance (P > 0.05). 

H8: Event service quality has a positive effect on tourist satisfaction. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘event service quality has a positive effect on tourist satisfaction’ due to the statistical 

significance (P > 0.05) provided path coefficient at 1.176. 
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H9: Event service quality has a positive effect on revisit intention. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘event service quality has a positive effect on revisit intention’ due to the statistical 

significance (P > 0.05) provided path coefficient at 0.656. 

H10: Tourist satisfaction has a positive effect on revisit intention. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘tourist satisfaction has a positive effect on revisit intention’ due to the statistical 

significance (P > 0.05) provided path coefficient at 0.324. 

H11: Sport event elements have an indirect effect on revisit intention 

mediated by tourist satisfaction. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘sport event elements indirectly influences on revisit intention mediated by tourist 

satisfaction’ due to the statistical significance (P > 0.05) provided path coefficient at 

0.588. 

H12: Destination attributes have an indirect effect on revisit intention 

mediated by tourist satisfaction. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘destination attributes indirectly influences on revisit intention mediated by tourist 

satisfaction’ due to the statistical significance (P > 0.05) provided path coefficient at 

0.541. 

H13: Event service qualities have an indirect effect on revisit intention 

mediated by tourist satisfaction. 

The hypothesis testing results at statistical significance of 0.05 showed that 

‘event service quality indirectly influences on revisit intention mediated by tourist 

satisfaction’ due to the statistical significance (P > 0.05) provided path coefficient at 

0.381. 
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Table 4.28 Hypothesis Testing Results 

 Hypothesis Effect Size Result 

H1 Sport event elements has a positive effect on 

destination attributes. 

0.665 Accepted 

H2 Sport event elements has a positive effect on event 

service quality. 

0.329 Accepted 

H3 Sport event elements has a positive effect on tourist 

satisfaction. 

-0.241 Rejected 

H4 Sport event elements has a positive effect on revisit 

intention. 

-0.254 Rejected 

H5 Destination attributes has a positive effect on event 

service quality. 

0.605 Accepted 

H6 Destination attributes has a positive effect on 

tourist satisfaction. 

-0.266 Rejected 

H7 Destination attributes has a positive effect on revisit 

intention. 

-0.053 Rejected 

H8 Event service quality has a positive effect on tourist 

satisfaction. 

1.176 Accepted 

H9 Event service quality has a positive effect on revisit 

intention. 

0.656 Accepted 

H10 Tourist satisfaction has a positive effect on revisit 

intention. 

0.324 Accepted 

H11 Sport event elements has an indirect effect on 

revisit intention mediated by tourist satisfaction. 

0.588 Accepted 

H12 Destination attributes has an indirect effect on 

revisit intention mediated by tourist satisfaction. 

0.541 Accepted 

H13 Event service quality has an indirect effect on 

revisit intention mediated by tourist satisfaction. 

0.381 Accepted 
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4.9 Summary of the Chapter 

In conclusion, this chapter demonstrates overall research results beginning 

with descriptive statistic result of 371 respondents’ demographic profile and their 

perception upon variables affecting intention to revisit triathlon events in Thailand. 

The result has shown that sport tourists’ perception towards variables are mostly 

perceived at good and very good levels. 

The data have been analysed using descriptive statistics, Exploratory Factor 

Analysis (EFA), Confirmatory Factor Analysis (CFA), and path analysis. Two 

variables from sport event element and destination attribute are deducted during the 

EFA process. 30 variables are eliminated from sport event element, destination 

attribute, and event service quality during the CFA process to make the casual model 

fit indices. 

All components in the study were drafted together to form a measurement 

model and structural model respectively. During the processes, 12 variables are 

suggested to be removed to make the model fit with hypotheses suggested. 

As a result, nine among thirteen hypotheses are confirmed as supportive to 

the hypotheses suggested.  
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CHAPTER 5 

 

CONCLUSION, DISCUSSION, AND RECOMMENDATIONS 

The following chapter concludes this research report. A summary of the 

research is presented, and findings of the study are discussed and interpreted. The 

conclusions derived from the findings of this study on the casual relationships of 

variables affecting revisit intention of Thai active sport tourists attended triathlon 

events Thailand as competitors. The implications of these findings and the resultant 

recommendations are also be explained. The researcher divides the contents of this 

chapter into four parts which are (1) overview of study, (2) summary of research 

findings, (3) discussion of research findings, and (4) recommendation for future 

research. 

 

5.1 Overview of Study 

This research has three initial objectives of study which are (1) To explore 

event elements, and destination attributes of the sport event organized for Thai active 

sport tourists (2) To assess the level of event service quality, satisfaction and 

behavioural intention to revisit of Thai active sport tourists in the sport events in 

Thailand (3) To examine the influences of event elements, destination attributes, 

event service quality, and satisfaction on behavioural intention to revisit of Thai 

active sport tourists in Thailand. In order to achieve the objectives, the research relies 

mainly on quantitative study using questionnaire as a survey instrument. 

To assure the reliability and validity of the research instrument, the 

questionnaire quality was assured by index of Item-Objective Congruence (IOC) 

checked by three experts, accompanied by a pilot test administered with 100 samples. 

The pilot test data was performed with descriptive statistic and exploratory factor 

analysis method using SPSS software. The questionnaire was then modified again 

based on the pilot test analysis result. The six-section questionnaire was then 

distributed randomly in online platform and 371 sets of completed surveys were 
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collected. The demographic data of respondents, along with the respondent’s degree 

of perception towards each variables were analysed using descriptive statistical 

method. Whereas the inferential statistical method was used to do factor analysis and 

test hypotheses. 

The observed variables of four components which are sport event element, 

destination attribute, event service quality, and satisfaction were computed using 

exploratory factor analysis (EFA) with Varimax rotation. Some variables were 

eliminated and rearranged among grouping within components. When the EFA 

process was finished, the confirmatory factor analysis (CFA) was performed with 

three components; sport event element, destination attribute, and event service 

quality; using AMOS software to test overall goodness of fit in each individual 

measurement model. 

The confirmed fit models of each components were combined into a 

measurement model together with other two components; satisfaction, and intention 

to revisit. The model was analysed to make it fit the criteria defined. In the end, 

structural model was tested to determine the hypotheses raised. 

 

5.2 Summary of Research Findings 

The presentation of the research results was carried out according to the 

study objectives with details as follows; 

Among the 371 research population of Thai active sport tourists attending  

triathlon events in Thailand as participants, their demographic profile and tourist 

behaviour result can be highlighted as; 76.28 percent is male participant, 57.68 

percent is married, 49.33 percent owns bachelor’s degree, 43.13 percent is private 

company employee, 29.38 percent earns higher than 90,000 Thai Baht per month, 

65.50 percent currently lives in Central region of Thailand, 32.08 percent has attended 

triathlon events for 3 – 6 times, 73.05 percent has triathlon events as primary purpose 

of the trip, 54.45 percent spends around two days at event destinations, 42.86 percent 

attend triathlon events with friends, and 94.88 percent travels to events by their 

personal cars. 
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5.2.1 Objective I: To access the level of Thai triathletes’ perceptions 

towards the sport event elements, destination attributes, event 

service quality, satisfaction and intention to revisit the sport events 

in Thailand 

Derived from the descriptive statistical analysis result of tourists’ perception 

level towards variables affecting intention to revisit triathlon events in Thailand, the 

first two components; sport event elements, and destination attributes; have perceived 

GOOD level of perception at their average score. 

Sport event element has nine items receiving VERY GOOD level of 

perception including event and course safety, well organized, professional sport 

components within event, ease of travel, neutral support (e.g. aid stations, support and 

gear stop; SAG stops), sufficiently information on website and social media, 

exclusively event, prestige of the event, and proximity of event to home. There are 

seven variables perceived as GOOD level including of contact channel, user-friendly 

event website, merchandise received, history of event, longevity, event’s media 

coverage, and serviced transportation. The last variable ‘prize money awarded’ is the 

only one variable perceived at FAIR level. All the listed items are ranked from the 

highest score to the lowest score. Although most of the items are perceived at VERY 

GOOD level, the overall mean score came out at GOOD level. 

Most items of destination attributes are perceived at GOOD level, some 

items perceived at VERY GOOD level, and only two items perceived FAIR level of 

perception. Six variables are perceived as VERY GOOD level which are safe 

destination, convenient transportation, good climate, accommodation facilities, sport 

facilities and activities, and clean and green city. There are 12 of items gotten GOOD 

level of perception including of friendly people city, scenery and natural attractions, 

pleasant city, high quality service in the city, local price city, tourist information and 

support, active and arousing city, historical or cultural attraction, international 

metropolitan center city, cultural difference, modern city, and exciting city. The last 

two variables ‘shopping facilities’, and ‘nightlife and entertainment’ have gotten 

FAIR perceived level. Altogether, this variable is ranged at GOOD level. 

All the last three variables; event service quality, satisfaction and intention to 

revisit; have gained VERY GOOD level of perception. 
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Event service quality is the only components in which there is an observed 

variable; the entertainment program of the race that is perceived at GOOD level. The 

other thirteen observed variables demonstrated VERY GOOD level of perception 

including great sporting experience, personnel’s prompt services, atmosphere during 

event, exciting experiences, personnel’s courteousness, personnel’s knowledge, well-

designed services and events, positive participation, accessibility to the destination 

(event), attending this event making a better athletes, personnel’s responsiveness, 

accommodation quality, and support from spectators during race. 

All the three observed variables of satisfaction component demonstrated a 

VERY GOOD level of perception which are enjoyed the visit to the event, satisfied 

with the overall experience, and happy with the visit to the destination, ranging from 

the highest score to the lowest score. In the same way with intention to revisit where 

all the four observed variables are perceived at VERY GOOD level including of plan 

to revisit the event, likely to recommend the event, plan to revisit the destination, and 

likely to recommend the destination. 

