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ABSTRACT

Charity sport events have emerged as widespread and critical fundraising mechanisms for 

charitable organisations. This research examines the meaning participants hold for charity 

sport events, and the factors that underlie this meaning.  The growth in popularity of charity 

sport events has resulted from the popularity of sport; an overall increase in giving to 

charity, including record highs in individual donations; and a post-materialist shift in 

consumer attitudes towards the products and services with which they align.  As charity 

sport events continue to grow, challenges emerge for sport and event managers to develop 

sustainable events from which participants can derive not only enjoyment, but meaning.  

The purpose of this research is to delve into the meaning participants hold for charity sport 

events through an examination of participant attachment to the event, and the factors and 

processes that contribute to this meaning.  In making this examination, the Psychological 

Continuum Model (PCM) is employed as the theoretical framework as it is adaptive to 

different contexts, stage-based, and accounts for attitudinal change across these stages.  The 

PCM suggests three processes facilitate movement up and down among the stages of 

awareness, attraction, attachment, and allegiance.  Prominent within this framework, a 

discussion of attachment suggests that the outcomes satisfied at the attraction level may 

align with an individual’s values. This alignment then leads to the event taking on 

emotional, symbolic, and functional meaning.  This research advances recreation motives 

and motives for charitable giving as needs satisfied and benefits obtained through charity 

sport event participation.  These motives interact with one another, as well as with values, 

leading to attachment to the event.  This research determined the relative influence of these 

motives and values, while exploring their interaction.  To make this determination, five 

studies were conducted.  First, Study 1 involved four focus groups (N=31) to uncover the 
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motives driving event participation and investigate their contribution to event attachment.  

Second, Study 2 employed a pre-event questionnaire (N=186) to provide pilot data 

designed to test the motives uncovered within the focus groups, while determining each 

motive’s relative contribution to attachment to a charity sport event.  Third, Study 3 used a 

post-event questionnaire (N=689) to replicate the design and compare the findings of Study 

2 by further testing the motives, and evaluating their relative contribution.  This also 

determined if the contribution of motives varied across event contexts.  Fourth, Study 4 

utilised semi-structured interviews (N=32) to uncover the values that contribute to 

attachment to a charity sport event, while exploring their interactions.  Finally, Study 5 

again used a post-event questionnaire (N=586) to replicate the design and compare the 

findings of Study 2 and Study 3, while evaluating the collective contribution of values and 

motives to attachment to a charity sport event.  Findings revealed both recreation motives 

and motives for charitable giving underscore attraction and drive event participation.  Also,

an interaction occurs among these motives leading to enhanced meaning for the motives, 

centrality for the event, and greater meaning for the event overall.  In addition, the findings 

suggest that the relative contribution of motives to attachment does vary across event 

contexts.  The motives for charitable giving make a stronger contribution for events with a 

more pronounced charitable component, while recreation motives make a stronger 

contribution for events with a less prominent charitable aspect.  Furthermore, three values: 

Camaraderie, Cause, and Competency; were found to underlie attachment, and interactions 

among these values, as well as among the values and motives collectively, were discovered.  

Finally, the findings revealed that values make a stronger contribution to attachment than 

motives, while values and attachment collectively make the strongest contribution.  This 

research represents empirical investigation and application of the PCM framework in the 

active sport participation context.  The findings also provide initial insight into the role of 
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values in the development of attachment, as this has not yet been explored within the PCM 

framework.  The results also allow for a better understanding of the attachment process and 

how it creates meaning for an object. Suggestions are made for the segmentation of 

participants based on the motives and values uncovered.  Insight is provided as to how 

event managers can utilise attachment, and the factors that underlie it, to foster allegiance, 

or loyalty, to the event.  Furthermore, implications to leverage the factors uncovered to 

enhance event sustainability are highlighted, while leveraging the event and its participant 

base towards social change is also discussed.  It is hoped that this research serves as a 

starting point to further exploration of charity sport events, and participant response to the 

various event components. 
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CHAPTER 1. INTRODUCTION

Participation in sport represents a significant aspect of leisure and recreation in 

many countries. In 2005, over 260 million Americans over the age of seven 

reportedly participated in sport more than once a year (U.S. Census Bureau, 2007).

Also, in 2005-06, 10.5 million Australians over the age of 15 participated in organised 

sport and physical recreation (Australian Bureau of Statistics, 2007a). Furthermore, 

7.1 million Australians over the age of 15 attended at least one sport event (Australian 

Bureau of Statistics, 2007b).   These numbers indicate that a large consumer base 

exists for participatory sport events.

At the same time that sport participation continues to embody a critical aspect 

of cultural fabric, charitable undertakings have become increasingly widespread.  The 

number of charitable organisations in the United States has been increasing 

significantly.  In 2004, there were 822,817 registered public charities, up from 

535,888 in 1996, representing an increase of over 53% (National Center for 

Charitable Statistics, 2004a).  The number of registered public charities reached

904,313 in 2006 (National Center for Charitable Statistics, 2007).  These charities 

generate gross receipts of over $1.3 trillion and represent over $2.4 trillion in total 

assets (National Center for Charitable Statistics, 2004b).  With this rise in the number 

of charitable organisations, charitable giving has increased accordingly.  In the United 

States, 2004 was a record year for charitable giving as $248.52 billion was reached.  

Individual giving, the largest source of these funds, was up 4.1% to $187.92 billion 

(American Association of Fundraising Counsel, 2005).  Similarly, individual 

charitable giving is on the rise in Australia.  In 2004, individual giving reached $5.7 

billion, an increase of 88% from 1997 (The Prime Minister’s Community Business 

Partnership, 2005).
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The convergence of the popularity of sport with the rise in the number of 

charitable organisations, and corresponding increase in charitable giving throughout 

society, has contributed in large part to the emergence of charity sport events.  Charity 

sport events represent fundraising endeavours in which an individual participates in 

organised sport with a portion of event proceeds benefiting a specified charity.  The 

purpose of this research is to examine the meaning participants hold for charity sport 

events, as well as the factors that contribute to this meaning.  The prevalence and 

success of these events, along with the psychological connection individuals have 

with the event experience, make charity sport events a worthy context for research.

An example of the growth and popularity of charity sports events is provided by the 

Lance Armstrong Foundation.

In its first year of existence, the Lance Armstrong Foundation (LAF), an 

Austin, Texas-based non-profit organisation founded in 1997, held the first annual 

Ride for the Roses.  The event was a cycling race created to raise money for the 

organisation’s mission to inspire and empower individuals living with cancer, and in 

its first year generated only $130.00 for the LAF (personal communication, May 5, 

2004).  In the years since that inaugural event, the Ride for the Roses has grown to 

become a multi-million dollar fundraiser for the organisation and has now evolved 

into a series of events – The LIVESTRONG Challenge – held in multiple cities across 

the United States.  Similarly, Australian charities such as The Royal Children’s 

Hospital Good Friday Appeal, Diabetes Australia, and The CURE Women’s Cancer 

Foundation have leveraged events in sports such as running, golf, and walking to raise 

hundreds of thousands of dollars for each charity’s cause.  Participatory sport events 

have emerged as a viable fundraising vehicle for charitable organisations. The most 
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successful charity sport event in the world, The American Cancer Society’s Relay for 

Life, generated over $350 million in 2006 (Cause Marketing Forum, 2007).

An example of the growth, success and ubiquity of charity sport events is 

personified by the Susan G. Komen Breast Cancer Foundation.  In 1983, the 

Foundation launched the Race for the Cure, a 5K run to help generate funds for the 

organisation. This inaugural event attracted 800 participants in Dallas, Texas and 

raised just over $605,000.  The Race for the Cure now represents a series of more than 

100 races taking place both in the United States and Europe, with over 1.4 million 

participants helping to raise in excess of $1.3 million for breast cancer treatment and 

education projects across local communities (personal communication, March 7, 

2006).  

Beyond the highly successful Race for the Cure, the Foundation has launched 

additional fundraising events that leverage sport participation.  In the year 2000, if an 

individual wanted to provide financial support to the Susan G. Komen Breast Cancer 

Foundation s/he could have mailed in a cheque, contacted an affiliate office via phone 

to make their contribution, or gone to the Foundation’s website to proceed with their 

donation.  However, the organisation went beyond these standard avenues for 

generating support, and had expanded from the Race for the Cure. In that year, an 

individual could have played golf in American Airlines’ Komen Foundation Celebrity 

Golf Weekend, participated in special self-defense classes offered through Bally’s 

Total Fitness, taken fitness classes at Workout in the Park, participated in jazzercise as 

part of Dance for the Cure, or taken part in the Virtual Runner Program, a “virtual 

run” over the Internet as part of Race for the Cure.  Meanwhile, women could play 

golf in Rally for the Cure or participate in a triathlon series sponsored by the Danskin 
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corporation.  Each of these events and activities were staged to raise money for the 

Foundation (King, 2001).

The examples provided above underscore the emergence and value of charity 

sport events; however charitable organisations must confront a variety of challenges 

with regard to fundraising.  First, the increase in the number of charitable 

organisations, and the consequent increase in charity sport events, translates to 

increased competition for donations (Sargeant, 1999).  Second, increased suspicion of 

charitable causes from the general public has made attracting individual donations 

more challenging (Kottasz, 2004).  Third, charitable organisations have been faced 

with decreased funding from government for quite some time (Guy & Patton, 1988).  

These challenges suggest that it is important event managers develop well organised 

and meaningful events for participants, to ensure sustainability and optimise 

fundraising.

The increase in charitable giving and activity, along with the rise of charity 

sport events, has occurred simultaneously with a pronounced shift in consumer 

attitudes towards heightened ethical, social, and spiritual sensitivity (Ebenkamp & 

Stark, 1999).  Pringle and Thompson (1999) suggest that material wealth has become 

less important to consumers, while the post-materialist needs for belonging, self-

esteem, and self-realisation have increased in importance.  In a speech to the members 

of the Association of National Advertisers, Robert Ekert, president and CEO of Kraft 

Foods, described consumers as “yearning to connect to people and things that will 

give meaning to their lives” (Ebenkamp & Stark, 1999, p. 20).  This shift in consumer 

attitude places further emphasis on event managers creating charity sport events that 

provide meaningful experiences for participants.  The purpose of this research is to 

delve into the meaning participants hold for charity sport events through an 
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examination of participant attachment to the event and the factors and processes that 

contribute to attachment.

To uncover and examine this meaning, a framework is required that is both 

adaptive to different contexts and stage-based, which accounts for attitude formation 

and change across the stages.  The Psychological Continuum Model (PCM) (Funk & 

James, 2001; 2006) provides such a framework by advancing processes facilitating 

the movement among the stages of awareness, attraction, attachment, and allegiance.  

This stage-based framework can be applied to both active and passive sport 

participation (Stewart, Smith & Nicholson, 2003).  Within this framework, Funk and 

James (2006) highlight an attachment process in which a variety of psychological 

inputs contribute to an event taking on emotional, symbolic and functional meaning.

The inputs at work within the attachment process include outcomes satisfied at 

the attraction level (Funk & James, 2006).  In the charity sport event context, 

outcomes obtained at the attraction level can include satisfaction of the motives and 

needs driving event participation, such as the desire to socialise or to break from one’s 

daily routine.  Motives satisfied through event participation can be both core and 

contextual (Funk & James, 2004), suggesting that motives related to leisure and 

recreation, as well as the charity, can contribute to attachment.  This research 

advances recreation-based factors (e.g., Beard & Ragheb, 1983; Crompton, 1979; 

Zhang & Lam, 1999) as motives satisfied through participation that can contribute, in 

part, to attachment to a charity sport event.  In addition, this research suggests charity-

based factors, related to individual motives for charitable giving, such as the need to 

help others or enhanced sense of self-worth (e.g., Amos, 1982; Hibbert & Horne, 

1996; Marx, 2000), may also contribute to attachment to the charity sport event.
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    In addition to motives satisfied through participation at the attraction stage, 

an individual’s values can serve as inputs within the attachment process (Funk & 

James, 2006).  Values have been examined to better understand consumer behaviour 

(Kahle, Beatty, & Homer, 1986), and it has been suggested that values impact the 

meaning held for consumer activities (Kahle & Kennedy, 1989).  However, values-

based application of the PCM framework has not been conducted, and the role of 

values within the attachment process requires further examination.  This research 

examines values in two parts.  First, exploratory work is conducted to uncover the 

values that underlie attachment to a charity sport event.  Second, the contribution of 

these values to attachment is examined.  Collectively, this research determines the 

relative contribution of motives and values together to provide further insight into the 

attachment process.

  In outlining the attachment process, Funk and James (2006) highlight a 

contribution from attraction outcomes, values, and alignment with an individual’s 

self-concept.  Nonetheless, specifics regarding this contribution, and the relative 

impact of each component to this contribution, are not described.  This research not 

only uncovers the contribution of motives satisfied through participation, along with 

the values activated by participation, but also determines the interaction that occurs 

among these elements to come to a better understanding of the attachment process.

Objectives of Research

As highlighted above, the purpose of this research is to examine the meaning 

participants ascribe to charity sport events through an examination of attachment to 

the event and the factors and processes that facilitate the development of attachment.  