 

5.2.2 Objective II: To investigate the components of the sport event 

elements, destination attributes, and event service quality of the 

sport events organized for Thai triathletes 

Initially, the observed variables of sport event element were derived from 

three international research papers with the total number of 28 items under five 

categories (Buning & Gibson, 2016; K Kaplanidou & C Vogt, 2010; Newland & 

Aicher, 2018). After the first round EFA was done, the varimax rotated results show 

17 items left in five categories and 11 items and two categories were eliminated. After 

that, the 17 items were extracted again using the second round EFA process. Only one 

item is rejected in this stage and the five grouping remained at the same quantity. 

Finally, seven items are remained after the CFA process. Longevity, history of event, 

user-friendly event website, sufficiently information on website and social media, 

contact channel, event and course safety, and well organized are the seven items 

directly effecting sport event elements. 

22 observed variables under three groups of destination attributes are derived 

from two international research papers (C. F. Chen & Chen, 2010; Dongfeng, 2013). 



138 

 

The data is tested an exploratory factor analysis from pilot test process, 21 observed 

variables are remained and categorised into four groups. Convenient is the additional 

group named from the items context. Then, the data is analysed again in the second 

round EFA process. Only one item is eliminated in this stage. Lastly, seven items are 

found mostly affect the destination attributes variables. The seven items include sport 

facilities and activities, clean and green city, tourist information and support, active 

and arousing city, cultural difference, accommodation facilities, and convenient 

transportation. 

In term of event service quality variable, 14 items are derived from three 

research papers categorised into three groups (Hallmann et al., 2015; D. J. Shonk, 

2006; N. D. Theodorakis et al., 2015). The items are analysed by exploratory factor 

analysis during pilot test stage and all the items remain in the same group with no 

item deducted. Next, all the items were not deducted in the second round EFA 

process, however, they were rearranged between the three components. Seven items 

were confirmed affecting the event service quality variable in the CFA process. 

Personnel’s responsiveness, personnel’s knowledge, personnel’s prompt services, 

atmosphere during event, well-designed services and events, attending this event 

making a better athletes, and positive participation are the observed variables 

remained. 

 

5.2.3 Objective III: To examine the effects of sport event elements, 

destination attributes, event service quality, and satisfaction on 

intention to revisit of Thai triathletes to the sport events held in 

Thailand 

To answer this objective, 13 hypotheses were set up based on literature 

review and tested using SEM path analysis method. The observed variables under five 

latent variables were derived from the CFA result and tested for a measurement model 

testing and structural equation modeling. A construct validity was conducted to 

confirm the reliability of relationships between observed variables and latent 

variables. The path analysis result has shown that nine hypotheses were supportive 

which are; 

(1) Sport event elements has a positive effect on destination attributes. 
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(2) Sport event elements has a positive effect on event service quality. 

(3) Destination attributes has a positive effect on event service quality. 

(4) Event service quality has a positive effect on tourist satisfaction. 

(5) Event service quality has a positive effect on revisit intention. 

(6) Tourist satisfaction has a positive effect on revisit intention. 

(7) Sport event elements indirectly influences on revisit intention mediated 

by tourist satisfaction. 

(8) Destination attributes indirectly influences on revisit intention mediated 

by tourist satisfaction. 

(9) Event service quality indirectly influences on revisit intention mediated 

by tourist satisfaction. 

However, there are four hypotheses that are rejected from the path analysis 

process. They are the assumption of direct relationship of sport event elements and 

destination attributes towards tourists’ satisfaction and revisit intention. The four 

hypotheses include; 

(1) Sport event elements has a positive effect on tourist satisfaction. 

(2) Sport event elements has a positive effect on revisit intention. 

(3) Destination attributes has a positive effect on tourist satisfaction. 

(4) Destination attributes has a positive effect on revisit intention. 

Based upon the testing results, causal-effect relationship between variables 

can be summarized as follows; 

Sport event element has direct effects towards destination attribute and event 

service quality. However, it does not have any direct effect upon satisfaction and 

revisit intention as proposed. Nevertheless, it poses impacts on upon satisfaction and 

revisit intention through direct effects. 

Destination attribute, in the same way as sport event element, poses a direct 

effect upon event service quality and no action towards satisfaction and revisit 

intention. It instead has indirect effects towards satisfaction and revisit intention. 

Event service quality component is confirmed as hypotheses proposed. It 

does have direct effects upon satisfaction and revisit intention, and also an indirect 

effect towards revisit intention. Lastly, satisfaction directly impacts on revisit 

intention as hypothesis proposed. 
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Figure 5.1 Model of Factors Affecting Revisit Intention of Thai Triathletes to 

Triathlon Events in Thailand 

In conclusion, sport event element and destination attribute themselves do 

not have any direct effect towards satisfaction and revisit intention. The two 

components, however, need mediator. In the context of this study, event service 

quality is the very important mediator between the components. Satisfaction, 

nonetheless, acts as a good mediator as well. Figure 5.1 demonstrated the significant 

pathways and items under each variables that have effects on Thai triathletes’ revisit 

intention to triathlon events in Thailand. 

 

5.3 Discussion of Research Findings 

This section involve the contents about the discussion of the research 

objectives and research hypotheses set for the study and research on factors affecting 

Thai active sport tourists’ revisit intention to participate as competitors in triathlon 

events in Thailand. The discussion involves the comparison between research results 

derived from this study and past studies with related theories. 

Based on the descriptive statistics results, the level of active-sport tourists’ 

perceptions towards each items are assessed. Among the 58 items under five 

variables, event and course safety is ranked at the top with the highest score. 
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Additionally, well organised, and professional sport components within events are 

ranked in the second with a little lower score. The result is similar to the study of 

Buning and Gibson (2016) where well organized and event and course safety are the 

most perceived among attendees at cycling sport event, however, the rankings are 

switched. Conversingly, event has a professional cycling component in their study 

was ranked at the end of the table. Moreover, event safety was insignificant and 

dropped out in the study of Kaplanidou and C Vogt (2010) who measured event 

elements in sport event experience. For this study safe destination is also ranked at the 

top with very good level of perception. The results can establish the safety-concerned 

awareness among Thai triathletes attending triathlon events in Thailand in term of the 

event itself and also the destination where the event is organized at. As a result, event 

organizers should have all the safety elements as the priority concern, for example, 

reliable first-aid service, real course run through before race, suspecting team along 

the course, and etc. The finding of this study has also highlighted the low level of 

perception of triathletes towards the items of nightlife and entertainment, prize money 

awarded, and shopping facilities ranked from the least perceived. The study of N. 

Chen and Funk (2010) has presented the same result for nightlife and entertainment, 

and shopping facilities perceptions of athletes at European Athletics Championship 

where both items were perceived with low importance. Accordingly, any resources 

used to promote nightlife and shopping facilities should be limited. Prize money 

awarded, in the same way, was ranked as the least important among cyclists’ travel 

conditions in cycling tourism (Buning & Gibson, 2016; Getz & McConnell, 2011). 

The findings on tourists’ satisfaction and revisit intention are shown highly 

importance among triathletes attending triathlon events in Thailand. The mean scores 

of satisfaction were all above 4 on the 5-point Likert scale. These scores reflect that 

most respondents felt a high level of satisfaction. The means of all items in terms of 

behavioral intention were above 4 on the 5-point Likert scale, indicating that most 

respondents had positive behavioral intention for the future. The findings are 

presented in the same way with D. J. Shonk (2007) who studied sport tourists’ 

behavioural intention at recurring small-scale event in Georgia. 

Based on the three-step factor analysis; two rounds EFA and the finalised 

CFA; the components of the sport event elements, destination attributes, and event 



142 

 

service quality of triathlon events organized for Thai triathletes have been finalised. 

Seven items under three components are confirmed having corresponding effects 

towards a variable. Longevity, history of event, user-friendly event website, 

sufficiently information on website and social media, contact channel, event and 

course safety, and well organized are the seven items directly effecting sport event 

elements. User-friendly event website, sufficiently information on website and social 

media, and course safety are found as the most important to determine event image in 

the study of Buning and Gibson (2016), however, contact channel are found as 

insignificant. According to Newland and Aicher (2018), their study has highlighted 

that longevity and history of event are an insignificant factor to determine event 

elements among Training Peaks membership who were planning to travel or had 

recently travelled to at least one running, cycling, or triathlon event in the USA. 

Majority of the resulting items of sport event elements are formed in the same 

direction with previous studies while only a few items are contrast. In term of 

destination attributes, sport facilities and activities, clean and green city, tourist 

information and support, active and arousing city, cultural difference, accommodation 

facilities, and convenient transportation are the lasting items confirmed of having 

relevant relationships towards the variable. The study of N. Chen and Funk (2010) has 

mentioned that accommodation facilities, cultural difference, and sports facilities and 

activities are the most significant attributes determined by sport tourists and non-sport 

tourist at a destination hosting the European Athletics Championship. However, 

cultural difference are rated as more important among non-sport tourists than sport 

tourists did. Accommodation facilities are confirmed that it is suggestively the most 

important as indicating by the major cost during their stay (N. Chen & Funk, 2010; 

Dongfeng, 2013; H. J. Gibson, 2004). All of the items are significant to the previous 

studies where the items are rated at the top rank, on the other hand, some of the top 

ranked items from the previous studies were eliminated in this study. For examples, 

friendliness of the locals, safe destination, and exciting city are insignificant among 

Thai triathletes attending triathlon events in Thailand. Personnel’s responsiveness, 

personnel’s knowledge, personnel’s prompt services, atmosphere during event, well-

designed services and events, attending this event making a better athletes, and 

positive participation are found significantly affecting event service quality. All the 
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items are tested and found confirming the relationships between items and small-scale 

running event service quality in the perception of runners in Northern Greece (N. D. 