Specifically, the relative contribution of core and contextual motives to participant 

attachment to a charity sport event is examined.  In addition, a comparison is made of
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the contribution of core and contextual motives to participant attachment across 

separate charity sport events to determine if differences exist across contexts.  Next, 

this research will explore the values that underlie participant attachment to a charity 

sport event, before examining the contribution of these values to participant 

attachment.  Also, an examination of the interaction among motives and values is 

made to uncover their individual and collective contribution to participant attachment 

to a charity sport event.  To achieve these objectives, this research will address the 

following research questions, and advance the following hypotheses:

Research Question 1: What motives account for attraction to a charity sport event?

Hypothesis 1a: Attraction will be composed of recreation motives and motives for 

charitable giving.

Research Question 2: What is the role of recreation and charity motives in the 

development of attachment to a charity sport event?

Hypotheses 2a: Motives for charitable giving will make a stronger contribution to 

event attachment than recreation motives for an event with a more prominent 

charitable cause.

Hypotheses 2b: Recreation motives will make a stronger contribution to event 

attachment than motives for charitable giving for an event with a less prominent 

charitable cause.

Research Question 3: What values underlie attachment in the charity sport event 

context?

Hypothesis 3a: Attachment will consist of multi-dimensional values that contribute to 

the meaning held for the charity sport event.

Research Question 4: How do values and motives contribute to event attachment in 

the charity sport event context?
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Hypothesis 4a: Values will make a stronger contribution to event attachment than 

motives in the charity sport event context.

Hypothesis 4b: Collectively, values and motives will make a stronger contribution to 

event attachment in the charity sport event context than values or motives separately.

Justification of Research

Achieving the objectives highlighted above and addressing the research 

questions and hypotheses outlined has a number of practical and theoretical 

implications.  From a practical perspective, the emergence of sport events as reliable 

fundraising mechanisms for charities, and as social outlets within communities (e.g., 

Nettleton & Hardey, 2006), indicates that charity sport events represent a context 

worthy of research and exploration.  Second, social responsibility has emerged as a 

worldwide trend involving an expansive number of stakeholders such as corporations, 

states, international organisations, and civil society organisations (Sahlin-Andersson, 

2006).  Specifically, increasing emphasis has been placed upon sport managers to 

exhibit the social value of sport to the communities in which sport entities serve 

(Ziegler, 2007).  The positive social contributions provided by sport demonstrate sport 

events as effective resources towards positive influence on society as a whole (Smith

& Westerbeek, 2007).  Charity sport events provide a medium from which this can be 

accomplished, and providing insight into the motives driving participation and the 

factors contributing to attachment, could bolster this social value and positive 

influence.  

Third, unveiling and refining the aspects of charity sport events from which 

individuals draw meaning will not only assist in facilitating attachment and meaning 

among the active participant base, but can also be applied to additional event 

stakeholders.  This research can provide insight into deriving meaning and conveying 
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social responsibility for event sponsors (Brown & Dacin, 1997).  In addition, insight 

into participant attachment could be related to volunteer points of attachment (e.g., 

Fairley, Kellet, & Green 2007) to assist with volunteer recruitment and retention.  

Relating this research to these different event stakeholders could serve to enhance 

event sustainability and advance the positive contribution of sport through charity 

sport events.   

From a theoretical perspective, while it has been suggested that the PCM can 

be applied to both active and passive sport participation (Stewart et al., 2003), calls 

for empirical investigation and application of the PCM framework in the context of 

physically active leisure have been made (e.g., Beaton & Funk, 2006).  This research 

responds to this call through an application of the framework across four different 

charity sport event contexts.  Second, it has been suggested that an individual’s values 

can provide insight into his/her attitudes towards a sport object (Kahle, Duncan, 

Dalakis, & Aiken, 2001), and, as indicated above, Funk and James (2006) identify 

values as a factor contributing to attachment.  However, research has not been 

conducted directly examining values within the framework, and an exploration of 

values and their contribution to the meaning held for charity sport events could prove 

useful.  

Finally, at the conclusion of their revision of the PCM framework, Funk and 

James (2006) advance a number of questions regarding the attachment process and 

how it creates meaning.  Funk and James also recommend research utilising 

consumer-based motives to achieve a better understanding of this process.  This 

research examines the interactions occurring within the attachment process, and also 

applies core and contextual motives related to individual participant needs to provide 
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insight into the development of attachment.  Through this, Funk and James’ 

suggestions will be addressed.

Research Design and Method

To achieve the multiple research objectives outlined and address each research 

question and their related hypotheses, a mixed methods research design consisting of 

five separate studies is employed.  Utilising multiple studies allowed the researcher to 

collect data from a variety of different contexts, while also replicating the design and 

comparing findings from each study to the next.  A depiction of the inter-relationships 

among each study, and the respective findings can be seen in Figure 1.1.



11

Figure 1.1. Inter-relationships among Study 1-5.
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Study 1 involved the collection of qualitative data via focus groups with 

charity sport event participants.  The objective of these focus groups was to uncover 

the motives that account for attraction and drive charity sport event participation, as 

well as explore the contribution of these motives to participant attachment to the 

event.  Beyond achieving these objectives, the findings of this study then informed the 

factors to be evaluated within Study 2.

Study 2 employed the collection of quantitative data via an online 

questionnaire administered to charity sport event participants in advance of the event.  

The objective of this study was to assess the contribution of motives to event 

attachment, and to determine the relative contribution of the individual motives 

revealed via Study 1.  This study design was then replicated and the findings 

compared within Study 3.

Study 3 likewise made use of quantitative data via an online questionnaire.  In 

this instance, the questionnaire was administered to charity sport event participants 

following the event.  The objective of this study was to once again assess the 

contribution of motives to event attachment and determine the relative contribution of 

the individual motives.  However, a separate event with a less pronounced charitable 

component served as the research setting to evaluate whether the contribution of the 

motives would differ across distinct events.  This study design was once again 

replicated in Study 5 with further comparison of the findings, following the collection 

of additional qualitative data within Study 4.

Study 4 involved the collection of qualitative data through semi-structured 

interviews with charity sport event participants at the event, following completion of 

the event.  The objective of this study was to uncover the values that underlie 

attachment, and explore their contribution to participant attachment to a charity sport 
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event.  The findings unveiled through these interviews were then applied to Study 5, 

which also incorporated Study 2 and Study 3.

Study 5 utilised the collection of quantitative data through an online 

questionnaire administered to charity sport event participants during the two weeks 

following a charity sport event.  The objectives of this study were threefold. First, this 

study quantitatively assessed items developed for the values uncovered in Study 4.  

Second, this study examined the interaction among the values uncovered in Study 4 

and motives assessed in Study 2 and Study 3, then determined the contribution of this 

interaction to attachment.  Third, Study 5 examined the contribution of the values 

individually, and values and motives collectively, to attachment to a charity sport 

event.  Achieving these objectives allows for a better understanding of the attachment 

process, and the factors that interact within this process.     

Delimitations

To narrow the scope of this research, the author advances the following 

delimitations (Creswell, 2003).  First, while charity sport events involve a variety of 

stakeholders including participants, spectators, volunteers, event managers, and 

sponsors; this research confines itself to active event participants.  The findings of this 

research provide implications for a number of these stakeholders, however data 

collection was conducted solely with individuals participating and completing the 

event.  In addition, this research does not seek to delineate between first-year and 

multi-year participants.  While acknowledgment of an individual’s history with the 

event is provided within the qualitative data collected, it is beyond the scope of this 

research to examine differences that may exist between these groups.  This is because 

the researcher believes that ascribing meaning and importance to a charity sport event 

may not be temporal.  For instance, an individual recently diagnosed with cancer may 
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ascribe meaning and importance to a cancer-based charity sport event in their first 

year of participation, while an individual in his or her fifth year may not ascribe the 

same degree of meaning to the event.

Outline of Document

This manuscript is organised into the following sections.  First, following this 

introduction, which has provided background on charity sport events, an overview of 

the theoretical framework applied, justification for the research and research 

objectives, along with delimitations; the relevant literature is reviewed.  This review 

of literature first examines a number of different frameworks that can be applied to 

sport and recreation participation, outlining the criteria employed to assess each 

framework as it relates to the current research.  Next, a synopsis of the framework 

deemed most suitable for this research is provided.  This synopsis leads to a 

discussion of motivation and attachment, which is followed by a discussion of 

processes within consumer behaviour related to the attachment process.  The review 

of literature concludes with a statement of the research problem transitioning to the 

proposed theoretical and managerial contributions of the research.  Finally, a 

summary of the literature review closes by re-stating the research questions to be 

addressed and the hypotheses advanced.

After the literature review, the research methods employed to execute the 

research are described.  As a means to introduce the methods, the mechanism for data 

collection, event, date, and purpose of each study is presented in table form.  Each of 

the five studies conducted within this research are then outlined separately.  In 

outlining each study, the participants, materials, procedures, and data analysis 

techniques are detailed.  The methods chapter concludes with a summary that 

integrates each study.
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Next, the results of each study are presented in sequence.  At the end of this 

chapter, the key results are summarised and presented again, both narratively and in 

table form.  From there, a discussion of main findings reviews the results as they 

relate to each research question, hypotheses, and the literature reviewed earlier.  After 

this discussion of findings, theoretical and managerial implications are highlighted, 

followed by an acknowledgment of limitations and suggestions for future research.  A 

conclusion then provides a summation of the document.

Summary

In summary, charity sport events continue to grow in popularity and size due 

to a number of considerations including the public’s enthusiasm for sport, a steady 

increase in individual donations to charity, and a marked shift in consumer attitudes 

towards products and services that provide individuals with meaning.  With this gain 

in popularity, challenges have emerged for charity and event managers based on 

increased competition, increased suspicion of charitable organisations, and decreased 

government funding, which places emphasis on developing successful and sustainable 

events that hold meaning in participants’ lives.  This research provides information to 

assist event stakeholders in addressing these challenges.

 This research examines charity sport events to delve into the meaning 

participants hold for these events through an investigation of participant attachment 

and the factors and processes that contribute to attachment.  The Psychological 

Continuum Model is employed as the theoretical framework because the framework

helps understand the development of meaning attached to objects, outlining an 

attachment process in which a variety of inputs contribute to attachment. This leads to 

increased importance for the event, as well as the event taking on emotional, 

symbolic, and functional meaning.  
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The relevance of this research is not only based upon the emergence of charity 

sport events, but also the increasing importance of social responsibility in society, and 

the emphasis placed on sport to bring value to communities.  Furthermore, this 

research will extend the PCM framework by uncovering further detail on the 

attachment process and the relative contribution of motives and values to attachment.  

A mixed methods research design consisting of qualitative data informing quantitative 

assessment is employed.  Five separate, but inter-related, studies are detailed in which 

findings serve to inform consequential work, while the design of each study is 

replicated and the findings compared.  Collectively, these five studies address the four 

research questions and six hypotheses advanced by this research.  To come to a better 

understanding of the theoretical basis of this research, the literature related to this 

topic is reviewed next. 
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CHAPTER 2. LITERATURE REVIEW

The review of literature is categorised into the following sections.  First, an 

overview of existing frameworks for assessing sport involvement and participation 

outlines the criteria for the framework employed.  Second, the PCM framework is 

reviewed.  Third, highlighting the processes within the PCM introduces a discussion 

of motivation leading to the first two research questions and three hypotheses to be 

addressed.  Fourth, attachment is reviewed, thus introducing an additional research 

question and hypothesis.  This is followed by a review of the attachment process, 

which leads to the fourth and final research question, along with two additional 

hypotheses.  From there, a general statement of the research problem is outlined 

proceeded by the theoretical and managerial contributions of the research.  Finally, an 

overview of the literature reviewed is provided and the four research questions and six

hypotheses to be addressed are re-stated.

Theoretical Framework

The purpose of this research is to examine and explore participants’ 

attachment to a charity sport event.  For this research, charity sport events include any 

participatory sport event where all, or a portion of, event proceeds benefit a specified 

charity.  In their model of sponsorship and its metrics for success, Speed and 

Thompson (2000) suggest individual response to sport event sponsorship is impacted 

by different facets of the event.  These facets include attitudes towards the event, 

attitudes toward the sponsor, and perception of congruence between sponsor and 

event.

Similarly, different components of a charity sport event can influence and 

shape the meaning the event holds for participants. In an examination of urban 

marathon running, Nettleton and Hardey (2006) suggest that components inherent to 
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urban marathons such as the image of the city, healthy lifestyle, personal and physical 

achievement, media coverage, social solidarity, and philanthropy have collectively 

contributed to the growth and success of the urban marathon.  Not all of these features 

are relevant to charity sport events. For instance, smaller scale charity sport events 

may be afforded minimal media coverage.  However, various charity sport event 

facets including the host city, the physical activity or sport, socialisation, and the 

benefiting charity bundle together to contribute to participation in the event, and the 

overall meaning of the event.  Accordingly, to utilise charity sport events as a research 

context, a framework is needed that accounts for these multiple event facets and 

outlines processes that lead to the event taking on increased importance and meaning 

among participants.

A number of different theoretical frameworks exist for the examination of 

active sport and recreation participation.  The current research examines active sport 

event participants in the charity sport event context.  These participants may 

demonstrate a pronounced change in attitudes towards the event as their involvement, 

and their overall connection, with the event progresses.  With this in mind, criteria 

were developed for the selection of a theoretical framework to guide this research.  

First, the model had to be established and applied within the literature, and adaptive to 

specific contexts.  Second, the model needed to be stage-based, outlining attitudinal 

changes within the different stages of adoption.  Finally, the framework had to 

account for an individual’s connection with an object focusing on the processes that 

facilitate each stage of adoption.  A number of different frameworks have been 

employed in the examination of active sport participation; these models include:  the 

Sport Commitment Model, TransTheoretical Model, the Theory of Planned 



19

Behaviour, and the Psychological Continuum Model.  Each of these models are 

summarised and reviewed next.

Sport Commitment Model

The Sport Commitment Model (SCM) was developed to address motivation 

underlying an individual’s continued involvement in organised sport with a focus on 

enjoyment. The SCM takes a social psychological perspective to arrive at a better 

understanding of a sport participant’s motivation for continued participation. The 

SCM outlines five constructs that influence sport commitment: sport enjoyment, 

involvement alternatives, personal investments, social constraints, and involvement 

opportunities (Scanlan, Carpenter, Schmidt, Simons, & Keeler, 1993).  The SCM has 

been expanded to include social support as an additional determining factor (Scanlan, 

Russell, Beals, & Scanlan, 2003).  

Sport enjoyment represents an attraction variable encompassing positive 

feelings such as pleasure, liking and fun.  Higher levels of sport enjoyment are related 

to higher levels of sport commitment.  Involvement alternatives represent the appeal 

of opportunities to participate in another activity.  More attractive alternative activities 

are expected to lead to decreased sport commitment.  Personal investments reflect 

elements such as time, money, energy and effort, which a participant puts towards a 

sport.  Personal investments cannot be reclaimed once an individual has discontinued 

participation, and a higher level of personal investment is believed to lead to increased 

sport commitment.  Social constraints relate to peer pressure and overall social 

pressure to participate in a sport.  The more pressure an individual feels to participate, 

and continue to participate, the more likely they are to demonstrate commitment to the 

sport.  Finally, involvement opportunities relate to anticipated benefits of continued 

involvement such as gaining knowledge, skill acquisition, and social bonding.  
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Increased involvement opportunities are predicted to create higher levels of sport 

commitment (Scanlan et al., 1993).  

The SCM has been tested and developed in the youth sport context (Scanlan et 

al., 1993; Scanlan, Simons, Carpenter, Schmidt, & Keeler, 1993).  The relationships 

proposed within the SCM were tested among fitness participants in Greece and 

demonstrated promising results (Alexandris, Zahariadis, Tsorbatzoudis, & Grouios, 

2002).  The application of this model in these separate contexts suggests the SCM has 

been established within the sport and recreation literature, and can be adapted to 

reflect specific sport contexts.  However, its focus on commitment limits its 

application to different stages of involvement including initial awareness and 

participation in the event.  Furthermore, while the different determinants of sport 

commitment are clearly defined and their relative influence is suggested to vary 

across contexts (e.g., Scanlan et al., 1993), the processes that facilitate and advance 

these determinants are not outlined.  The SCM represents an established and adaptive 

model for the examination of sport participation, but its focus on commitment and 

consequent neglect of the processes that underlie commitment make it unsuitable for 

the examination of meaning in the charity sport event context.

Transtheoretical Model 

The TransTheoretical Model (TTM) has emerged as a framework related to 

the field of health promotion (Beaton & Funk, 2008; Brug et al., 2005).  In its original 

application, the framework outlines six stages of discontinuing negative behaviours: 

precontemplation, contemplation, preparation, action, maintenance, and termination.  

Precontemplation represents a stable stage during which individuals do not expect to 

change their behaviour for at least six months.  Contemplation is an advancement 

from this stage involving participants giving serious consideration to behavioural 
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change within the next six months.  In the preparation stage, individuals are primed to 

take action and change their behaviour in the immediate future, generally within a 

month.  The action stage takes place over six months and represents the most dynamic 

stage during which explicit behavioural change occurs.  The maintenance stage 

involves continued change and resistance to relapse, and ends when the risk of relapse 

is no longer.  Finally, termination has been reached when the individual is no longer 

at risk to relapse (Prochaska & Marcus, 1994).  

Beyond the discontinuation of negative behaviours, the TTM has been related 

to physical activity (Adams & White, 2005; Brug et al., 2005).  Adams and White 

(2005) criticised the TTM as it relates to physical activity by citing the complexity of 

physical activity, a shortage of validated staging algorithms, and neglect for the 

variety of determinants that drive physical activity.  Brug and colleagues (2005) also 

acknowledge these issues.

The TTM represents a stage-based framework highlighting behavioural and 

attitudinal change, and highlights a wide variety of processes operating at each stage 

including self-reevaluation, relationship fostering, and counter-conditioning 

(Prochaska & Marcus, 1994).  Nonetheless, its application to the charity sport event 

context, and the additional criteria outlined above, can be questioned.  First, while 

each of the stages is clearly defined including behavioural and attitudinal change, the 

TTM places an emphasis on the temporal.  Within each stage, Prochaska and Marcus 

(1994) prescribe detailed timelines for the completion of behaviours specific to each 

stage.  These timelines may not apply to charity sport events as an individual can 

become heavily involved in an event due to a variety of event facets (e.g., connection 

with the charitable organisation, fondness for the host city, etc.) that transcend time 

and could expedite or bypass stages such as precontemplation and contemplation.  
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Next, the relevance of each stage to sport event participation is an issue.  Specifically, 

termination represents the final stage and this only appears to be relevant to 

discontinuation of negative behaviours, rather than the continuation of productive 

behaviours (e.g., charity sport event participation).  Finally, the TTM neglects an 

individual’s connection with a sport object as a driving force in participation.  It has 

been suggested that the TTM does not account for psychological factors that can 

impact sport and exercise behaviour (Beaton & Funk, 2008).  In the charity sport 

event context, these psychological factors are remarkably diverse and can play a 

significant role in driving participation and continued involvement.  Thus, a model 

that addresses these factors is imperative and the TTM does not suit the present 

research.

Theory of Planned Behaviour

The Theory of Planned Behaviour (TPB) was developed as an extension of the 

theory of reasoned action.  The critical facet of the TPB is an individual’s intention to 

behave in a certain manner, and intention is viewed to include the variety of motives 

that drive behaviour (Ajzen, 2001).  Logically, the stronger an individual’s intention 

towards a specific behaviour, the more likely that individual is to participate in that 

behaviour under the assumption the individual has control of that behaviour.  It is 

suggested there are three distinct determinants of intention: attitude towards the 

behaviour, subjective norms, and perceived behavioural control.

Attitude towards the behaviour relates to the positive and negative 

connotations and evaluations an individual holds towards the behaviour.  Subjective 

norms tie closely to the notion of social constraints advanced within the SCM 

(Scanlan et al., 1993) as social pressures to demonstrate the behaviour consequently 

impact intention.  Perceived behavioural control is the relative ease at which a 
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behaviour can be completed, accounting for past experience with the behaviour, as 

well as perceived constraints and obstacles.  

The relative importance of each of these precursors to intention is believed to 

vary across situations (Ajzen, 2001).  However, issues have been raised concerning 

the framework’s comprehensiveness.  Specifically, Armitage and Conner (2000) 

suggest self-identity and moral norms are critical predictors of intention, yet are not 

accounted for within the TPB.  In the charity sport event context, both of these facets 

are relevant.  Self-identity ties behaviour to societal goals (Armitage & Conner, 

2000), and these societal goals may relate closely to facets of charity sport events 

such as promotion of an active lifestyle, advancement of the charity, and community 

development.  The influence of moral norms indicates personal feelings such as 

obligation could dictate intention (Armitage & Conner, 2000), and the personal nature 

of charity sport events, reflected in an individual’s connection with the benefiting 

charity, aligns with this notion.  As a result of these shortcomings, as well as concerns 

with ambiguity of its findings (Beaton & Funk, 2008), the TPB was not applied to the 

current research.

Psychological Continuum Model

The Psychological Continuum Model (PCM) is based upon the concept that 

both individual and social situational factors work in conjunction towards the 

development of consistent commitment, or loyalty, within consumers (Funk & James, 

2006).  The PCM depicts the variety of ways consumers relate to a sport object in 

terms of four stages along a vertical continuum: awareness, attraction, attachment, and 

allegiance.  Each stage represents an enhanced psychological connection between the 

individual and the sport object (Funk & James, 2001).
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At the awareness stage, an individual comes to the realisation that an object 

exists through various socialising agents, such as media and peers.  From there, a 

progression to the attraction stage results in the individual developing a preference for 

the event.  Next, the attachment stage involves this object taking on enhanced 

meaning and importance. The final stage, allegiance, represents a strengthening of the 

attachment stage and consistent commitment to the sport object (Funk & James, 2001; 

2006).  Prominent within the PCM framework, three processes are outlined, which 

facilitate the progression from stage to stage (Funk & James, 2006).

Stewart and colleagues (2003) advocate that the PCM is theoretically sound 

for understanding both active and passive participation.  In the sport spectator context, 

the PCM has been cited as a viable mechanism for tracking sport fans’ movement 

both upward and downward (Shilbury, Quick, & Westerbeek, 2003).  The PCM has 

been used as the framework to demonstrate how brand associations can be used to 

segment sport consumer loyalty (Funk, 2002).  Furthermore, the PCM has been 

applied as the theoretical framework in an examination of attractive product features 

for sport team websites (Filo & Funk, 2005). Within the event context, the framework 

has been integrated in an examination of the hedonistic aspects of supplementary 

sport event entertainment (Apostolopoulou, Clark, & Gladden, 2006).

With regard to active participation, Beaton and Funk (2008) argue that the 

PCM is a sound choice to guide research on participation in physically active leisure.  

Beaton and Funk suggest that the PCM can be used for both passive and active forms 

of recreation participation. With regard to active recreation, the framework has been 

applied to an examination of motives for half marathon and marathon participation 

(Filo, Funk, & Neale, 2007; Funk, Toohey, Bruun, 2007).   
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The PCM was deemed suitable for this research for a variety of reasons.  First, 

its employment in an examination of marathon participants suggests it is a sound 

choice for research within the event context.  Second, the framework is one of the few 

stage-based models that examine movement both up and down, which is relevant to 

event participation and attrition.  Finally, the PCM places emphasis on the social-

psychological approach that incorporates a range of personal, psychological, and 

environmental factors (Henderson & Bialeschki, 2005), represented in the processes 

that guide movement across stages.  Collectively, this suggests the PCM framework 

meets the criteria of being applied within the literature and adaptive to different 

contexts; and it is stage-based, with a focus on processes that move an individual from 

one stage to the next.  A comprehensive overview of the PCM framework as it relates 

to the sport event context follows next.

The PCM and Sport Events

The PCM advances processes that operate within and among awareness, 

attraction, attachment and allegiance outcomes.  The awareness process occurs 

through socialisation and leads to awareness outcomes such as the knowledge that a 

sport event exists.  From there, the attraction process involves these outcomes 

interacting with perceived hedonic motives, dispositional needs, and social situational 

factors.  Dispositional needs can be thought of as psychological requirements, 

personality characteristics, and individual attributes such as the need for stimulation 

that lead to interest in a sport event.  Meanwhile, hedonic motives are pleasure-based 

interests such as the need to socialise and be entertained. Social situational factors 

represent features that influence an individual’s relationship with a sport object such 

as geographical proximity and peer support (Funk & James, 2006).  The interaction 

between dispositional needs, hedonic motives and social situational factors with 
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awareness outcomes, or the knowledge of the event’s existence, evolves into 

attraction outcomes. These outcomes include preference for the event and event 

participation, with the sport event used to provide benefits as well as fulfil social and 

individual needs.  

When these attraction outcomes take on enhanced meaning for an individual, 

the motives driving event participation are integrated with an individual’s self concept 

and align with core values. Collectively, the contribution of motives, values and self-

concept reflects the attachment process.  Attachment outcomes are represented by the 

strengthening of the individual’s attitude toward the sport event, and the event taking 

on emotional, symbolic, and functional meaning for the participant.  Funk and James 

(2006) suggest that attachment outcomes may form, grow stronger, and feedback into 

the attachment process, eventually leading to allegiance, or loyalty to the event.  In 

this case, allegiance outcomes reflect the durability and overall impact of attachment 

outcomes (Funk & James, 2006).  See Figure 2.1 for a depiction of the PCM 

framework adapted to the charity sport event context.    
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Figure 2.1. The Psychological Continuum Model (PCM; Adapted from Funk and 

James, 2006).
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This research focuses specifically on attachment within the PCM framework. 

The participants have already demonstrated awareness and attraction through their 

registration and participation.  However, these individual participants, particularly 

those in their first year, may not demonstrate consistent commitment or allegiance to 

the event.  The attraction process embodies how an individual perceives the extent to 

which a charity sport event can provide benefits and satisfy needs through sport event 

participation and charitable giving.  Next, the attraction outcome level represents the 

realisation and satisfaction of these needs and motives, resulting in individual 

preference for the event.  Once these attraction outcomes have been realised, they can 

then align with a participant’s self-concept and values leading to attachment outcomes 

where the event takes on emotional, symbolic, and functional meaning for the 

participant.  This research introduces needs related to recreation participation and 

charitable giving as motives that not only are satisfied through participation in charity 

sport events, but also correspond with a participant’s self-concept and values leading 

to attachment to the event.  A discussion of recreation (core) and charitable giving 

(contextual) motives within the charity sport event context follows.

Motivation

Motivation is defined as, “an internal factor that arouses, directs, and 

integrates a person’s behaviour” (Iso-Ahola, 1982, p. 230).  Prominent within the 

PCM framework is a discussion of core motives for sport and recreation participation. 