Theodorakis et al., 2015). Noteworthy, the item with the highest mean and factor 

loading values in their study was eliminated in the context of this study. 

From the study of relationships between the five variables; sport event 

elements, destination attributes, event service quality, tourists’ satisfaction, and revisit 

intention; there are thirteen assumptions established for the tests where nine 

assumptions are confirmed as significant. The structural model results suggested that 

sport event elements have a positive effect on destination attributes. The finding is 

similar to the study of L. Chalip and Costa (2005); F. Dimanche (2003) who identified 

that the factors within the event itself post an effect on destination image. Moreover, 

the sport events are a part of important tools used to create the attractiveness of the 

destination and also have a strong effect on destination marketing. The results has 

come up in the same way although the studies were from the different types of sport 

events. Sport event elements were confirmed of having a positive effect on event 

service quality. There was no research paper studied the direct relationship between 

sport event element and event service quality. However, service quality is suggested 

to be partly determined by the physical facilities and equipment in which the service 

is provided (Andam et al., 2015; Chelladurai & Chang, 2000). Based on the 

interpretation of the explanation, sport event element, in this study, can be counted as 

the determiner of event service quality. The results shows a strong influence of 

destination attribute towards event service quality among Thai active sport tourists 

attending triathlon events in Thailand. It confirms the study of Chelladurai and Chang 

(2000) who mentioned that all elements of the destinations organised sport events are 

the determiners of event service quality. In addition, physical environment is one of 

the measurement for assessing quality of sport event tourism services Andam et al. 

(2015). The consequence shows an empirical effect that event service quality has on 

tourist satisfaction. The finding becomes another confirmation to the theory of the 

relationship between service quality and satisfaction (Anderson, Fornell, & Lehmann, 

1994; Grönroos, 1984, 2001; Ko, 2004). In term of sport event study, several research 

papers mentioned the corresponding relationship (L. H. Chen et al., 2012; O'Neill et 

al., 1999; N. D. Theodorakis et al., 2015; Y. Tsuji et al., 2007; Yoshida & James, 
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2011). Event service quality poses reasonable effect towards revisit intention. Fornell 

(1992); K. Kaplanidou and Vogt (2006) and Newland and Aicher (2018) revealed the 

same result that service quality of sport events is the antecedent of revisit intention. 

Contrary to the researcher’s result, C. F. Chen and Tsai (2007) indicates that quality is 

not directly related to either satisfaction or intentions. Event service quality indirectly 

influences on revisit intention mediated by tourist satisfaction. The finding came out 

in the same way with D. J. Shonk (2006) who found out that sport event service 

quality has stronger effect to revisit intention when having tourists’ satisfaction as a 

meditator comparing to acting as a meditator when having tourists’ satisfaction as an 

antecedent. In addition, a structural model result in the study of N. D. Theodorakis et 

al. (2015) confirmed the connection of event service quality and satisfaction among 

small-scale running events runners in Northern Greece. The result shows the positive 

relationship that tourists’ satisfaction has on revisit intention. The theory on 

relationship of satisfaction and revisit or repurchase intention has been found 

supportive in many research areas. In the context of sport event tourism, several 

literatures have confirmed the theory in which different predictors of satisfaction are 

determined (Baker & Crompton, 2000; E. J. Bigne et al., 2005; K. Kaplanidou & 

Vogt, 2007; J. Lee et al., 2004; Petrick et al., 2001; B.N. Rittichainuwat et al., 2002; 

Williams & Soutar, 2009). However, earlier study by J. E. Bigne et al. (2001) found 

that satisfaction was insignificant to revisit intention among holiday trip travellers. 

In term of indirect relationships, sport event elements are confirmed as 

indirectly influencing on revisit intention mediated by tourist satisfaction. In addition 

to the hypothesis raised, sport event element may have destination attribute and event 

service quality as its meditators apart from satisfaction. The finding confirms the 

research results by K. Kaplanidou and Gibson (2012) which also confirmed the study 

by Xing and Chalip (2006) that sport event element does an effect to the intention to 

revisit an event or a destination where higher levels of satisfaction is corresponded. 

Correspondingly to sport event element, event service quality also acts as an 

important mediator between destination attributes and revisit intention besides tourist 

satisfaction. The result confirms the previous study of Zabkar et al. (2010) who 

indicated that destination attributes affect the intention to revisit through perceived 

quality and satisfaction respectively. Moreover, Mostafavi Shirazi and Mat Som 
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(2010), found that destination attributes have strongly effect on revisit intention among 

tourists in Penang where the satisfaction and loyalty is a pathway. 

Four assumptions were suggested as insignificant. In contrast with the 

finding of the study from Koo (2013) that confirmed the direct relationship between 

sport event image and tourist satisfaction at recurring small-scale event (i.e., 

marathons) in Europe. Sport event elements, in this study, does not have a positive 

effect on tourist satisfaction. The positive relationship between sport event element 

and revisit intention was insignificant. The finding came out in the same way with the 

study of Koo (2013) where sport event image is partially affect the revisit intention of 

sport tourists with no direct effect detected. His study derived tourist satisfaction as 

the meditator between event image and revisit intention. Destination attributes pose a 

negative effect on tourist satisfaction. The result is significant to the study of C. F. 

Chen and Tsai (2007) who indicated that destination attribute is not directly related to 

either satisfaction or intentions. Moreover, the result is similar to the study of Zabkar 

et al. (2010) who studied on the interrelationship between destination attributes, 

perceived quality of a destination’s offerings, visitor satisfaction, and intention to 

revisit at four tourist destinations in Slovenia. They found that destination attribute 

itself does not effect on visitor’s satisfaction. It must have the perceived quality of a 

destination’s offerings as the mediator to establish a relationship towards tourist 

satisfaction. Lastly, destination attributes does not have a positive effect on revisit 

intention. The result supported the study of C. F. Chen and Tsai (2007) who indicated 

that destination attribute is not directly related to either satisfaction or intentions. 

Furthermore, many studies on tourism destination management revealed that the 

destination itself does not have any direct effect towards intention unless a meditator 

is corresponded (J. E. Bigne et al., 2001; Kneesel et al., 2010; C. K. Lee et al., 2005; 

Mat Som et al., 2012). 

 

5.4 Recommendations from Research Results 

Based on the results retrieved from the overall research process, several 

recommendations are raised by the researcher as the primary guidelines for 
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stakeholders in the sport event tourism industry. Four recommendations are suggested 

as follows; 

1) The concepts and format of the events organised should consider on the 

general characteristics and travel behaviour of the attendees. For example, the major 

population of this research are married male who attend the events with friends or 

family. The organizers may arrange the event surrounding with kid area or organize a 

special event such as charity fun run to create engagement and impress their family 

members as well as generate additional income of the events. The participants 

normally spend 2 – 3 days at the event destination, as a result, the destination must 

have enough quantity and good quality accommodation surrounded within 10 

kilometers drive. Moreover, enough parking lot at the event destination is also 

important because more than 90 percent of the participants prefer to drive their 

personal cars to events with acceptable distances from their residents. 

2) The perceptions of the research population towards each components 

affecting intention to revisit is determined at good and very good levels. It points out 

that Thai triathletes who attended triathlon events in Thailand have positive 

perception towards the overall event compositions. Sport event element and 

destination attribute are the two components gotten good level of perception, as a 

result, the items within the two components that have low scores of perception should 

be minor touched by the responsible parties. Besides, all the components suggested 

from this study; sport event element, destination attribute, event service quality, and 

satisfaction; should be concerned by the event organisers the destination authority, 

and the promoting agencies when organising an event. None of the components 

should not be missed out, however, not limited to the mentioned components in this 

research. 

3) Based on the descriptive statistical analysis results of active sport tourists’ 

perceptions upon each variables within the three components; sport event element, 

destination attribute, and event service quality, the researcher suggests all 

corresponding parties remaining the quality of variables perceived at very good level 

and develop the quality of variables perceived below very good level. 

Focusing on sport event element, the following variables should be 

maintained by the event organisers as they affect triathletes’ intention to revisit events 
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a lot; event and course safety, well organized event, professional sport components 

within event, ease of travel, neutral support (e.g. aid stations, support and gear stop; 

SAG stops), sufficiently information on website and social media, exclusively event, 

prestige of the event, and proximity of event to home. More than that, the following 

variables are the list of factor that the organisers should concern more including 

contact channel, user-friendly event website, merchandise received, history of event, 

longevity, event’s media coverage, and serviced transportation. Finally, prize money 

awarded is fairly considered by triathletes’ intention to revisit an event. The 

organizers may remain the same amount of prizing awarded as before. 

Several parties are suggested to concern on variables of destination attribute 

for example, event organisers, local destination authority, and national policy planner. 

The following six variables are suggested to carefully focus on when choosing a 

destination to organise a triathlon event at including safe destination, convenient 

transportation within the destination, destination with good climate, accommodation 

facilities surrounded, sport facilities and activities within the destination, and clean 

and green city. Moreover, the following 12 variables are also should be moderately 

concerned on which are friendly people within city, scenery and natural attractions, 

pleasant city, high quality service in the city, local price city, tourist information and 

support, active and arousing city, historical or cultural attraction, international 

metropolitan centre city, cultural difference, modern city, and exciting city. Shopping 

facilities and nightlife and entertainment of the destinations are not necessary when 

organising triathlon events. In the real world, concerning on all mentioned variables 

are much likely impossible as it is very hard to find an existing city having all the 

criteria. Tourist information and support, active and arousing city, accommodation 

facilities, and convenient transportation are the four components that mostly have 

effects on tourists’ revisit intention. Thus, the destination chosen for triathlon events 

may have at least these four criteria. 

The last component, event service quality, has to involve the power of people 

both from the event organiser team and local community. Almost all of variables in 

event service quality component are perceived at very good level in determining 

revisit intention of the tourists. The items include of great sporting experience, 

personnel’s prompt services, personnel’s responsiveness, personnel’s courteousness, 
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personnel’s knowledge, atmosphere during event, exciting experiences, well-designed 

services and events, positive participation, accessibility to the destination (event), 

attending this event making a better athletes, accommodation quality, and support 

from spectators during race. Moreover, entertainment program of the race is also an 

important thing in attracting tourists to attend the events again. The factors within this 

components seem as an extra part of the event. They might be not necessary, but have 

a big power attracting tourists to join the events again. It can be determined from the 

structural model derived from the study that only sport event elements and destination 

attribute alone could not drive any satisfaction and revisit intention from the tourists 

without the lead of event service quality. 

4) A guideline of necessary checklist for organising a triathlon events in 

Thailand is suggested consequential from the accepted hypotheses of this study. 

Figure 5.2 illustrated a summarised model of factors affecting revisit intention of Thai 

triathletes to triathlon events in Thailand. If creating an intention to revisit among 

triathlon event participants is an aim of the organiser parties, they should consider 

including the mentioned items into their events. The following are the checklists; 

4.1) The event should have an easy-to-use website providing all 

reachable contact channels of the organiser and important information attendee need 

to know. This factor will create a reliability of the event. The attendee will be 

confident when applying for the race if they are able to contact the event’s responsible 

parties. 

4.2) The branding of an event should have good reputation showing its 

longevity and history of the event. The creation of trustworthy stories of the event and 

the organiser company should be considered as it will create the reliability of the 

event and the company making the attendee confident in joining the event. 

4.3) The city destination organising the event should have an affective 

city image suitable for welcoming tourists to the city. The nature of the city should be 

active and arousing as it will make the better surrounding for the competition. As a 

result, if local authority would like to promote its city as a sport event tourism 

destination, the corresponding parties should consider develop the city image 

providing useful information for tourists. The organisers should also investigate the 

destination’s city image before deciding to choose the destination for their event. 
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4.4) The city destination organising the event should have enough 

necessary facility for tourists’ convenient. The most important factor is the quantity 

and quality of accommodation units together with transportation convenient. As a 

result, if local authority would like to promote its city as a sport event tourism 

destination, its basic facilities for tourism must be ready. The organisers should also 

investigate the tourism facilities within a city before deciding to choose the 

destination for their event. 

4.5) The organiser together with local community of the destination 

organising an event should collaborate to build a nice physical environment quality at 

the destination. Many big scale sport events have shown the success from involving 

local community as a part of the events, for example, Chom Bueng Marathon in 

which local community contribute with the event as a cheering team and support 

competitors along the race course. Moreover, the organisers should plan the structure 

and process of service points. This will make a better atmosphere throughout the 

event. 

4.6) The service and hospitality of staff at the event is also important to 

increase the event’s interaction quality. Event organisers should provide all necessary 

information about the event to their servicing staff to make them ready for answering 

attendees’ questions. Moreover, they should train their staff a proper guideline for 

providing services at the events. The staff should know what to do when countering a 

problem or who to ask when they do not know any information. In addition, the 

organisers may inform their staff about customers’ complaints in the past that may 

occurred again and how to deal with. 
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5.5 Recommendations for Future Research 

With the intention to contribute useful research results in the sport event 

management industry in Thailand, the researcher would like to list down the 

recommendations for future research based on the limitations caused in this study.  

The arising notices affected from limited time and budget of this study are classified 

and detailed as follows; 

1) Apart from the independent variables studied in this research; sport event 

elements, destination attributes, and event service quality; there are plenty of 

interesting variables that may have equivalent effects towards tourists’ satisfaction 

and revisit intention. The different context of study should be considered to create a 

wider area to develop the quality of sport event industry in Thailand by maximise the 

value of sport event’s necessary compounds. 

2) There is no specific research area for this study because the research 

samples are collected online from triathletes across Thailand. The future research may 

focus on a specific area of popularity, for example, Chonburi province where major 

international sport events are organised at. 

3) The future researches may consider studying on a different group of 

sampling and population. A comparing result for related groups of sampling is also a 

good idea. For instance, comparing between Thai and foreign event participants, 

comparing between active and passive event participants, and comparing between 

triathlon events and running event participants. 

4) The statistics used in the research can generate only the grouping and 

related items of a specific variable. If there are different groups of research population 

with different behaviour, a more proper method of data analysis should be considered. 

T-test or ANOVA may be picked to confirm the data by a cross-check of the 

comparison. As a result, a direct implementation will be used to develop the right 

targeted groups. 

Nevertheless, the study of sport events in Thailand is still very limited. There 

are plenty of topics that should be touched on in the context of any type of sport 

events in Thailand both events with more active and passive participants. 
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List of Experts Validated Research Tool Quality 

1. Associate Professor Patthareeya Lukpetch, Ph.D. 
Lecturer, Graduate School of Tourism Management, NIDA 

2. Assistant Professor Tatiyaporn Jarumaneerat. Ph.D. 
Lecturer, Graduate School, Prince of Songkla University 

3. Ms. Muncharin Phannarawong 
Celebrity Triathlete, Freelance Sport Event Staff 

Overall Item-Objective Congruence Score 

Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

Screening Question 
ค ำถำมคัดกรอง 
Have you ever participated in 
Triathlon Events in Thailand? 
ท่ำนเคยเขำ้ร่วมงำนแข่งขันไตรกีฬำใน
ประเทศไทยหรือไม ่

0 1 1 0.66 pass 

 Yes, as a competitor 
เคยเป็นผู้เข้าแข่งขัน 

1 1 1 1 pass 

 Yes, as a spectator  
เคยเป็นผู้ชม 

1 1 1 1 pass 

 No, never 
ไม่เคย 

1 1 1 1 pass 

Part 1: General Information 
ตอนที่ 1: ข้อมูลทั่วไป 

1 Gender 
เพศ 

1 1 1 1 pass 

 Male 
ชาย 

1 1 1 1 pass 

 Female 
หญิง 

1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

 Alternative 
เพศทางเลือก 

-1 0 1 0 cut 

2 Age 
อำยุ 

-1 1 1 1 pass 

3 Marital Status 
สถำนภำพด้ำนกำรสมรส 

1 1 1 1 pass 

 Married 
แต่งงานแล้ว 

1 1 1 1 pass 

 Single 
โสด 

1 1 1 1 pass 

 Divorced 
หม้าย/หย่าร้าง 

1 1 1 1 pass 

 Others,………… 
อื่นๆ,……………… 

1 1 1 1 pass 

4 Highest Level of Education 
ระดับกำรศึกษำสูงสุด 

1 1 1 1 pass 

 Lower than High school 
ต่่ากว่ามัธยม 

1 1 1 1 pass 

 High School 
มัธยมศึกษาตอนปลาย/ปวช. 

1 1 1 1 pass 

 Diploma 
อนุปริญญา/ปวส. 

1 1 1 1 pass 

 Bachelor’s Degree 
ปริญญาตร ี

1 1 1 1 pass 

 Master’s Degree 
ปริญญาโท 

1 1 1 1 pass 

 Higher than Master’s Degree 
สูงกว่าปริญญาโท 

1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

5 Current Occupation 
อำชีพปัจจุบัน 

1 1 1 1 pass 

 Students 
นักเรียน/นักศึกษา 

1 1 1 1 pass 

 Government Officer 
ข้าราชการ/รัฐวิสาหกิจ 

1 1 1 1 pass 

 Company Employee 
พนักงานเอกชน 

1 1 1 1 pass 

 Business Owner 
ธุรกิจส่วนตัว 

1 1 1 1 pass 

 Freelance 
อาชีพอิสระ 

1 1 1 1 pass 

 Others,……….. 
อื่นๆ,……………. 

1 1 1 1 pass 

6 Monthly Income 
รำยได้ต่อเดือน  

1 1 1 1 pass 

 Less Than 20,000 THB 
น้อยกว่า 20,000 บาท 

1 1 1 1 pass 

 20,001 – 40,000 บาท (THB) 1 1 1 1 pass 
 40,001 – 60,000 บาท (THB) 1 1 1 1 pass 
 60,001 – 80,000 บาท (THB) 1 1 1 1 pass 
 80,001 – 100,000 บาท (THB) 1 1 1 1 pass 
 More than 100,000 THB 

มากกว่า 100,000 บาท 
1 1 1 1 pass 

7 Current Region of Residence 
จังหวัดที่พ ำนกัปัจจุบันอยู่ในภูมิภำค
ใด 

1 1 1 1 pass 

 Northern Thailand 
ภาคเหนือ 

1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

 Central Thailand  
ภาคกลาง 

1 1 1 1 pass 

 Northeastern Thailand 
ภาคตะวันออกเฉียงเหนือ 

1 1 1 1 pass 

 Eastern Thailand 
ภาคตะวันออก 

1 1 1 1 pass 

 Western Thailand 
ภาคตะวันตก 

1 1 1 1 pass 

 Southern Thailand 
ภาคใต้ 

1 1 1 1 pass 

 Name of Province…………… 
กรุณาระบุจังหวัด………………… 

1 1 1 1 pass 

8 Triathlon events that you 
have ever participated (can 
choose more than 1) 
กำรแข่งขนัไตรกีฬำที่ท่ำนเคยเข้ำร่วม
แข่งขันตอบได้มำกกว่ำ 1 ข้อ 

0 1 1 0.66 pass 

 Tri-dash 1 1 1 1 pass 
 Thailand Tri-league 1 1 1 1 pass 
 TOA Triathlon 1 1 1 1 pass 
 Bangkok Triathlon 1 1 1 1 pass 
 Pattana Triathlon 1 1 1 1 pass 
 Laguna Phuket Tri 1 1 1 1 pass 
 Ironman Thailand 1 1 1 1 pass 
 Challenge 1 1 1 1 pass 
 Navy Triathlon 1 1 1 1 pass 
 Tri-factor 1 1 1 1 pass 
 Roboman 1 1 1 1 pass 
 Others,………………………… 1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