Motives for sport event and recreation participation are dynamic and have been 

examined through a number of different frameworks including Maslow’s (1954) 

Hierarchy of Needs, Iso-Ahola’s (1982) escape-seeking model, and the premise of 

push-pull factors (Crompton, 1979).  Maslow’s (1954) hierarchy of needs states that 

physical needs must be satisfied before higher order social and personal needs.  Getz 
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(1991) built on this by combining travel motivations with Maslow’s categories of 

needs and demonstrating that events and festivals can satisfy an individual’s physical, 

social and personal needs.  The satisfaction of needs through leisure and travel was 

explored by Dann (1977) who believed that an individual’s motivation for travel is 

represented by anomie and ego-enhancement.  Pearce (1982) applied this notion to the 

hierarchy of needs stating that anomie parallels Maslow’s needs of love and 

belongingness, while ego-enhancement corresponds with self-esteem needs.  The 

motives for leisure and recreation are reviewed next.

Recreation Motives

The application of the Hierarchy of Needs to leisure and recreation motivation 

has been challenged by Iso-Ahola (1980), who believes that a combination of needs 

can initiate leisure behaviour and that often the satisfaction of social needs is more 

important than physical needs for individuals.  Iso-Ahola (1982) proposed a model 

that depicts two motivational forces: seeking, or the desire to obtain intrinsic rewards 

through leisure; and escaping, one’s desire to remove oneself from their normal 

environment.  The author believes that consumers view leisure as a means to satisfy 

these two major needs or motivational forces.  Mannell and Iso-Ahola (1987) 

highlight this perspective, stating that leisure activities are sought because they 

provide an individual with an opportunity to escape their everyday environment as 

well as simultaneously allowing for self-determination, sense of competency or 

mastery, challenge, learning, exploration, relaxation, and social interaction.  The 

escape-seeking framework was applied and supported by Uysal, Gahan, and Martin 

(1993) in their examination of event motivation dimensions and has also been applied 

to work on the motivation of festival attendees (Mohr, Backman, Gahan, & Backman, 

1993).  
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An additional two-dimensional approach to motivation is the concept of push-

pull as forces that lead people to recreation (Crompton, 1979).  The push-pull concept 

highlights motives with push motives representing the escaping motivational force 

and pull motives reflecting the seeking motivational force (Crompton & McKay, 

1997).  The concept states that people participate in recreation because they are 

pushed by their own internal motives and pulled by the external elements related to 

the destination and its attributes and attractions (Zhang & Lam, 1999).  In the 

evaluation and application of the push-pull concept, a number of different push 

factors; such as socialisation, escape, and knowledge seeking; have been introduced 

and analysed (e.g., Crompton, 1979; Crompton & McKay, 1997; Zhang & Lam, 

1999).  

By integrating the literature on leisure needs and motivations with 

psychological theories of stimulus seeking, stimulus avoidance, and competence-

effectance, Beard and Ragheb (1983) advanced four dimensions of leisure motivation: 

intellectual motivation, social motivation, escape motivation, and competency 

motivation.  Intellectual motivation relates to individual motivation to participate in 

activities that involve mental action and exploration.  The social motivation states that 

individuals participate in activities and events for social reasons, including friendship 

and the need for the esteem of others.  The escape motivation is tied to individual’s 

need to remove themselves from daily life situations.  Finally, competency motivation 

involves individuals’ need to challenge themselves, achieve and compete.  These 

dimensions have also been successfully applied to travel motivation (Kozak, 2002; 

Ryan & Glendon, 1998).  

The four dimensions of leisure motivation advanced by Beard and Ragheb 

(1983): intellectual motivation, social motivation, escape motivation, and competency 
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motivation; represent recreation-based motives that can be satisfied through sport 

event participation.  These dimensions of leisure motivation reflect core motives in 

the sport event context as each would appear to be relevant across sport event 

contexts.  These four dimensions comprehensively cover the variety of motives 

employed in the existing array of research on sport event and recreation motivation.  

Intellectual motivation corresponds with the personal or psychological needs satisfied 

by events that educate, as discussed by Getz (1991).  In addition, this dimension is 

similar to the notion of seeking suggested by Iso-Ahola (1982) as well as the motives 

of learning (Mannell & Iso-Ahola, 1987), and knowledge seeking (Zhang & Lam, 

1999).  The social dimension covers Dann’s (1977) suggestion of anomie as the 

human need for social interaction, as well as Iso-Ahola’s notion of seeking.  

Furthermore, socialisation, enhancement of human relationships, and external 

socialisation are motivations cited throughout the literature that relate closely to this 

dimension (Crompton, 1979; Crompton, 1997; Mannell & Iso-Ahola, 1987; Mohr et 

al., 1993; Uysal et al., 1993; Zhang & Lam, 1999).  

Escape also corresponds with Dann’s (1977) suggestion of anomie as a 

primary motivation driven by getting away from one’s daily routine.  Additionally, 

escape has been found to be a strong motivating factor from a variety of perspectives 

(Crompton, 1979; Iso-Ahola, 1982; Mannell & Iso-Ahola, 1987; Mohr et al., 1993; 

Uysal et al., 1993).  Finally, the competency motive aligns with Iso-Ahola’s (1982) 

seeking dimension along with sense of competency/mastery (Mannell & Iso-Ahola, 

1987) and exploration/evaluation of self (Crompton, 1979).

These four dimensions are also relevant to the charity sport event context.  

First, the intellectual dimension relates to the fact that these events provide an 

opportunity for participants to educate themselves about the charity, its mission, its 
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core constituents and additional ways that the individual can help the cause.  The 

social dimension ties to the idea that individuals tend to participate in these events 

with other friends and family along with the notion that the events can also serve as an 

opportunity to reunite with past participants, as well as meet new people.  In addition, 

supplemental activities tied to the event such as post-race parties provide further 

means to socialise through participation (e.g., Green, 2001).  Escape is represented 

simply by the fact that these events are a break from participants’ everyday routine.  

Finally, the competency dimension is embodied in the physical challenge that is 

inherent to these events.  People participate to see how fast they can complete the 10K 

run, or to test whether or not they can finish the 100-mile cycling ride.

The motives outlined above represent core factors that may contribute to event 

participation in general, and are relevant to the charity sport event context in 

particular.  However, additional consideration in the form of contextual motives 

related to the charity may also serve to fulfil needs within consumers and lead to 

participation (Funk & James, 2004).  With regard to charity sport events, the 

charitable component represents one such aspect as factors related to charitable giving 

may serve as motivation contributing to event participation.  

Motives for Charitable Giving

Reviewing the literature on individual charitable giving reveals that giving to 

charity is a complex decision represented by a number of different motivating factors.  

Recent trends such as increased competition for donations (Hibbert & Horne, 1996) 

and increased public suspicion of charitable causes (Kottasz, 2004) have led to 

charities strategising fundraising efforts in an effort to leverage motivations.  In 

addition, research based in the United States that examined donations to university 
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athletic departments has uncovered context-specific factors relevant to individual 

giving to sport-related institutions (e.g., Gladden, Mahony, & Apostolopoulou, 2004).

In the charitable giving context, factors such as career advancement, public 

recognition, and enhanced social status have been analysed (Hibbert & Horne, 1996).  

In an examination of four specific motivations for monetary donations to medical 

research, Dawson (1988) evaluated the impact that reciprocity, improved self-esteem, 

tax breaks, and career advancement had on consumer donations.  He found that the 

motivation to receive tax breaks had the most significant influence followed by 

reciprocity.  Reciprocity and tax incentives have also been found to be significant 

motivating factors for young professionals (Kottasz, 2004), while material and 

purposive incentives demonstrate a strong association with charitable giving (Barnes 

& McCarville, 2005).  

In the athletic domain, an additional factor that significantly influences 

donations is the desire to improve and/or support an athletic program (Gladden et al., 

2004; Staurowsky, Parkhouse, & Sachs, 1996).  Success can also motivate donations. 

For example, winning and championships have been found to positively impact donor 

behaviour (Daughtrey & Stotlar, 2000) and quality programs have been found to have 

more generous donors (Belfield & Beney, 2000). Similarly, organisation prestige has 

been related to donor activity within the arts (Bhattacharya, Rao, & Glynn, 1995).  

This implies that donors want to be affiliated with a successful institution and see 

their donations as ways to both express affiliation as well as facilitate success.  

Athletic success has been found to have a pronounced influence on institutional 

giving (Stinson & Howard, 2004), with athletic success representing a key element 

towards attracting new donors (Stinson & Howard, 2007).  Indeed, lesser known and 

unsuccessful charities are less likely to have donors or members who identify with 
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their organisation (Fisher & Wakefield, 1998).  The desire to improve an organisation 

would also seem to be relevant as donors may view their donation as an opportunity 

to improve the charitable organisation’s standing and ability to execute its mission.

Research has uncovered a number of factors related to needs inherent to 

donors such as, reciprocity, self-esteem, the need to help others, and the desire to 

improve the charity, that can determine charitable giving (Amos, 1982; Hibbert & 

Horne, 1996; Marx, 2000; Ritzenheim, 2000).  These four motives represent 

contextual motives tied to individual charitable giving that relate to charity sport 

events.  Reciprocity represents the notion that participants will benefit from the 

charity’s activities and services.  Self-esteem depicts the intrinsic benefit of feeling 

better about oneself as a result of supporting the charity financially.  The need to help 

others relates to the altruistic notion that giving to charity can improve the lives or 

well-being of others.  Finally, the desire to improve the charity embodies the notion 

that event participants view their donation as a means to push the charity towards 

success.

The PCM framework suggests that within the attraction process, an individual 

evaluates the motives and needs that can be satisfied through participation, as well as 

the benefits that can be obtained (Funk & James, 2006).  At the attraction outcome 

stage, an individual has satisfied motives and developed a preference for the event as 

a result (Funk & James, 2001; 2006).  To investigate the core and contextual motives 

outlined above, this research advances the following research question and 

hypotheses:

Research Question 1: What motives account for attraction to a charity sport event?

Hypothesis 1a: Attraction will be composed of recreation motives and motives for 

charitable giving.
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The contribution of motives can extend beyond participation and preference.  

The attachment process involves the outcomes satisfied at the attraction level 

contributing to participant attachment to the event.  Attachment is revealed through 

these outcomes (i.e., motives) taking on enhanced worth, as well as the event taking 

on greater meaning (Funk & James, 2006).  

As noted above, core and contextual motives may fulfil needs within 

consumers and contribute to event participation.  Arnett, German and Hunt (2003) 

indicate that identity salience, or the relative strength of an individual’s identification 

with an entity, influences participation and support of non-profit activities.  This 

suggests that an individual who places greater emphasis on a distinct identity is more 

likely to engage in and support behaviour that aligns with that identity.  Similarly, the 

contribution of core (i.e., recreation) and contextual (i.e., charity-based) motives may 

vary based on the event’s alignment with certain identities/activities.  For instance, a 

charity sport event with a highly visible charitable aspect may elicit a stronger 

influence from the contextual motives for charitable giving due to its alignment with 

charity and philanthropy.  To evaluate the motives that contribute to participant 

attachment to a charity sport event, the current research advances the following 

research question and hypotheses:

Research Question 2: What is the role of recreation and charity motives in the 

development of attachment to a charity sport event?

Hypotheses 2a: Motives for charitable giving will make a stronger contribution to 

event attachment than recreation motives for an event with a more prominent 

charitable cause.
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Hypotheses 2b: Recreation motives will make a stronger contribution to event 

attachment than motives for charitable giving for an event with a less prominent 

charitable cause.

The contribution of the motives driving event participation is not the sole 

activator of the attachment process.  The motives satisfied through participation may 

not only interact with one another, but also interact with an individual’s self-concept 

and values.  These interactions can lead to the event taking on enhanced meaning in 

the participant’s life (Funk & James, 2006).  The PCM framework indicates that the 

attachment process leads to the event taking on emotional, symbolic, and functional 

meaning.  However, the constitution of this meaning has not been uncovered, and it 

has been suggested that the attachment process requires additional deconstruction 

(Funk & James, 2006) and research (Funk et al., 2007).  This research makes a more 

in-depth analysis of this meaning and the process that leads to it.  To do this, a review 

of the existing literature on attachment is undertaken next, followed by an 

examination of the attachment process.

Attachment

 Attachment is regarded as a universal human experience that occurs 

throughout an individual’s lifecycle (Schultz, Kleine, & Kernan, 1989).  Wallendorf 

and Arnould (1988) suggest that attachment provides opportunity for both self-

expression as well as expression of connection to others.  Schultz and her colleagues 

(1989) highlight that attachment reflects a linkage between an individual and an 

object based upon individuation, or the differentiation of self from others, integration 

of self with others, and temporal orientation, meaning that the self varies from one 

experience to the next.  Attachment as a reflection of the self is further described by 

Ball and Tasaki (1992) who define attachment to an object by an individual using that 
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object to maintain their self-concept and self-worth.  Ball and Tasaki add that 

attachment to an object relates to a sense of ownership and emotional significance, 

while varying based upon the type of object and stage of ownership (e.g., attachment 

is stronger after acquisition).  