9 Provinces in Thailand that you 
have ever gone for triathlon 
event (can choose more than 
one) 
จังหวัดที่ท่ำนเคยเข้ำร่วมงำนไตรกีฬำ
ในประเทศไทย (ตอบได้มำกกว่ำ 1 
ข้อ) 

1 1 1 1 pass 

 ชลบุร ี 1 1 1 1 pass 
 ระยอง 1 1 1 1 pass 
 ประจวบคีรีขันธ ์ 1 1 1 1 pass 
 ภูเก็ต 1 1 1 1 pass 
 เพชรบุร ี 1 1 1 1 pass 
 กาญจนบุร ี 1 1 1 1 pass 
 เชียงใหม่ 1 1 1 1 pass 
 เชียงราย 1 1 1 1 pass 
 สมุทรปราการ 1 1 1 1 pass 
 ปทุมธานี 1 1 1 1 pass 
 สงขลา 1 1 1 1 pass 
 สุราษฎร์ธาน ี 1 1 1 1 pass 
 อื่นๆ 1 1 1 1 pass 

10 How many times have you 
participated in triathlon 
events in Thailand? (as a 
competitor only) 
จ ำนวนครั้งที่เคยเข้ำร่วมกำรแข่งขัน
ไตรกีฬำในประเทศไทย (เฉพำะเป็นผู้
ลงแข่งขัน) 

-1 1 1 0.33 pass 

 Less than 3 times 
น้อยกว่า 3 ครั้ง 

-1 1 1 0.33 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

 3 – 6 ครั้ง (times) -1 1 1 0.33 pass 
 7 – 10 ครั้ง (times) -1 1 1 0.33 pass 
 More than 10 times 

มากกว่า 10 ครั้ง 
-1 1 1 0.33 pass 

11 Are triathlon events the 
primary purpose of your trip?  
กำรเข้ำร่วมกำรแข่งขนังำนไตรกีฬำ
เป็นจุดประสงค์หลักของกำรเดินทำง
หรือไม ่

1 1 1 1 pass 

 Yes, for the most 
ใช่เป็นส่วนใหญ่ 

1 1 1 1 pass 

 Yes, for some 
ใช่เป็นบางครั้ง 

1 1 1 1 pass 

 No, never 
ไม่ใช่เลย 

1 1 1 1 pass 

12 How many days in total do 
you stay in the destinations? 
(including event days) 
จ ำนวนวันที่อำศัยอยู่ในพื้นที่ที่จัดงำน
เฉลี่ย (รวมทั้งทริป) …………………..
วัน 

1 1 1 1 pass 

13 Who do you usually travel to 
triathlon events with? (can 
choose more than one) 
ปกติท่ำนเดินทำงเข้ำร่วมกำรแข่งขัน
กับใคร (ตอบได้มำกกว่ำ 1 ข้อ) 

0 1 1 0.66 pass 

 Alone 
คนเดียว 

1 1 1 1 pass 

 Family 1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

ครอบครัว 
 Friends 

เพื่อน 
1 1 1 1 pass 

 Couple 
คนรัก 

1 1 1 1 pass 

 Others,……….. 
อื่นๆ,……………. 

1 1 1 1 pass 

14 How do you travel to the 
triathlon events destinations, 
normally? (can choose more 
than one) 
ปกติท่ำนเดินทำงเพื่อเข้ำรว่มกำร
แข่งขันไตรกีฬำอย่ำงไร (ตอบได้
มำกกว่ำ 1 ข้อ) 

1 1 1 1 pass 

 Personal car 
รถยนต์ส่วนตัว 

1 1 1 1 pass 

 Rental car 
รถเช่า 

1 1 1 1 pass 

 Plane 
เครื่องบิน 

1 1 1 1 pass 

 Other public transport 
ขนส่งสาธารณะประเภทอื่นๆ 

1 1 1 1 pass 

Part 2: Sport Event Elements 
ตอนที่ 2: องค์ประกอบกำรจัดงำนกีฬำ 
Accessibility - การเขา้ถึงการจัดงาน 
1 Event location 

ท่าเลของสถานที่จัดงาน 
1 1 1 1 pass 

2 Proximity of event to home 
ระยะทางที่ต้องเดินทางจากบ้านมายัง

1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

งาน 
3 Ease of travel 

ความสะดวกในการเดินทาง 
1 1 1 1 pass 

4 Provided transportation 
การให้บริการรถรับ-ส่ง 

1 1 1 1 pass 

5 Event Cost 
ราคาบัตรเข้าแข่งขัน 

1 1 1 1 pass 

6 Event website is user-friendly 
เว็บไซต์ของงานใช้งานง่าย 

1 1 1 1 pass 

7 Sufficiently information on 
website and social media 
การให้ข้อมูลอย่างเพียงพอในเว็บไซต์
และสื่อออนไลน ์

1 1 1 1 pass 

8 Contact channel 
ช่องทางการติดต่อสอบถาม 

1 1 1 1 pass 

Auxiliary Elements - องค์ประกอบเสริม 
9 Merchandise received 

สิ่งที่รวมอยู่ในค่าสมัคร เช่น เหรียญ 
หมวก ขวดน่้า  

1 1 1 1 pass 

10 Prize money awarded 
เงินรางวัลจากการแข่งขัน 

1 1 1 1 pass 

11 Neutral support (e.g. aid stations, 
support and gear stops; SAG 
stops) 
จุดบริการส่วนกลาง เช่น จุดปฐม
พยาบาล จุดบริการน้่า จุดซ่อมบ่ารุง
อุปกรณ์ จุดจอดจักรยาน จุดเช็คอิน 

1 1 1 1 pass 

Reputation - ชื่อเสียงของงาน 
12 Longevity 1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

ความเป็นมาที่ยาวนานของงาน 
13 History of event 

ประวัติของงาน 
1 1 1 1 pass 

14 Well organized 
การจัดการภายในงานที่ด ี

1 1 1 1 pass 

15 Prestige of the event 
ชื่อเสียงของงาน 

1 1 1 1 pass 

16 Event is exclusive 
ความโดดเด่นเป็นเอกลักษณ์ของงาน 

1 1 1 1 pass 

17 Event gets media coverage 
การกล่าวถึงงานในสื่อต่างๆ 

1 1 1 1 pass 

18 Involvement of major corporate 
sponsors 
การมีส่วนร่วมขององค์กรผู้สนับสนุน
หลัก 

1 1 1 1 pass 

19 Event has professional sport 
components 
งานมีองค์ประกอบการกีฬาแบบมือ
อาชีพ 

1 1 1 1 pass 

Routes and Courses – เส้นทางและรูปแบบการแข่งขัน 
20 Event and course safety 

ความปลอดภัยของงานและเส้นทาง
การแข่งขัน 

1 1 1 1 pass 

21 Challenging course 
ความท้าทายของเส้นทางการแข่งขัน 

1 1 1 1 pass 

22 Course is easy to get good result 
เส้นทางง่ายต่อการได้ผลการแข่งขันที่ด ี

1 1 1 1 pass 

23 Scenic and interesting course 
ความสวยงามและความน่าสนใจของ

1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

เส้นทางการแขง่ขัน 
24 Use trails to avoid road 

ใช้เส้นทางธรรมชาติแทนถนน 
1 1 1 1 pass 

Social aspects – ด้านสังคม 
25 Participant Size 

จ่านวนผู้เข้าร่วมงาน 
0 1 1 0.66 pass 

26 Recommendation to attend 
from someone I trust 
ค่าแนะน่าให้เข้าร่วมงานจากบุคคลที่
เชื่อถือ 

0 1 1 0.66 pass 

27 Surrounding party atmosphere 
บรรยากาศงานปาร์ต้ีโดยรอบ 

1 1 1 1 pass 

28 Vacation with family and friends 
วันหยุดพักผ่อนกับครอบครัวหรือเพ่ือน
หลังการแข่งขัน 

0 1 1 0.66 pass 

Part 3: Destination Attributes0 
ตอนที่ 3: คุณลักษณะของสถำนที่จัดงำนโดยรอบ 
Tourism infrastructure – โครงสร้างพื้นฐานดา้นการท่องเที่ยว 
30 International metropolitan 

center city 
ความเป็นใจกลางเมืองแบบนานาชาติ 

1 1 1 1 pass 

31 Accommodation facilities 
สิ่งอ่านวยความสะดวกด้านที่พัก 

1 1 1 1 pass 

32 Convenient transportation 
ความสะดวกของการคมนาคม 

1 1 1 1 pass 

33 Safe destination 
ความปลอดภัยของเมือง 

1 1 1 1 pass 

34 Good restaurant 
คุณภาพของร้านอาหารการกิน 

1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

35 Modern city 
ความทันสมัยด้านเทคโนโลยีของเมือง 

0 1 1 0.66 pass 

36 Sport facilities and activities 
สิ่งอ่านวยความสะดวกด้านกีฬาและ
กิจกรรมกีฬา 

1 1 1 1 pass 

37 Shopping facilities 
แหล่งช้อปปิ้ง 

1 1 1 1 pass 

Tourism atmosphere and service – บรรยากาศและการบริการด้านการท่องเที่ยว 
38 Restful relaxing atmosphere 

บรรยากาศการพักผ่อนได้อย่างสบาย 
1 1 1 1 pass 

39 Good climate 
คุณภาพอากาศด ี

1 1 1 1 pass 

40 High quality service in the city 
การบริการคุณภาพสูงภายในเมือง 

0 1 1 0.66 pass 

41 Friendly people city 
ผู้คนที่เป็นมิตรภายในเมือง 

1 1 1 1 pass 

42 Clean and green city 
เมืองสะอาดและร่มรื่น 

1 1 1 1 pass 

43 Historical or cultural attraction 
มีแหล่งท่องเทีย่วทางประวัติศาสตร์
หรือวัฒนธรรม 

1 1 1 1 pass 

44 Nightlife and entertainment 
บรรยากาศสถานบันเทิงยามค่่าคืน 

1 1 1 1 pass 

45 Scenery and natural attractions 
ทิวทัศน์และแหล่งท่องเที่ยวทาง
ธรรมชาติ 

1 1 1 1 pass 

46 Tourist information and support 
ข้อมูลและสิ่งสนับสนุนแก่นักท่องเที่ยว 

1 1 1 1 pass 

Affective city image – ภาพลักษณ์ของเมืองที่ส่งผล 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

47 Exciting city 
เป็นเมืองที่น่าตื่นเต้น 

1 1 1 1 pass 

48 Active and arousing city 
เป็นเมืองที่ท่าให้มีพลังและรู้สึกเร้าใจ 

0 1 1 0.66 pass 

49 Pleasant city 
เป็นเมืองที่น่าอยู ่

1 1 1 1 pass 

50 Local price city 
ราคาสินค้ าภายใน เมืองเป็นราคา
เดียวกับคนท้องถิ่น 

1 1 1 1 pass 

51 Cultural difference 
เป็นเมืองที่มีความหลากหลายทาง
วัฒนธรรม 

1 1 1 1 pass 

Part 4: Event Service Quality 
ตอนที่ 4: คุณภำพกำรบริกำรของงำน 
Physical environment quality – คุณภาพสภาพแวดล้อมทางกายภาพ 
52 Atmosphere during event 

บรรยากาศภายในงาน 
1 1 1 1 pass 

53 Support from spectators during 
race 
การสนับสนุนจากผู้ชมระหว่างงาน 

0 1 1 0.66 pass 

54 The entertainment program of 
the race 
รายการความบันเทิงระหว่างการ
แข่งขัน 

1 1 1 1 pass 

55 Well-designed services and 
events 
การบริการและการจัดงานที่ออกแบบ
มาอย่างดี 

1 1 1 1 pass 

56 Accommodation quality 1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

คุณภาพของที่พัก 
57 Accessibility to the destination 

(event) 
การเข้าถึงจุดหมาย (สถานที่จัดงาน) 

1 1 1 1 pass 

Interaction quality – คุณภาพดา้นปฏิสัมพันธ ์
58 Personnel was responsive 

เจ้าหน้าที่ของงานมีการตอบสนองได้ดี 
0 1 1 0.66 pass 

59 Personnel was courteous 
เจ้าหน้าที่ของงานมีความสุภาพ 

0 1 1 0.66 pass 

60 Personnel was knowledgeable 
เจ้าหน้าที่ของงานมีความรู้เกี่ยวกับงาน 

0 1 1 0.66 pass 

61 Personnel provided prompt 
services 
เจ้าหน้าที่ของงานให้บริการด้วยความ
รวดเร็ว 

0 1 1 0.66 pass 

Outcome quality – คุณภาพด้านผลลพัธ ์
62 Great sporting experience 

ได้รับประสบการณ์กีฬาที่ยอดเยี่ยม 
1 1 1 1 pass 

63 Attending this event making a 
better athletes 
การเข้าร่วมการแข่งขันท่าให้เป็น
นักกีฬาที่ดีขึ้น 

1 1 1 1 pass 

64 Positive participation 
ได้รับการมีส่วนร่วมในเชิงบวก 

1 1 1 1 pass 

65 Exciting experiences 
ได้รับประสบการณ์ที่น่าตื่นเต้น 

1 1 1 1 pass 

Part 5: Tourist Satisfaction 
ตอนที่ 5: ควำมพึงพอใจของผู้เข้ำร่วมงำน 
66 Enjoyed the visit to the event 1 1 1 1 pass 
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Item 
No. 

Question Item Expert 
1 

Expert 
2 

Expert 
3 

IOC 
Score 

Result 

เพลิดเพลินกับการเข้าร่วมงานไตรกีฬา 
67 Happy with the visit to the 

destination 
มีความสุขกับการได้เดินทางไปยังเมือง
ที่จัดงาน 

1 1 1 1 pass 

68 Satisfied with the overall 
experience 
พึงพอใจกับประสบการณ์การเข้า
ร่วมงานโดยรวม 

1 1 1 1 pass 

Part 6: Revisit Intention to events or destinations 
ตอนที่ 6: ควำมตั้งใจเขำ้ร่วมงำนหรือสถำนที่จัดงำนซ้ ำ 
69 Plan to revisit the events 

วางแผนที่จะเข้าร่วมงานอีกในอนาคต 
1 1 1 1 pass 

70 Likely to recommend the events 
มีแนวโน้มที่จะแนะน่างานให้ผู้อื่น 

1 1 1 1 pass 

71 Plan to revisit the destinations 
วางแผนที่จะกลับมายังสถานที่จัดงาน
เดิมอีกในอนาคต 

1 1 1 1 pass 

72 Likely to recommend the 
destinations 
มีแนวโน้มที่จะแนะน่าสถานทีจ่ัดงาน
ให้ผู้อื่น 

1 1 1 1 pass 
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Appendix B 

Questionnaire Form for Pilot Test Study 
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Purpose: This questionnaire will be used to expand knowledge of sport tourist’s 

intention to revisit triathlon events or tourism destination in Thailand among Thai 

Triathletes by analysing several important factors: sport event elements, destination 

attributes, sport event service quality, and satisfaction. The information collected in 

this questionnaire will be anonymous and solely used for research purposes. Your 

sincere and honest response is very much appreciated. 

 

What Triathlon event did you attend most recently? ____________________ 

Where was the triathlon event happened? ____________________ 

 

Part 1: Sport Event Elements 

Please rate the degree how the following factors affect your decision to choose an 

event to attend 

Accessibility 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

1 Event Location 1 2 3 4 5 

2 
Proximity of event to 

home 
1 2 3 4 5 

3 Ease of travel 1 2 3 4 5 

4 Provided transportation 1 2 3 4 5 

5 Event cost 1 2 3 4 5 

6 Event website 1 2 3 4 5 

7 
Information on website or 

social media 
1 2 3 4 5 
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Auxiliary Elements 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

8 Merchandise received 1 2 3 4 5 

9 Prize money awarded 1 2 3 4 5 

10 
Neutral support (e.g. aid 

stations, SAG stops) 
1 2 3 4 5 

 

Event Reputation 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

11 Longevity 1 2 3 4 5 

12 History of the event 1 2 3 4 5 

13 Well organized 1 2 3 4 5 

14 Prestige of the event  1 2 3 4 5 

15 Event is exclusive 1 2 3 4 5 

16 
Event gets media 

coverage 
1 2 3 4 5 

17 
Involvement of major 

corporate sponsor 
1 2 3 4 5 

18 
Event has professional 

sport components 
1 2 3 4 5 

 

Routes and Courses 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

19 Challenging course 1 2 3 4 5 

20 Event and course safety 1 2 3 4 5 

21 
Course is easy to get good 

result 
1 2 3 4 5 

22 Scenic and interesting 1 2 3 4 5 
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No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

course 

23 Use trails to avoid road 1 2 3 4 5 

 

Social Aspects 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

24 Many participants (large)  1 2 3 4 5 

25 Few participants (intimate) 1 2 3 4 5 

26 
Recommendation to attend 

from someone I trust 
1 2 3 4 5 

27 
Surrounding party 

atmosphere 
1 2 3 4 5 

28 
Vacation with family and 

friends 
1 2 3 4 5 

 

Part 2: Destination Attributes 

Please rate the degree how the following factors affect your decision to choose an 

event to attend 

Tourism infrastructure 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

29 
International metropolitan 

centre city  
1 2 3 4 5 

30 Accommodation facilities 1 2 3 4 5 

31 Convenient transportation 1 2 3 4 5 

32 Local infrastructure 1 2 3 4 5 

33 Safe destination 1 2 3 4 5 

34 Good restaurant 1 2 3 4 5 

35 Modern city 1 2 3 4 5 
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No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

36 Sport facilities and activities 1 2 3 4 5 

37 Shopping facilities 1 2 3 4 5 

 

Tourism atmosphere and service 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

38 
Restful relaxing atmosphere 

attraction 
1 2 3 4 5 

39 Good climate 1 2 3 4 5 

40 
High quality service in the 

city 
1 2 3 4 5 

41 Friendly people city  1 2 3 4 5 

42 Clean and green city 1 2 3 4 5 

43 Historical or cultural 1 2 3 4 5 

44 Nightlife and entertainment 1 2 3 4 5 

45 
Scenery and natural 

attractions 
1 2 3 4 5 

46 
Tourist information and 

support 
1 2 3 4 5 

 

Affective city image 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

47 Exciting city 1 2 3 4 5 

48 Active and arousing city 1 2 3 4 5 

49 Pleasant city 1 2 3 4 5 

50 Local  price city 1 2 3 4 5 

51 Cultural difference 1 2 3 4 5 

52 Friendliness of the locals 1 2 3 4 5 
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Part 3: Sport Event Service Quality 

Please rate the degree how the following factors affect your decision to choose an 

event to attend 

Physical Environment quality 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

53 Atmosphere during event 1 2 3 4 5 

54 
Support from spectators 

during race 
1 2 3 4 5 

55 
The entertainment program of 

the race 
1 2 3 4 5 

56 
Well-designed services and 

events 
1 2 3 4 5 

57 Accommodation quality 1 2 3 4 5 

58 
Accessibility to the 

destination 
1 2 3 4 5 

 

Interaction quality 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

59 Personnel was responsive 1 2 3 4 5 

60 Personnel was courteous 1 2 3 4 5 

61 Personnel was knowledgeable 1 2 3 4 5 

62 
Personnel provided prompt 

services 
1 2 3 4 5 

 

 

 