Attachment has been examined within the contexts of material possessions, 

experiences, and places (Kleine & Baker, 2004).  Material possession attachment 

provides self-definitional value in that objects reflect the individual and their 

experiences (Kleine, Kleine, & Allen, 1995) as well as what the individual believes 

s/he can achieve (Kleine & Baker, 2004).  Experience attachment is also thought to 

allow an individual to communicate their identity through self-expression (Arnould & 

Price, 1993).  Place attachment is emotionally based with a strong social element, 

grounded in the social interactions that occur within the place (Kyle, Graefe, 

Manning, & Bacon, 2004).  The social interactions among individuals and groups that 

occur at places of recreation have been found to foster meaning for the place (Kyle, 

Mowen, Absher, & Havitz, 2006).  

Attachment has also been examined in the sport context.  Being a sport fan can 

provide an individual with a sense of attachment (Trail, Anderson, & Fink, 2000).  

But rather than simply attachment to a team, an individual may be attached to a 

variety of aspects of the sport object, including the sport and the community 

(Robinson & Trail, 2005).  Heere and James (2007) indicate that an individual can 

become attached to different external identities (i.e., geographic, gender, social class, 

political) embodied by the sport object.  Hunt, Bristol, and Barshaw (1999) suggest 

that attachment allows for differentiation among sport enthusiasts, and highlight 

emotional significance as a critical aspect of attachment to a sport object.  Funk and 

James (2006) argue that attachment is a dynamic, emotionally complex process from 
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which an individual can use a sport object to develop strong attitudes, express 

themselves, and align with specific values.  Values are believed to be a beneficial 

means to gain an understanding of individuals’ motivations and attitudes towards a 

sport object (Kahle et al., 2001).  Values are concepts or beliefs related to desirable 

end states or behaviours that go beyond specific situations, guide decision-making for 

behaviour, and are ordered by relative importance (Schwartz & Bilsky, 1987).  

Values have been used to better understand consumer behaviour and classify 

individuals into specific groups (Kahle et al., 1986).  Values are believed to be an 

important influence on consumer behaviour, and the meanings and motives behind 

consumer activities depend on values (Kahle & Kennedy, 1989).  Furthermore, values 

have been found to influence the formation of attitudes towards brands (Perkins & 

Reynolds, 1988).  It has also been suggested that the meaning consumers assign to 

products depends upon values, and that the worth of products can be enhanced 

through ties to select values (Kahle, 1985).  

The PCM depicts attachment as forming when important values begin to 

crystallise.  The attachment process involves the contribution of motives and needs 

satisfied at the attraction outcome level, along with an individual’s existing values 

(Funk & James, 2006).  Attachment is revealed through an object taking on 

emotional, symbolic, and functional meaning, as well as increased importance in the 

individual’s life.  This meaning and importance could result from the motives 

satisfied through charity sport event participation interacting with values engaged 

through participation.  When a sport object elicits responses from an individual that 

enhance the link between the object and the individual’s values, attachment has 

developed (Funk & James, 2001).
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To assess values, instruments such as Rokeach’s Value Survey (RVS) 

(Rokeach, 1973), Value and Life Style (VALS) (e.g., Kahle et al., 1986), and the List 

of Values (LOV) (Kahle et al., 1986) have been developed.  While values are 

highlighted as critical factors contributing to attachment to a sport object within the 

PCM (Funk & James, 2001; 2006), the framework has been used primarily in the 

examination of motives (e.g., Filo & Funk, 2005), attitudes (Filo, Funk, & Alexandris, 

2008; Gladden & Funk, 2002), and loyalty (Funk & James, 2006). Research seeking 

to uncover the values that contribute to and underlie attachment within the PCM has 

not been conducted. An examination of values in the charity sport event context is 

relevant as values have been found to influence charitable contributions (Kahle & 

Kennedy, 1989).  

Employment of the VALS and LOV instruments has been found to be an 

effective means of predicting consumer behaviour (Kahle et al., 1986).  However, 

administration of these instruments in the charity sport event context has not been 

conducted.  Furthermore, while values are viewed as more static, rather than context-

specific, their abstract nature (e.g., Madrigal & Kahle, 1994) suggests that exploratory 

work in the charity sport event context may be more suitable.  The intangibility of 

values, combined with the diverse features of charity sport events and the dearth of 

value-based work using the PCM framework, suggests that exploratory work could 

allow for a better understanding of this aspect of attachment.  To better understand the 

values that contribute to, and constitute attachment to a charity sport event, the 

following research question and hypothesis are advanced:

Research Question 3: What values underlie attachment in the charity sport event 

context?
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Hypothesis 3a: Attachment will consist of multi-dimensional values that contribute to 

meaning held for the charity sport event.

Values can dictate an individual’s attitude towards an event (Perkins & 

Reynolds, 1988), and may reflect the importance ascribed to the event (Kahle, 1985).  

In discussing the meaning of importance, Bloch and Richins (1983) advance two 

different elements of importance: instrumental importance and enduring importance.  

Instrumental importance relates to an individual’s desire to obtain extrinsic goals 

through the use of a product, while enduring importance reflects a product’s 

relationship with an individual’s central needs and values.  Further, Bloch and Richins 

suggest that meaning, or the intangible character ascribed to a product, influences 

both instrumental and enduring importance.  

Similarly, Funk and James (2001) describe a link between importance and 

meaning in discussing attachment.  Funk and James suggest attachment is embodied 

in heightened intrinsic importance for the sport object, which continues to be 

influenced by situation-based, extrinsic factors.  Attachment has been related to the 

facets of involvement.  Involvement can be defined as a psychological state of 

motivation, arousal, or interest between an individual and recreational activities, 

tourist destinations, or related equipment at a certain point in time (Havitz & 

Dimanche, 1990).  Funk and James (2001) believe that attachment is reflected in 

higher scores for the sign and centrality facets, suggesting that attachment reveals the 

sport object as an expression of self and of high importance.  

In a further examination of attachment, Funk and James (2006) describe a 

“meaningful connection that is dynamic, multifaceted, and possesses a degree of 

strength” (p.192).  To reflect this meaningful connection, Funk and James suggest the 

sport object has taken on emotional, symbolic, and functional meaning for an 
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individual.  As highlighted above, attachment, and its associated outcomes including 

the sport event taking on emotional, symbolic, and functional meaning, is produced 

by a corresponding process.  The attachment process involves a series of interrelated, 

but distinct, interactions.  These interactions involve a variety of inputs, processes, 

and outputs.  To delve further into these interactions, the attachment process is 

reviewed next.

The Attachment Process  

Funk and James (2006) define attachment as “a process that occurs when an 

individual assigns emotional, symbolic, and functional meaning to ideas, thoughts, 

and images related a sport object” (p. 196).  Funk and James further indicate that the 

process involves the development of strong attitudes towards the sport object (i.e., 

event), as well as the sport object becoming an extension of self and aligning with a 

participant’s core values.  The attachment process as outlined by Funk and James 

(2006) suffers from ambiguities regarding the sequencing and feedback that may 

occur within the process.  Beyond indicating that a number of different inputs 

involved in a dynamic and complicated process lead to a sport object (i.e., event) 

being assigned emotional, symbolic, and functional meaning, very little detail is 

provided regarding the layers inherent to this process.  Further exploration and 

refinement of this process, through the examination of multiple interactions from 

these various inputs, is warranted.  To develop a better understanding of the 

attachment process, and the interactions that occur within this process, an examination 

of processes from a consumer behaviour perspective will provide assistance.  

Consumer behaviour involves four distinct but connected domains: 

psychological, information processing, cultural, and behavioural.  First, the 

psychological core reflects information processing inherent to the individual 
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embodied in an individual’s motivation to obtain information, ability to retain that 

information, and attitudes towards the information.  Second, this information 

processing (cognitive) leads to the process of making decisions, within which 

additional inputs are processed, leading to judgments and decisions.  Third, the 

additional inputs that inform decisions stem from cultural factors such as social class 

and social contacts, demographics, and psychographics.  Collectively and 

individually, these components lead to the fourth and final domain, consumer 

behaviour outcomes, in which the decisions, and the behaviour these decisions lead 

to, is diffused to others as both an external source of information, as well as an 

expression of the individual (Hoyer & MacInnis, 1997).

This research focuses specifically on the psychological, or emotional, aspect 

of processing based on the contribution of motives and values within the attachment 

process. The cultural domain would appear to relate to the awareness process in that 

socialising agents contribute to the acknowledgment of an event.  The behavioural 

domain then ties to awareness and attraction through actions such as event registration 

and participation.  The cognitive domain relates to the attraction process in that an 

individual evaluates the motives that could be satisfied through event participation.  In 

addition, the cognitive domain may tie closely to the functional meaning derived from 

attachment. It is the emotional domain that relates most closely to the attachment 

process.  Emotional processing represents the processes by which the motives take on 

enhanced meaning and stronger attitudes towards the event develop.

The outcomes that result from the processing of the psychological, cognitive, 

cultural, and behavioural (e.g., communication with others, expression of self) run 

parallel with the outcomes of attachment. Individuals who feel attachment towards the 

event view the event as a means to connect with other participants, while also 
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expressing themselves (Wallendorf & Arnould, 1988).  This depiction not only 

demonstrates the complicated nature of attachment, but also showcases the inter-

connectedness of internal and external factors in guiding event participants.  

Prominent within this model of consumer behaviour is an equally connected decision-

making process. 

The consumer decision-making process consists of three separate but inter-

related stages: input stage, process stage, and output stage.  The input stage relates to 

the external sources such as marketing efforts and sociological influences that 

influence an individual’s recognition of a need.  Marketing efforts include event 

promotion, while sociological influences include family, peers and cultural influences.  

Collectively these sources impact how an individual views an event, as well as how 

an individual uses an event to satisfy needs.  The process stage focuses on how 

psychological factors interact with one another, as well as with the external sources 

from the input stage, to influence the decision.  This aligns closely with the 

attachment process within the PCM framework as the motives and needs satisfied 

through participation, and the values engaged through charity sport event participation 

relate to psychological factors interacting to influence participant attitude and 

behaviour.  Furthermore, a participant does not exclusively view an event as an 

opportunity to socialise with others, or break from their daily routine, but rather an 

amalgamation of these factors, with each respective need influencing the others.  

Finally, the output stage involves direct use of the product, or event participation,

coupled with evaluation of the event and the needs satisfied and benefits provided, 

including attitude formation and change; after participation (Schiffman & Kanuk, 

1991).
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Prominent within Schiffman and Kanuk’s (1991) model of consumer decision-

making is a discussion of different views of the process.  Schiffman and Kanuk

highlight four different views: economic, passive, cognitive, and emotional.  With 

regard to participant attachment to charity sport events, the emotional perspective is 

the most relevant as it addresses the strong feelings and emotions that influence the 

attachment process (Funk & James, 2006).  In addition, this relates to the emotional 

significance component of attachment (e.g., Ball & Tasaki, 1992; Hunt et al., 1999).  

This perspective places an emphasis on moods and feelings as guiding factors within 

the process.  Moods reflect an existing state, while feelings reflect emotional 

responses to a stimulus.  Moods are believed to impact how an individual responds to 

their feelings and the stimuli associated with these feelings (Schiffman & Kanuk, 

1991).  The notion that feelings reflect the motives satisfied through participation can 

be suggested in that the core and contextual motives satisfied through participation 

represent response to the environment (i.e., event) and vary from situation to situation.  

Accordingly, moods could then correspond with values in that they are less dynamic 

and exist within the participant.  Based on this, the idea that values influence motives, 

and their interaction within the attachment process, could be advanced.    

As a whole, Schiffman and Kanuk’s model portrays ongoing interaction and 

feedback among each of the three stages outlined.  First, two sources of external 

influences: marketing efforts (i.e., product, promotion, price, channels of distribution) 

and sociocultural environment (i.e., family, informal sources, other non-commercial 

sources, social class, subculture and culture) lead to the consumer-decision making 

process.  This process involves psychological components internal to the individual 

(i.e., motivation, perception, learning, personality, and attitude) impacting individual 

prepurchase search and evaluation of alternatives, which involves the acquisition, 



45

storage, retrieval, and utilisation of information (Bettman, Johnson, & Payne, 1998).  

This once again demonstrates the interaction and influence of the psychological with 

the cognitive.  Furthermore, while evaluating alternatives, an individual is gaining 

experience leading to postdecision behaviour (i.e., product trial, repeat purchase).  

This then feeds back to the input stage and processing stage to guide ongoing and 

future decisions.  Taken together, these interactions reveal the contribution and 

blending of the psychological, cognitive, and behavioural within consumer decision-

making, and consumer behaviour.  

This three stage outline of consumer decision-making aligns with the 

processes outlined within each stage of the PCM framework.  Applied to the 

attachment process, the psychological and cognitive components that serve as inputs 

may relate to the motives and needs that drive participation and are satisfied through 

participation, as well as the values activated through participation.  The individual 

processing involving acquisition and use of information corresponds with selecting 

and anticipating the event.  The influence of behaviour relates to participating in and 

experiencing the event, and reflecting upon the event experience.  During these 

individual processes, the motives continue to interact with one another, while also 

interacting with existing values activated by the event experience.  This ongoing and 

extended interaction exhibits the feedback between individual processing and the 

input stage.  The output generated by these interactions can include enhanced 

meaning for the event, increased importance for the event, willingness and interest in 

repeat participation, the event as a critical element of the participant’s life, and close 

identification with the event.  These outputs, in part, reveal attachment (Funk & 

James, 2006).       
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An additional model of processing within consumer behaviour relates to 

psychophysiology, or the study of the social, psychological, and behavioural as 

related to the physiological.  Psychophysiology involves the manipulation of variables 

to examine the consequent influence on physiological responses, which can be viewed 

as a behavioural response.  Three separate, but related, frameworks have been 

suggested (Bagozzi 1998).  