Outcome quality 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

63 Great sporting experience 1 2 3 4 5 
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64 
Attending this event making  

a better athletes 
1 2 3 4 5 

65 Positive participation 1 2 3 4 5 

66 Exciting experiences 1 2 3 4 5 

 

Part 4: Satisfaction 

Please rate the degree that best represents how strongly you disagree or agree with 

the following statement 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

67 
I am happy with my visit to 

the destination. 
1 2 3 4 5 

68 
I truly enjoyed my visit to the 

event. 
1 2 3 4 5 

69 
I am satisfied with my overall 

experience 
1 2 3 4 5 

 

Part 5: Intention to Revisit 

Please rate the degree that best represents how strongly you disagree or agree with 

the following statement 

No Items 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

70 
I plan to revisit the 

destination. 
1 2 3 4 5 

71 
I am likely/or had ever to 

recommend the destination. 
1 2 3 4 5 

72 I plan to revisit the event. 1 2 3 4 5 

73 
I am likely/or had ever to 

recommend the event. 
1 2 3 4 5 

 

Part 6: Demographic Information 

74. What is your gender? 
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 a. Male b. Female c. Others 

75. What is your age? _________________ 

76. How much is your monthly income? (THB) 

 a. Less than 20,000 b. 20,001 – 40,000 c. 40,001 – 60,000 

 d. 60,001 – 80,000 e. 80,001 – 100,000 f. More than 100,000 

77. Where do you live? _________________ 

78.  Who did you go with? 

 a. Alone b.  Family c. Friends d. Couple e. Others,_____ 

79. How many times per year do you travel for the purposes of attending a sporting 

event? 

a. 1-2 times  b. 3-5 times  c. 6-12 times   d. 12+ 

80. Have you ever participated in this marathon event previously? 

a. Repeat visit as a participant  b. First time visit as a participant 

c. Repeat visit as a spectator   d. First time visit as a spectator 

81. Is this event the primary purpose of your trip? 

a. Yes  b. No 

82. How many days and nights in total are you staying in the destination? (Including 

your event participation days and nights) __________________ 
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Appendix C 

Questionnaire Form for Data Collection 
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แบบสอบถำม 
เรื่อง ควำมตั้งใจเข้ำร่วมงำนแข่งขันไตรกีฬำซ้ ำของนักท่องเที่ยวเชิงกีฬำชำวไทย 

 
แบบสอบถามฉบับนี้พัฒนาขึ้นเพื่อศึกษาพฤติกรรมของนักท่องเที่ยวเชิงกีฬาชาวไทย

ประเภทเข้าร่วมเล่นกีฬาโดยตรง (Active Sport Tourists) ที่เข้าร่วมการแข่งขันไตรกีฬาในประเทศ
ไทย โดยศึกษาเรื่ององค์ประกอบการจัดงานกีฬา คุณลักษณะของสถานที่จัดงานโดยรอบ คุณภาพการ
บริการของงาน และความพึงพอใจของผู้เข้าร่วมงาน ที่มีผลต่อความตั้งใจกลับเข้าร่วมการแข่งขันไตร
กีฬาหรือสถานที่จัดแข่งขันไตรกีฬาซ้่าในอนาคตของผู้เข้าร่วมงานในประเทศไทย 

แบบสอบถามชุดนี้ แบ่งเป็น 6 ตอน ได้แก ่
ตอนที่ 1 ข้อมลูทั่วไป 
ตอนที่ 2 องค์ประกอบการจัดงานกีฬา 
ตอนที่ 3 คุณลักษณะของสถานที่จัดงานโดยรอบตอนที่ 4 คุณภาพการบริการของงาน 
ตอนที่ 5 ความพึงพอใจของผู้เข้าร่วมงาน 
ตอนที่ 6 ความต้ังใจเข้าร่วมซ้่า 

การวิจัยนี้เป็นส่วนหนึ่งของการศึกษาระดับปริญญาโท หลักสูตรการจัดการมหาบัณฑิต 
สาขาวิชาการท่องเที่ยวและบริการแบบบูรณาการ คณะการจัดการการท่องเที่ยว สถาบันบัณฑิตพัฒ
นบริหารศาสตร์ (นิด้า) ผู้วิจัยจะเก็บข้อมูลในแบบสอบถามนี้เป็นความลับ ขอความร่วมมือจากท่านใน
การตอบแบบสอบถามตามความเป็นจริงเพื่อน่าผลไปพัฒนาประสิทธิภาพการจัดงานแข่งขันกีฬา 
คุณภาพการให้บริการและพัฒนาปรับปรุงการจัดงานแข่งขันกีฬาของประเทศไทย 

หากมีค่าถามหรือข้อสงสัยในแบบสอบถามหรืองานวิจัย สามารถติดต่อผู้วิจัยโดยตรงได้ที่  
line id: imployth หรือ โทร 095-506-7898 

นางสาวกนกวรรณ โพธ์ิอรุณ 
นักศึกษาปริญญาโท คณะการจัดการการท่องเที่ยว 

สถาบันบัณฑิตพัฒนบริหารศาสตร์ (นิด้า) 
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Screening Question 
ค ำถำมคัดกรอง 

Have you ever participated in Triathlon Events in Thailand? 
ท่านเคยเข้าร่วมงานแข่งขันไตรกีฬาในประเทศไทยหรือไม่ 
 Yes, as a competitor  Yes, as a spectator   No, never. 
      เคยเป็นผู้เข้าแข่งขัน       เคยเป็นผู้ขม               ไม่เคย 

 
Part 1: General Information 
ตอนที ่1: ข้อมูลทั่วไป  

1. Gender  Male  Female 
เพศ       ชาย       หญิง  

2. Age……………………………… years 
อายุ………………………………ปี 

3. Marital Status 
    สถานภาพด้านการสมรส  

 Married     Single  Divorced   Others,……………………. 
     แต่งงานแล้ว      โสด             หม้าย/หย่าร้าง      อื่นๆ,…………..…………….. 

4. Highest Level of Education 
ระดับการศึกษาสูงสุด 

 Lower than High school     High School       Diploma 
     ต่่ากว่ามัธยม           มัธยมศึกษาตอนปลาย/ปวช.        อนุปริญญา/ปวส.      
 Bachelor’s Degree        Master’s Degree    Higher than Master’s Degre

ปริญญาตร ี       ปริญญาโท       สูงกว่าปรญิญาโท   
5. Current Occupation 

อาชีพปัจจุบัน 

 Students         Government Officer    Company Employee 
           นักเรยีน/นักศึกษา       ข้าราชการ/รัฐวิสาหกิจ         พนักงานเอกชน 
      Business Owner  Freelance          Others, ………………… 
          ธุรกิจส่วนตัว                อาชีพอิสระ                         อื่นๆ,………………….. 
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6. Monthly Income 
รายได้ต่อเดือน  

 10,000 THB or less        10,001 – 30,000 THB  30,001 – 50,000 THB 
     10,000 บาท หรือน้อยกว่า       10,001 – 30,000 บาท      30,001 – 50,000 บาท 
 50,001 – 70,000 THB       70,001 – 90,000 THB  More than 90,000 บาท 
     50,001 – 70,000 บาท           70,001 – 90,000 บาท      มากกว่า 90,000 บาท 

7. Current Region of Residence 
จังหวัดที่พ่านักปัจจุบันอยู่ในภูมิภาคใด 

 Northern Thailand        Central Thailand        Northeastern Thailand 
     ภาคเหนือ           ภาคกลาง         ภาคตะวันออกเฉียงเหนือ 
 Eastern Thailand     Western Thailand      Southern Thailand 
     ภาคตะวันออก                   ภาคตะวันตก          ภาคใต้ 
Name of Province…………………………….................. 
กรุณาระบุจังหวัด…………………………………………………. 

8. Triathlon events that you have ever participated (can choose more than 1) 
การแข่งขันไตรกีฬาที่ท่านเคยเข้าร่วมแข่งขันตอบได้มากกว่า 1 ข้อ 

 Tri Dash   Thailand Tri-league  TOA Triathlon  
 Bangkok Triathlon  Pattana Triathlon   Laguna Phuket Tri 
 Ironman Thailand  Navy Triathlon   Challenge 
 Tri-factor   Roboman    Other, ………………… 

9. Provinces in Thailand that you have ever gone for triathlon event (can choose 
more than one) 
จังหวัดที่ท่านเคยเข้าร่วมงานไตรกีฬาในประเทศไทย (ตอบได้มากกว่า 1 ข้อ) 

 ชลบุร ี  ระยอง   ประจวบคีรีขันธ์  ภูเก็ต 
 เพชรบุร ี  กาญจนบุร ี   เชียงใหม่   เชียงราย  
 สมุทรปราการ  ปทุมธานี   สงขลา   สุราษฎร์ธาน ี 
 อื่นๆ,………………… 

10. How many times have you participated in triathlon events in Thailand? (as a 
competitor only) 
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จ่านวนครั้งที่เคยเข้าร่วมการแข่งขันไตรกีฬาในประเทศไทย (เฉพาะเป็นผู้ลงแข่งขัน) 

 Less than 3 times   3 – 6 times      7 – 10 times     More than 10 
times 
   น้อยกว่า 3 ครั้ง  3 – 6 ครั้ง       7 – 10 ครั้ง  มากกว่า 10 ครั้ง 

11. Are triathlon events the primary purpose of your trip?  
การเข้าร่วมการแข่งขันงานไตรกีฬาเป็นจุดประสงค์หลักของการเดินทางหรือไม่ 

            Yes, for the most    Yes, for some       No, never 
        ใช่เป็นส่วนใหญ ่                 ใช่เป็นบางครั้ง           ไม่ใช่เลย 

12. How many days in total do you stay in the destinations? (including event days) 
จ่านวนวันที่อาศัยอยู่ในพื้นทีท่ี่จัดงานเฉลี่ย (รวมทั้งทริป) …………………..วัน 

13. Who do you usually travel to triathlon events with? (can choose more than one) 
ปกติท่านเดินทางเข้าร่วมการแข่งขันกบัใคร (ตอบได้มากกว่า 1 ข้อ) 

 Alone  Family     Friend(s)    Couple  Other(s),…… 
คนเดียว      ครอบครัว            เพื่อน        คนรัก       อื่นๆ,………… 

14. How do you travel to the triathlon events destinations, normally? (can choose 
more than one) 
ปกติท่านเดินทางเพื่อเข้าร่วมการแข่งขันไตรกีฬาอย่างไร (ตอบได้มากกว่า 1 ข้อ) 

  Personal Car   Rental Car    Plane      Other public transport 
       รถยนต์สว่นตัว      รถเช่า      เครื่องบิน     ขนส่งสาธารณะประเภทอื่น 
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ค ำชี้แจง: ส ำหรับตอนที่ 2 – 6 โปรดท ำเครื่องหมำย  ในช่องคะแนนว่ำท่ำนเห็นด้วยกับปัจจัยที่

ส่งผลต่อควำมตั้งใจของคุณในกำรเลือกที่จะเข้ำร่วมงำนแข่งขันไตรกีฬำซ้ ำในระดบัใด 

ระดับคะแนน: 
5 = เห็นด้วยอย่ำงยิ่ง / 4 = เห็นด้วย / 3 = เฉยๆ / 2 = ไม่เห็นด้วย / 1 =ไม่เห็นด้วยอย่ำงยิ่ง 
 

ตอนที่ 2: องค์ประกอบกำรจดังำนกีฬำ (Sport Event Elements) 

โปรดให้คะแนนว่าท่านเห็นด้วยกับปัจจัยที่ส่งผลต่อความตั้งใจของคุณในการเลือกที่จะเข้าร่วมงาน
แข่งขันไตรกีฬาซ้่าในระดับใด 

No 
ข้อที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 

1 
Proximity of event to home 
ระยะทางที่ต้องเดินทางจากบ้านมายังงาน 

     

2 
Ease of travel 
ความสะดวกในการเดินทาง 

     

3 
Serviced transportation 
การให้บริการรถรับ-ส่ง 

     

4 
Event Cost 
ราคาบัตรเข้าแข่งขัน 

     

5 
User-friendly event website 
เว็บไซต์ของงานใช้งานง่าย 

     

6 

Sufficiently information on website and 
social media 
การให้ข้อมูลอย่างเพียงพอในเว็บไซต์และสื่อ
ออนไลน์ 

     

7 
Contact channel 
ช่องทางการติดต่อสอบถาม 

     

8 
Prize money awarded 
เงินรางวัลจากการแข่งขัน 

     

9 Neutral support (e.g. aid stations, support      
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No 
ข้อที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 
and gear stops; SAG stops) 
จุดบริการส่วนกลาง เช่น จุดปฐมพยาบาล จุด
บริการน้่า จุดซ่อมบ่ารุงอุปกรณ์ จุดจอดจักรยาน 
จุดเช็คอิน 

10 
Longevity 
ความเป็นมาที่ยาวนานของงาน 

     

11 
History of event 
ประวัติของงาน 

     

12 
Prestige of the event 
ชื่อเสียงของงาน 

     

13 
Exclusively event 
ความโดดเด่นเป็นเอกลักษณข์องงาน 

     

14 
Event's media coverage 
การกล่าวถึงงานในสื่อต่างๆ 

     

15 
Event and course safety 
ความปลอดภัยของงานและเส้นทางการแข่งขัน 

     

16 

Professional sport components within 
event 
ความเป็นมืออาชีพขององค์ประกอบด้านการกีฬา
ภายในงาน  

     

17 การจัดการภายในงานที่ด ี(Well organized)      

18 
Merchandise received 
สิ่งที่รวมอยู่ในค่าสมัคร เช่น เหรียญ หมวก ขวด
น่้า 
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ตอนที่ 3: คุณลักษณะของสถำนที่จัดงำนโดยรอบ (Destination Attributes) 

No 
ข้อที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 

1 
International metropolitan center city 
ความเป็นใจกลางเมืองแบบนานาชาติ 

     

2 
Accommodation facilities 
สิ่งอ่านวยความสะดวกด้านที่พัก 

     

3 
Convenient transportation 
ความสะดวกของการคมนาคม 

     

4 
Safe destination 
ความปลอดภัยของเมือง 

     

5 
Good restaurant 
คุณภาพของร้านอาหารการกิน 

     

6 
Modern city 
ความทันสมัยด้านเทคโนโลยีของเมือง 

     

7 
Sport facilities and activities 
สิ่งอ่านวยความสะดวกด้านกีฬาและกิจกรรมกีฬา 

     

8 
Shopping facilities 
แหล่งช้อปปิ้ง 

     

9 
Good climate 
คุณภาพอากาศด ี

     

10 
High quality service in the city 
การบริการคุณภาพสูงภายในเมือง 

     

11 
Friendly people city 
ผู้คนที่เป็นมิตรภายในเมือง 

     

12 
Clean and green city 
เมืองสะอาดและร่มรื่น 

     

13 
Historical or cultural attraction 
มีแหล่งท่องเทีย่วทางประวัติศาสตร์หรือ
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No 
ข้อที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 
วัฒนธรรม 

14 
Nightlife and entertainment 
บรรยากาศสถานบันเทิงยามค่่าคืน 

     

15 
Scenery and natural attractions 
ทิวทัศน์และแหล่งท่องเที่ยวทางธรรมชาติ 

     

16 
Tourist information and support 
ข้อมูลและสิ่งสนับสนุนแก่นักท่องเที่ยว 

     

17 
Exciting city 
เป็นเมืองที่น่าตื่นเต้น 

     

18 
Active and arousing city 
เป็นเมืองที่ท่าให้มีพลังและรูส้ึกเร้าใจ 

     

19 
Pleasant city 
เป็นเมืองที่น่าอยู ่

     

20 
Local price city 
ราคาสินค้าภายในเมืองเป็นราคาเดียวกับคน
ท้องถิ่น 

     

21 
Cultural difference 
เป็นเมืองที่มีความหลากหลายทางวัฒนธรรม 
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ตอนที่ 4: คุณภำพกำรบริกำรของงำน (Event Service Quality) 

No 
ข้อที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 
Physical environment quality – คุณภาพสภาพแวดล้อมทางกายภาพ 

1 
Atmosphere during event 
บรรยากาศภายในงาน 

     

2 
Support from spectators during race 
การสนับสนุนจากผู้ชมระหว่างงาน 

     

3 
The entertainment program of the race 
รายการความบันเทิงระหว่างการแข่งขัน 

     

4 
Well-designed services and events 
การบริการและการจัดงานที่ออกแบบมาอย่างดี 

     

5 
Accommodation quality 
คุณภาพของที่พัก 

     

6 
Accessibility to the destination (event) 
การเข้าถึงจุดหมาย (สถานที่จัดงาน) 

     

Interaction quality – คุณภาพดา้นปฏิสัมพันธ ์

7 
Personnel was responsive 
เจ้าหน้าที่ของงานมีการตอบสนองได้ดี 

     

8 
Personnel was courteous 
เจ้าหน้าที่ของงานมีความสุภาพ 

     

9 
Personnel was knowledgeable 
เจ้าหน้าที่ของงานมีความรู้เกี่ยวกับงาน 

     

10 
Personnel provided prompt services 
เจ้าหน้าที่ของงานให้บริการด้วยความรวดเร็ว 

     

Outcome quality – คุณภาพด้านผลลพัธ ์

11 
Great sporting experience 
ได้รับประสบการณ์กีฬาที่ยอดเยี่ยม 

     

12 Attending this event making a better      
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No 
ข้อที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 
athletes 
การเข้าร่วมการแข่งขันท่าให้เป็นนักกีฬาที่ดีขึ้น 

13 
Positive participation 
ได้รับการมีส่วนร่วมในเชิงบวก 

     

14 
Exciting experiences 
ได้รับประสบการณ์ที่น่าตื่นเต้น 

     

 
ตอนที่ 5: ควำมพึงพอใจของผู้เข้ำร่วมงำน (Satisfaction) 

No 
ข้อที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 

1 
Enjoyed the visit to the event 
เพลิดเพลินกับการเข้าร่วมงานไตรกีฬา 

     

2 
Happy with the visit to the destination 
มีความสุขกับการได้เดินทางไปยังเมืองที่จัดงาน 

     

3 
Satisfied with the overall experience 
พึงพอใจกับประสบการณ์การเข้าร่วมงานโดยรวม 

     

 
ตอนที่ 6: ควำมตั้งใจเข้ำร่วมงำนหรือสถำนที่จัดงำนซ้ ำ (Revisit Intention to events or 
destinations) 

No 
ข้อ
ที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 

1 
Plan to revisit the events 
วางแผนที่จะเข้าร่วมงานอีกในอนาคต 

     

2 
Likely to recommend the events 
มีแนวโน้มที่จะแนะน่างานให้ผู้อื่น 
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No 
ข้อ
ที่ 

Questions 
ค ำถำม 

ระดับควำมคิดเห็น  
(Degree of Rating) 

5 4 3 2 1 

3 
Plan to revisit the destinations 
วางแผนที่จะกลับมายังสถานที่จัดงานเดิมอีกใน
อนาคต 

     

4 
Likely to recommend the destinations 
มีแนวโน้มที่จะแนะน่าสถานทีจ่ัดงานให้ผู้อื่น 

     

 
73. Which triathlon event in Thailand do you plan to attend next?     
      คุณวางแผนที่จะเข้าร่วมงานแข่งขันไตรกีฬางานไหนในประเทศไทยเป็นงานต่อไป    
 
----------------------------------------------End of Questionnaire ---------------------------------- 
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