First, the framework of cognitive processes as antecedents of physiological 

responses introduces a model of continuous flow of information processing.  This 

model aligns with the notion of the cognitive influencing behaviour and relates to a 

participant gathering information and evaluating the motives and needs an event can 

satisfy.  Second, the affective processes as antecedents of physiological responses 

perspective suggest that attitudinal processes influence physiological responses.  This 

relates to the influence that the psychological has on behaviour, whereby the motives 

and needs satisfied through participation impact behaviour.  Third, the physiological 

events as antecedents framework outlines how individual changes can influence 

psychological change, and in turn impact on cognitive processing (Bagozzi, 1998).  

Collectively, these frameworks suggest that a stimulus (i.e., an event) can lead to a 

physiological occurrence (i.e., behaviour/event participation) within the individual, 

which instigates cognitive processing (i.e., event evaluation) and affective processing 

(satisfaction of motives, activation of values). 

An additional consumer behaviour process with links to the attachment 

process is the Cognitive-Affective Processing System (CAPS).  CAPS has been 

advanced to develop an understanding of the individuality of thoughts, and feelings 

and actions of persons (Mischel, 2004).  This framework outlines a number of mental 

images whose activation leads to behaviour, and consequent behavioural consistencies 
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within an individual.  An individual’s interpretation of self, others and situations 

represent how an individual encodes both internal and external stimuli.  The 

interpretive nature of the variety of situations and stimuli that can confront an 

individual suggests that these encodings represent important influences on the 

cognitive-affective processing system (Smith, 2006).  

Cumulatively, these components represent a dynamic system in which a 

stimulus evokes encoding which then influences, and is impacted by, motives, goals, 

values, and feelings.  The activation of these components, and their ensuing 

interaction leads to specific behaviours.  These behaviours, in turn, influence the 

situation, which consequently impacts the various components and their interaction.  

Likewise, the behaviours that result from the interactions will then influence ongoing 

and future dynamics within these components (Smith, 2006).  CAPS demonstrates the 

inter-connectedness of the psychological, cognitive and behavioural.  As it relates to a 

charity sport event, an event can evoke the evaluation, anticipation, and experience of 

the event, which relates closely to the emotions associated with the event.  This, in 

turn, leads to event participation, which consequently influences both the evaluation 

of the event and the associated emotions.

The relationships and interaction among the cognitive, affective 

(psychological), and behavioural relates to the attachment process.  Funk & James 

(2001; 2006) identify motives and values as components within the attachment 

process.  These motives and values are satisfied and activated through event 

participation, and the combination of values, motives, and event participation leads to 

the event taking on emotional, symbolic, and functional meaning (Funk & James, 

2006).  
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Emotional, symbolic and functional meaning has been operationalised with 

constructs such as importance, affect and knowledge; as well as importance, sign, and 

knowledge.  However, identification of which aspects of the attachment process align 

with these facets of meaning has not been made.  In addition, insight into the relative 

contribution of these components of the process has not been provided.  The 

suggestion that values align with the affective or emotional, while motives relate to 

the cognitive in that they are more functional, could be made.  In addition, it could be 

proposed that in the charity sport event context, the affective would make a more 

significant contribution to attachment than the cognitive.  To come to a better 

understanding of the role of values and motives together within the attachment 

process, the following research question and hypotheses are advanced:

Research Question 4: How do values and motives contribute to event attachment in 

the charity sport event context?

Hypothesis 4a: Values will make a stronger contribution to event attachment than 

motives in the charity sport event context.

Hypothesis 4b: Collectively, values and motives will make a stronger contribution to 

event attachment in the charity sport event context than values or motives separately.

To allow for a better understanding of the objectives of this research, the 

research problems that will be addressed are highlighted next.  Following the 

statement of problem, the contributions of this research from a theoretical and 

managerial perspective are described.  Finally, a summary of the literature reviewed is 

provided including a re-statement of the research questions and hypotheses to be 

addressed, before transitioning to the method employed in this research.
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Statement of Problem

Use of the PCM framework in this research presents a variety of opportunities 

to further refine the framework and address a number of concerns regarding the 

model’s current development.  Funk and James (2006) outline the attachment process 

as occurring when a sport object leads to strong attitudes, expression of self, and 

alignment with existing ideals an individual has developed over time.  Funk and 

James also acknowledge a contribution from outcomes satisfied at the attraction level 

to attachment, as part of the attachment process.  However, specifics regarding this 

contribution are not provided.  Furthermore, the process underlying this contribution 

is not outlined.  This research posits that outcomes obtained at the attraction level, or 

the motives and needs satisfied through participation within the charity sport event 

context, interact with one another during the attachment process.  This contribution is 

reflected in the motives and needs satisfied taking on increased importance and 

enhanced meaning for participants.  In addition, this interaction contributes, in part, to 

the increased importance and enhanced meaning held for the event overall.  The 

findings of this research will develop this contribution and interaction further.

The attachment process as outlined by Funk and James (2006) also accounts 

for values as critical elements of the development of meaning and importance for a 

sport object.  Specifically, values are highlighted as longstanding ideals with which a 

sport object may become congruent as part of attachment.  Funk and James neglect to 

outline how this congruence is facilitated, nor do they provide details as to how this 

congruence relates to the other inputs within the attachment process.  This research 

will uncover values salient to the charity sport event context, then scrutinize their 

contribution to attachment.  The individual and collective contribution of values to 
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attachment will be examined, while the potential interaction among values and 

motives and the corresponding impact on attachment will be explored.     

In discussing attachment, Funk and James (2001) advance stronger 

associations and attitudes towards a sport object as reflective of attachment.  In 

addition, Funk and James suggest that attachment towards an object is revealed 

through enhanced involvement with the sport objects through the facets of sign, 

centrality, and risk; underscoring the overall importance the object has taken.  Funk 

and James (2006) extend this assessment in considering the emotional, symbolic, and 

functional meaning revealed through attachment, and propose that attachment is 

exhibited through three attitude properties: affect, importance, and knowledge.  Sign, 

or self-expression, has also been suggested to reflect this meaning (Funk & James, 

2001; 2006).  

Based upon the existing research on attachment, this may be a limited 

representation.  First, the complexity of emotions, and the feelings an individual can 

have towards a charity sport event, indicate that reliance upon affect or sign may not 

comprehensively cover this aspect of attachment.  Second, the facilitation of relating 

to, and connecting with, other individuals is a critical aspect of attachment (Schultz et 

al., 1989; Wallendorf & Arnould, 1988); however this appears to be neglected by 

these properties.  Furthermore, it seems likely that overlap among these different 

properties may exist.  For instance, importance may be inherent to both emotional 

meaning and symbolic meaning.  Therefore, evaluating attachment as reflected by 

distinct components of meaning, and attitude properties corresponding to each 

component, could prove limiting.  The current research strives for a more holistic 

evaluation of attachment in the charity sport event context that accounts for these 

concerns.   
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Contribution of Research

By examining attachment to charity sport events through an application of the 

PCM framework, this research will make a variety of contributions from both a 

theoretical and managerial perspective.  Theoretically, the findings of this research 

will provide further application of the PCM framework in the active sport 

participation context.  As noted above, use of this framework in this context has been 

encouraged (e.g., Beaton & Funk, 2008; Stewart et al., 2003), and it has been utilised 

in the sport event context in general (e.g., Funk et al., 2007).  However, this research 

represents an extensive examination of attachment within four sport event contexts 

integrating both qualitative and quantitative data to inform the model.

In addition, as part of this extensive examination, this research will enhance 

the tangibility of attachment, and the processes, and meaning inherent to it.  

Attachment requires further deconstruction (Funk & James, 2006), and by uncovering 

the motives and values that underlie it, as well as the process that contributes to it, this 

research will provide deconstruction.  First, examining motives, and their contribution 

to attachment, will account for both core and contextual needs that lead to enhanced 

meaning for a sport event.  Second, uncovering both motives and values will assist in 

providing insight into those components of attachment related to self-expression, as 

well as the aspects corresponding with an individual’s connection with others 

(Wallendorf & Arnould, 1988).  When an individual feels attachment towards an 

object, that object allows them to differentiate themselves, as well as relate to others 

(Schultz et al., 1989).  This research will provide insight into the motives, needs, and 

pre-existing beliefs that align with attachment.

Also, this research represents initial work uncovering values within the PCM 

framework.  While Funk and James (2001; 2006) acknowledge the role of values in



52

the development of attachment, little is known about their composition and 

contribution.  To date, research exploring values’ contribution within this framework 

has not been conducted.  This research presents exploratory work on values in the 

charity sport event context.  The findings of this research will not only uncover values 

that contribute to, underlie, and reflect attachment, but it will also provide a means to 

uncover values in different sport contexts.  Once these values are uncovered 

qualitatively, each value is then empirically tested quantitatively to develop a more 

complete perspective of attachment.

Furthermore, the deconstruction of attachment provided through this research 

not only involves uncovering and examining various inputs and outputs aligned with 

attachment, but will also investigate the process in which these inputs and outputs 

interact.  Funk and James (2006) outline an attachment process in which the outcomes 

generated at the attraction level interact with one another, while also interacting with 

the individual’s self-concept and values.  In the sport event context, this involves the 

motives and needs satisfied through event participation interacting with a participant’s 

sense of self and existing beliefs.  This research delves further into this interaction to 

provide additional insight and specifics regarding the inputs, sequencing, and outputs 

of this process.  Specifically, this research addresses the interaction occurring among 

the motives satisfied through participation, and what this interaction leads to for both 

the event in general, and the individual motives in particular.  Additionally, the 

sequencing and feedback that can occur within the interaction between motives and 

values are explored.  

This research also advances a number of implications for sport event 

managers, as well as non-profit organisations.  First, by assessing the motives driving 

event participation, as well as the values stimulated through participation, this 
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research offers insight into different ways by which participants may be segmented.  

Motives have been identified as a resource to come to a better understanding of 

consumer groups and sport consumption (James & Ridinger, 2002).  In addition,

values and attachment, have been cited as effective means to segment consumers

(Kahle et al., 1986; Koo & Hardin, 2008).  From the findings of this research, 

marketing strategies can be developed that leverage these motives and further 

galvanize the values.  

Next, the findings of this research provide event managers with practices for 

sponsorship recruitment.  Research has suggested that favourable consumer response 

to a sponsored sport event contributes to favourable attitudes towards sponsors 

(Crimmins & Horn, 1996; Filo et al., 2007).  Measures can be put in place to 

distinctly align sponsors with the event to produce an association working towards 

translating the meaning held for the event to sponsors (Mason, 2005).  Also, strategies 

to showcase the meaning and importance participants hold for an event to potential 

sponsors are suggested.  These strategies, in part, highlight the perceived corporate 

social responsibility and goodwill that can result from sponsorship (Levy, 2004).  

Furthermore, the findings describe event sponsorship as a means towards sustainable 

competitive advantage through social responsibility (Chalal & Sharma, 2006; Zhihai, 

2007), relationship building, and trust (Amis, Pant & Slack, 1997; Smart & Wolfe, 

2000).  

From the perspective of charity managers, the findings demonstrate charity 

sport events and event attachment as means towards social change.  O’Brien and 

Chalip (2007a) discuss sport events, and the inherent sense of community, as “a 

useful opportunity to foster change in a community’s social agenda (p. 330).” O’Brien 

and Chalip suggest that this can be accomplished through focusing stakeholders’ 
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attention on important social issues within host communities.  This research outlines 

measures that charitable organisations can put into practice to communicate and 

advance their mission and activities.  

As part of the advancement of mission and activities, the findings provide 

insight into volunteer recruitment and retention.  Attachment relates not only to 

participants, but also to volunteers, and the findings of this research can be applied to 

strategies to involve individuals in the charity on a year-round basis.  This 

involvement can include volunteerism outside the parameters of the event.  Charitable 

organisations can look to this research for guidance in extending the meaning and 

importance held for the event to the charity and its mission.  

Summary

 In summary, the PCM (Funk & James, 2001; 2006) provides a theoretical 

framework from which to examine the meaning participants ascribe to charity sport 

events.  Prominent within the PCM framework is a discussion of attachment 

embodied in a sport object (i.e., charity sport event) taking on emotional, symbolic 

and functional meaning.  In outlining attachment, the model suggests a process that 

facilitates the development of this meaning and importance.  Within this process, a 

contribution is made by motives and needs, values, and an individual’s self-concept, 

leading to attachment (Funk & James, 2006).  This research seeks to uncover the core 

and contextual motives that contribute to participant attachment to a charity sport 

event.  In addition to determining these motives, this research evaluates the interaction 

that occurs among these motives, and examines if differences exist in their relative 

contribution based on the event context.  Furthermore, the values that contribute to 

attachment to a charity sport event are explored.  Once determined, the relative 

contribution of values on their own, and in conjunction with motives, to participant 
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attachment to a charity sport event are examined. To achieve these objectives, this 

research addresses the following research questions and hypotheses: 

Research Question 1: What motives account for attraction to a charity sport event?

Hypothesis 1a: Attraction will be composed of recreation motives and motives for 

charitable giving.

Research Question 2: What is the role of recreation and charity motives in the 

development of attachment to a charity sport event?

Hypotheses 2a: Motives for charitable giving will make a stronger contribution to 

event attachment than recreation motives for an event with a more prominent 

charitable cause.

Hypotheses 2b: Recreation motives will make a stronger contribution to event 

attachment than motives for charitable giving for an event with a less prominent 

charitable cause.

Research Question 3: What values underlie attachment in the charity sport event 

context?

Hypothesis 3a: Attachment will consist of multi-dimensional values that contribute to 

the meaning held for the charity sport event.

Research Question 4: How do values and motives contribute to event attachment in 

the charity sport event context?

Hypothesis 4a: Values will make a stronger contribution to event attachment than 

motives in the charity sport event context.

Hypothesis 4b: Collectively, values and motives will make a stronger contribution to 

event attachment in the charity sport event context than values or motives separately.

Both qualitative and quantitative data were collected to address these research 

questions and hypotheses.  The methods employed to collect these data are detailed 
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next, followed by an overview of the results.  From there, a discussion of main 

findings follows including managerial and theoretical implications, limitations, and 

directions for future research.
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CHAPTER 3. METHOD

Overview

This chapter presents the methods used to gather and analyse data to address 

the four research questions and six hypotheses outlined in the previous chapter.  Five 

studies were conducted using a mixed methods research design.  Mixed methods 

research design involves the collection and analyses of both qualitative and 

quantitative data in a single work, and is used to converge findings from a variety of 

data sources (Creswell, 2003).  In the current research, focus group and interview data 

converged with quantitative data to allow for a better understanding of attachment in 

the charity sport event context. 

Through this convergence of data, this research integrates both the positivistic 

and phenomenological paradigms, also referred to as quantitative and qualitative, or 

positivist and interpretive (Mingers, 2003).  Morgan (1980) refers to the quantitative 

paradigm as the functionalist paradigm, in which reality is concrete and social 

relationships are tangible; while the qualitative paradigm is referred to as the 

interpretive paradigm, in which reality is portrayed as the subjective experiences of 

individuals.  While pragmatic suggestions are made for identifying a single paradigm 

in approaching a research project (e.g., Creswell, 1994), advantages such as data 

convergence, complementary data, and development within the data provide support 

for use of both paradigms (Greene, Caracelli, & Graham, 1989).  Furthermore, 

approaching research from both paradigms aligns with recent suggestions to deviate 

from traditional methodology to enhance theory development (e.g., Alvesson & 

Karreman, 2007; Weick, 1999).  Focusing solely on the positivist paradigm has been 

criticised by some who feel it is impossible to view individuals as separate from their 
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social contexts, and that researchers, by nature, are not objective (Hussey & Hussey, 

1997).  

As stated above, in the current research, qualitative and quantitative data 

converge; and the findings from the qualitative research inform the scale development 

employed within the quantitative work, while revealing interactions among constructs 

measured.  In addition, the two paradigms complement one another in providing a 

more holistic perspective of attachment to a sport event.  By adopting this 

complementary approach, the current research resides at the fourth stage of the six-

stage continuum of core ontological assumptions, suggesting that reality is a social 

construction, and the relationships and meanings derived stem from human interaction 

(Morgan & Smircich, 1997).  

The ontological assumption explores that which constitutes reality (Creswell, 

1994), and whether the world is objective or socially constructed (Hussey & Hussey, 

1997).  This research incorporates both positivist and phenomenological perspectives 

to address this issue.  The phenomenological approach allows event participants to 

define the parameters of their event experience and highlight the motives and values 

that drive event participation.  The positivist approach then complements this through 

objective measurement of these motives and values to gauge their contribution, 

independent of the researcher’s interpretations.

The epistemological assumption addresses the researcher’s relationship with 

the phenomenon being researched (Creswell, 1994).  Positivists stand independent of 

the researched, while phenomenologists attempt to immerse themselves in the 

research context (Hussey & Hussey, 1997).  Here again, both positivist and 

phenomenological perspectives were employed.  In the current research, uncovering 

that which constitutes attachment required the researcher to interact with event 
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registrants and participants in advance of, and immediately following, the event 

experience, as a means towards better understanding.  The results from these 

interactions informed scale development and were then assessed separately from the 

researcher through questionnaires administered online.

The axiological assumption explores the role of values and is contingent upon 

the researcher incorporating his/her own values on the researched (Creswell, 1994).  

The positivist paradigm suggests that the research process is value free, while the 

phenomenologist paradigm advances a researcher’s values as a guiding force in 

research (Hussey & Hussey, 1997).  While the current research explores values and 

their role in the development of attachment, the values of the researcher are not 

introduced.  Rather, the focus is kept on the evidence uncovered through all phases of 

data collection.

The rhetorical assumption addresses the language of the research, with the 

positivist employing formal language and an impersonal voice, while the 

phenomenological paradigm uses informal language and a personal voice (Creswell, 

1994).  Here again, this research incorporates both paradigms, but tends towards the 

more formal.  While phenomenological terms such as understanding and meaning are 

used throughout, formal language permeates the results and their interpretation.  The 

tendency towards the positivist approach here allowed the researcher to place an 

emphasis on the results and minimise researcher bias in relaying these results.

Finally, the methodological assumption focuses on the entire process of a 

research project and the logical trail followed by the researcher, either inductive or 

deductive (Creswell, 1994).  Again, this research utilises both paradigms as the 

categories and constructs examined are unveiled both a priori from existing literature, 

as well as from research participants.  Both inductive and deductive means were used 
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to analyse data, and while some of the concepts, variables and hypotheses, have been 

determined in advance of the research, these factors did not remain static throughout 

the research process.  The specific methods employed within each study are briefly 

introduced next, followed by an in-depth description of the participants, materials, 

procedures, and data analyses employed for each study.        

Study 1 consisted of focus groups to uncover the motives that account for 

attraction to a charity sport event and drive charity sport event participation, while 

examining their role in fostering participant attachment.  Study 2 involved the 

administration of an online questionnaire to quantitatively test these motives, while 

determining their contribution to participant attachment to the event.  Study 3 

administered the same online questionnaire to participants in a separate sport event to 

determine if the contribution of these motives differed across two event contexts.  

Next, Study 4 comprised of semi-structured interviews conducted at a charity sport 

event to further enhance the multi-dimensional nature of participant attachment 

through an examination of the values that contribute to attachment.  Finally, Study 5 

applied and extended the findings of Study 4, while also replicating the study design 

of Study 2 and Study 3 and comparing findings.  Study 5 involved the administration 

of an online questionnaire that assessed the factors uncovered in the previous study to 

determine their role and relative contribution to attachment, in conjunction with the 

motives assessed in Study 2 and 3.  An integration of the positivist and 

phenomenological paradigms within five separate, but related, studies allowed for the 

achievement of the research objectives.

The overall purpose of these studies was to investigate participant attachment 

to charity sport events.  Therefore, the primary source of data had to be charity sport 

event participants.  Four separate sport events served as the research context: The 
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2005 Lance Armstrong Foundation (LAF) Ride for the Roses, The 2006 LAF 

LIVESTRONG Challenge, The 2007 3M Half Marathon and Relay, and The 2007 

LAF LIVESTRONG Challenge.  The 2005 LAF Ride for the Roses, 2006 LAF 

LIVESTRONG Challenge, and 2007 LAF LIVESTRONG Challenge represent 

established charity sport events, in which all proceeds benefit the LAF’s mission to 

inspire and empower individuals living with cancer.  Meanwhile, the 2007 3M Half 

Marathon and Relay is a highly successful sport event where a portion of event 

proceeds benefit the Capital Area Food Bank of Texas.  Details regarding each charity 

sport event are provided in the Participants section for each study.  The Participants, 

Materials, and Procedures employed within each study are detailed below.  A 

synopsis of each study, including what was done, and the research questions 

addressed is provided in Table 3.1.
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Table 3.1

Method of Data Collection, and Purpose for Each Phase of Data Collection

Study Data Collection Event(s) Date Address

1 Focus Groups 2005 LAF Ride for the 

Roses,

2006 LAF 

LIVESTRONG 

Challenge

October 

2005,

July 2006

RQ1: What motives account for attraction to a charity sport event?

Hyp1a: Attraction will be composed of recreation motives and motives for 

charitable giving.

RQ2: What is the role of recreation and charity motives in the development 

of attachment to a charity sport event?

2 Pre-event 

Questionnaire

2006 LAF 

LIVESTRONG 

Challenge

October 

2006

RQ2: What is the role of recreation and charity motives in the development 

of attachment to a charity sport event?

Hyp2a: Motives for charitable giving will make a stronger contribution to 

event attachment than recreation motives for an event with a more 

prominent charitable cause.

Hyp2b: Recreation motives will make a stronger contribution to event 

attachment than motives for charitable giving for an event with a less 

prominent charitable cause.

3 Post-event 

Questionnaire

2007 3M Half 

Marathon and Relay

January 

2007

RQ2: What is the role of recreation and charity motives in the development 

of attachment to a charity sport event?

Hyp2a: Motives for charitable giving will make a stronger contribution to 

event attachment than recreation motives for an event with a more 

prominent charitable cause.

Hyp2b: Recreation motives will make a stronger contribution to event 

attachment than motives for charitable giving for an event with a less 

prominent charitable cause.

4 Semi-structured 

Interviews 

2006 LAF 

LIVESTRONG 

Challenge

October 

2006

RQ3: What values underlie attachment in the charity sport event context?

Hyp3a: Attachment will consist of multi-dimensional values that contribute 

to the meaning held for the charity sport event.
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5 Post-event 

Questionnaire

2007 LAF 

LIVESTRONG 

Challenge

October 

2007

RQ2: What is the role of recreation and charity motives in the development 

of attachment to a charity sport event?

Hyp2a: Motives for charitable giving will make a stronger contribution to 

event attachment than recreation motives for an event with a more 

prominent charitable cause.

Hyp3a: Attachment will consist of multi-dimensional values that contribute 

to the meaning held for the charity sport event.

RQ4: How do values and motives contribute to event attachment in the 

charity sport event context?

Hyp4a: Values will make a stronger contribution to event attachment than 

motives in the charity sport event context.

Hyp4b: Collectively, values and motives will make a stronger contribution 

to event attachment in the charity sport event context than values or 

motives separately.
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Study 1

Study 1 was designed to uncover the motives that account for attraction to a 

charity sport event, and examine their role in fostering attachment to the event.  To 

address this, qualitative research was conducted consisting of four focus groups with 

registrants in two related charity sport events.  Two focus groups were conducted for 

each event due to the time restrictions put in place by the event organisation.  The 

focus groups concentrated on participants’ experiences, motives, meanings and 

perceptions of the event to better understand the motives leading to event 

participation, as well as the attachment process.  Focus groups provide quality 

experiential data through the observation of participant attitudes leveraged through 

group interaction (Asbury, 1995).  In addition, the data are supported by group 

interaction, which is conducive to opinion formation and expression (Albrecht, 

Johnson, & Walther, 1993) and clarification sought by the moderator through the 

flexibility offered via focus groups (Byers & Wilcox, 1991).  With regard to the 

current study, it was believed that focus groups could facilitate the introduction of 

experiences, motives, meanings and perceptions of a single participant followed by 

further elaboration and substantiation by additional participants.  

Study 1: Participants

The four focus groups utilised participants across two events.  Two focus 

groups were conducted with participants in the Lance Armstrong Foundation’s (LAF) 

2005 Ride for the Roses, and two additional focus groups were conducted with 

registrants in the LAF’s 2006 LIVESTRONG Challenge.  These events characterise 

popular participatory sport events aligned with a renowned charity.  The 

LIVESTRONG Challenge represents an extension and expansion of the Ride for the 
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Roses.  The events’ central charitable component – all proceeds go towards the LAF’s 

mission to inspire and empower people with cancer  – and close association with a 

sport entity (i.e., Lance Armstrong, cycling) provides quality contexts for the 

examination of motives and the development of attachment to a charity sport event.  

The Ride for the Roses is a cycling event that has taken place each year since 

1997 with 6,000 participants per year.  Participants in the 2005 Ride for the Roses 

were required to donate or raise $150 for the LAF in order to register.  Participants 

could choose between a 10-mile, 40-mile, 70-mile, or 100-mile course. In addition to 

the cycling ride, the event consisted of a weekend full of activities and concluded with 

a post-ride party.  The 2005 Ride for the Roses represented the final year for the event 

in this format.  The following year, the event was extended and expanded to the 

LIVESTRONG Challenge series. 

The 2006 LIVESTRONG Challenge was one of a series of events staged by 

the LAF in five cities across the United States between June and October 2006.  The 

2006 event represented the first occurrence of the event in the Challenge format.  This 

format gives participants the options of a 5K walk or run, a 10K run, a 10-, 40-, 70-, 

or a 100-mile cycling ride.  To register, walk and run participants were required to 

pay a $50 registration fee along with a $50 fundraising minimum, while ride 

participants were required to pay a $50 registration fee as well as a $500 fundraising 

minimum.  The 2006 LIVESTRONG Challenge in Austin, Texas drew 2,500 

participants.  According to the organisation, the audience for both events is 

predominantly white (80%), affluent, and between the ages of 30-50.  The events 

were comprised of 60% males and 40% females.

The first focus group consisted of eight participants, with seven in their first 

year of participation in the Ride for the Roses and one individual who had participated 
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for each of the last five years.  The second focus group featured eleven participants 

with ten individuals who had participated in the Ride for the Roses over multiple 

years, along with one individual participating for the first time.  The third focus group 

included six individuals registered for the 2006 LIVESTRONG Challenge, five of the 

individuals indicated that they had participated in the Ride for the Roses in previous 

years, while one participant was in their first year of participation in LAF events.  The 

fourth and final focus group was made up of six individuals, four of whom had 

previously participated in the Ride for the Roses, while two were participating for the 

first time.  All study participants were white.  See Table 3.2 for additional 

demographic and background information for all focus group participants.      

Table 3.2

Demographic and Background Information Breakdown for Study 1 Participants 

(N=31)

Category Number of Participants

Gender:

Male 19

Female 12

Age Bracket:

18-24 1

25-29 1

30-34 2

35-39 8

40-44 9

45-49 2

50-54 3

55-59 4

60-64 1

Country of Residence:

United States 30

Qatar 1

Event:

2005 Ride for the Roses 19

2006 LIVESTRONG Challenge 12

Years Participated:

1 11



67

2 12

3 0

4 0

5 7

6 0

7 1

Cancer Survivor:

Yes 13

No 18

Study 1: Materials

A list of possible questions for each focus group was prepared to serve as a 

guide for each session.  These questions were developed with the goal of facilitating 

discussion of motivation and meaning, with the researcher working in collaboration 

with two other academics to create this list.  This list of questions was based on 

participants’ perceived motives and needs to be satisfied through event participation, 

as well as the meaning and importance the event held.  Each focus group was 

conducted as casual conversation rather than a formal question and answer session.  

Conducting each group as a conversation allowed for an understanding of complex 

behaviour without imposing the researchers’ own biases on participants that could 

potentially limit participant responses (Fontana & Frey, 2000).  Group dynamics were 

managed by encouraging participants to speak up when they had something to 

contribute, rather than raise their hand or feel as though they had only a set number of 

opportunities to talk.  This allowed the researcher to observe the ongoing interaction 

among focus group participants, and promoted spontaneous responses from 

participants, serving to ease their comfort and involvement in participation (Madriz, 

2000). 
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Study 1: Procedures

The four focus groups were held in October 2005 and July 2006 after ethical 

clearance had been obtained from the researcher’s institution.  Participants were 

recruited via mass e-mails sent out by an LAF representative.  These e-mails 

instructed recipients to contact the researcher if they were interested and available.  

The researcher then organised respondents into groups and coordinated dates and 

times.  The focus groups held in October 2005 were conducted two days prior to the 

Ride for the Roses in a hotel conference room.  The recruitment e-mail was sent out to 

6,000 registrants with 63 individuals responding. Of these sixty-three respondents, 

forty-four were unable to participate due to travel, time, and scheduling.  

The focus groups held in July 2006 were conducted three months prior to the 

LIVESTRONG Challenge in the LAF office.  The recruitment e-mail was submitted 

to 2,399 registrants garnering 34 responses. Twenty-two of the thirty-four respondents 

were unable to attend the focus group sessions at their specific date and time, leaving 

two, six-member focus groups.  Participants were provided with refreshments as the 

only incentive for taking part in the study.  Each focus group lasted one hour.  

The focus groups were conducted by a single researcher, who had been trained 

through conducting focus groups earlier in his/her career.  The goal was to uncover 

themes related to motivation for participation in the event as well as discuss the 

meaning the event held in participants’ lives.  Refer to Appendix A for a list of focus 

group questions tied to these objectives.  With group members’ permission, each 

focus group was audio recorded by the researcher.  

Study 1: Data Analysis

Once completed, the focus group transcriptions were analysed separately by 

the researcher.  Independently reviewing the transcriptions from each focus group 



69

provided additional insight into conceptual linkages as well as a safeguard against 

preconceived biases in data analysis (Amis, 2005).  Analysis of the data was 

conducted manually and consisted of the following steps suggested by Creswell 

(2003).  First, each transcription was read thoroughly to obtain a general overview of 

the information.  Next, the transcriptions were coded looking for text related to 

individuals’ motivation for event participation, as well as the meaning and importance 

of both the event and the motives driving participation in the event.  Data were coded 

using a mid-range scheme, both inductive and deductive, which Denis, Lamothe, and 

Langley (2001) suggest “allows one to gain insight from the data without necessarily 

denying or reinventing concepts that have been useful previously” (p.812).  The 

recreation and charity motives highlighted in the previous chapter, along with the 

attachment process within the PCM framework, served to guide the mid-range coding.  

Table 3.3 displays each theme, its general definition, and representative quotes.  The 

themes uncovered are then presented narratively within the Results chapter to further 

highlight the findings from the data.

Table 3.3

Matrix Display of Motives, Themes, Definitions, and Representative Data for Study 1

Themes Definition Representative Quotes

Intellectual Event provides educational 

opportunities for participants 

concerning the charity, its mission, 

its core constituents and additional 

ways that the individual can help 

the cause

“Events such as these allow you 

to meet others, share stories, 

and gather more information 

about survivorship. . . . That’s 

the one thing the LAF keeps 

working on is trying to get out 

the information, trying to get 

out the information for people 

to get the information. And by 

spreading the LIVESTRONG 

Challenge out across the 

country, they are trying to get 

that focus more open. . . . The 

LAF continues to work to 

spread their mission.” (Frank, 
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multi-year participant)

Social Individuals participate with other 

friends and family; the events can 

serve as an opportunity to reunite 

with past participants as well as 

meet new people

“For me, it’s the people, you 

know, the events that 

surround it, I guess it is the 

same. The pasta dinner 

Saturday night, sitting at a 

table of 10 with 8 other 

people I don’t know.  It’s just 

the people and the 

experiences you have and the 

connections you can make, 

and how many pen pals I can 

pick up in one weekend. 

That’s really what it’s all 

about. . . how many different 

connections you can make 

with so many great people.”  

(Annie, multi-year 

participant)

Physical Event provides a means to keep in 

shape and enhance skills

“When I first heard about this 

challenge, and it being six miles 

or whatever it is, I felt that was a 

good goal for me.  I’m trying to 

get back in shape.” (Beatrice, 

first-year participant)

Reciprocity Participants have benefited from, 

or anticipate benefiting from, the 

charity’s central activities

“My family has actually seen 

benefit from money that LAF 

has spent for an organisation, 

Wonders and Worries.  So the 

LAF, I believe, is really doing 

well with the money we are 

raising for them.” (Sam, multi-

year participant)

Self-Esteem Participants feel enhanced self-

worth as a result of giving to 

charity

“I feel like I am empowering 

the LAF to do the work that 

they do by doing what I do to 

raise money.  But at the same 

time, those actions empower 

me, and make me feel like I’m 

doing something good.  It’s a 

lot for self-worth. It’s a lot for 

you. . . . But, being able to take 

those skills and do it for charity 

and to have these efforts go to 

this cause is really empowering 

for me.” (Annie, multi-year 

participant)

Need to Help 

Others

Supporting a charity can improve 

the lives and well-being of others

“For me, it’s more of fulfilling 

a responsibility. . . . You know, 

I feel like this is something that 
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I’ve needed to do for a number 

of years, and I feel good about 

doing it, but, it’s not something 

that I do to go brag about.  This 

is something I just feel like 

everyone has a responsibility to 

do these kinds of things.  This 

is how I make peace with 

myself on certain things.” 

(Mitch, multi-year participant)

Desire to Improve 

the Charity

Supporting the charity can push 

the organisation towards success

“For me, it’s more than doing 

something to make myself feel 

good.  It’s about getting out 

there and spreading the word 

about the Lance Armstrong 

Foundation . . . And however 

you’re fundraising, whether 

you’re asking for money or 

sponsorships or whatever, 

somehow you’re clueing them 

in to what’s going on, and 

you’re connecting them to this 

great Foundation . . . I feel 

really strongly about that.” 

(Eliza, multi-year participant)

Event Attachment Event takes on increased 

importance

“It’s something that’s a big part 

of my life.  You look toward the 

calendar, like when you were in 

college and you had dates like 

when you move out of the 

dorms, and when finals started, 

now it’s when the 

LIVESTRONG Challenge is.  

It’s on my calendar every year.  

I know what I’m doing the first 

weekend of October every year. 

Period.  End of story.  And I 

know what I need to do to get 

there the other eleven months 

out of the year.” (Annie, multi-

year participant)

Event Attachment Event takes on increased meaning “. . . for me it’s so personal, it 

becomes a philosophy you 

want to take on.  It was so 

important for me to do that 

ride the first year as a 

survivor. . . . Because it was 
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just that symbolic to me, what 

it stood for.  I mean, it just 

sort of becomes this thing 

you’re a part of.  Just 

everything about it, the name 

of it, being a part of it, your 

personal experience.” (Jill, 

multi-year participant)

Social X Charity The events are viewed as 

occasions to talk to other people 

about one’s connection to the 

charity and its cause

“For me personally, it’s been 

meeting other survivors and 

having that common bond.  It 

really helped me deal with it.  I 

really, before I rode in the first 

Ride for the Roses, I somewhat 

blocked out my cancer 

experience, you know, 

psychologically, I didn’t want to 

deal with it.  But participating 

really helped me kind of face it 

and deal with it. So, I guess it’s 

really helped me talk to other 

people about it. . . I think it’s a 

good thing, personally, to talk 

about it, and this event provides 

an outlet for this.” (Jack, multi-

year participant)

Physical X Charity The charitable component was 

also cited as a rationalization for 

some of the physical challenges 

that come with preparation and 

participation

“But the fact that it is a charity 

is significant, it’s a real 

motivator when you’re on the 

road and you’re struggling past 

your normal capabilities, you 

think about the people you 

know who have cancer or MS 

and what they have to put up 

with.  It makes the aches and 

pains and all that kind of stuff 

so trivial.  And that empowers 

you to go on.” (Lee, multi-year 

participant)

Study 1 uncovered a number of recreation and charity-based motives that 

reveal attraction to a charity sport event.  In addition, Study 1 provided initial insight 

into the contribution of motives to attachment to the event.  To expand upon this, 
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Study 2 represented a pilot study designed to test the motives uncovered within Study 

1, as well as determine each motive’s relative contribution to attachment to a charity 

sport event.

Study 2

To achieve the objectives of testing the motives and evaluating the 

contribution to attachment to a charity sport event, Study 2 involved the collection of 

quantitative data.  This data was utilised to facilitate confirmatory factor analysis 

(CFA), reliability analysis, and multiple regression analysis.  Confirmatory factor 

analysis uses theory as a basis to specify factors predicted to influence scores on 

measured variables (Conlon, 2003).  Reliability assesses the precision of values 

obtained in the process of measurement of constructs.  That is, a reliability coefficient 

represents the amount of measurement error present where a value of 1 is indicative of 

zero error (Hair, Black, Babin, Anderson, Tatham, 2006), and reliability analysis is 

recommended in instances of multiple items used to assess a construct.  

Regression analysis allows for the analysis of the variability of a dependant 

variable (e.g., Event Attachment) by examining information available on one or more 

independent variables (e.g., Intellectual, Social, Escape, Physical, Reciprocity, Self-

Esteem, Desire to Improve the Charity, and Need to Help Others motives) (e.g., 

Pedhazur, 1982).  The analyses involved more than one independent variable.  As a 

result, multiple regression analysis was employed taking into account the correlations 

between independent variables, and measuring the effect of each independent variable 

(Miles & Shevlin, 2001).  

Study 2: Participants

A questionnaire was completed online by a sample of registrants in the 2006 

LAF LIVESTRONG Challenge (N=186). The LIVESTRONG Challenge was selected 
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for Study 2 based on the same criteria highlighted within Study 1.  The sample of 

participants ranged in age from 18 to 70 with 58.1% between the ages of 25-44.  The 

sample consisted of 101 males and 85 females.  Twenty-eight percent had a monthly 

household income between US$3500-US$10000, 66% lived with a partner at home, 

51% had children, and 74% had obtained at least a Bachelor’s degree.

Study 2: Materials

Participants were given a questionnaire that included: (a) 12 Likert scale items 

using 7-point scales anchored with [1] “never true” to [7] “always true” to measure 

four recreation motives: Intellectual, Social, Competency, and Escape (Beard & 

Ragheb, 1983); (b) 12 Likert scale items using 7-point scales anchored with [1] 

strongly disagree to [7] strongly agree to measure four motives for charitable giving: 

Reciprocity, Self-Esteem, Desire to Improve the Charity, Need to Help Others 

(Dawson, 1988; Gladden et al., 2004);  6 Likert scale items using 7-point scales 

anchored with [1] strongly disagree to [7] strongly agree to measure Event 

Attachment, which is multi-dimensional comprised of knowledge of the event, event 

importance, and self-expression to reflect emotional, symbolic and functional 

meaning (Funk and James, 2006); (d) a battery of behaviour questions addressing 

prior event attendance, volunteer history, and charity donation history; and (e) gender, 

age, income, education level, and other demographic questions.  Details of the scale 

development for the items in place for the four recreation motives, four motives for 

charitable giving, and attachment are included next.  

To assess each of the four recreation motives, Beard and Ragheb’s (1983) 

items addressing reasons for engaging in recreation were employed.  Beard and 

Ragheb’s research utilised three items each to assess four motives: Intellectual, 

Social, Competency, and Escape.  While the Escape motive did not emerge from the 



75

focus groups, it was assessed quantitatively to determine if it did still contribute to 

attachment. For the purposes of this research, the Competency motive was renamed 

Physical to better reflect the physical demands inherent to charity sport events.  

To assess the four motives for charitable giving, items were adapted from the 

literature on individual giving to charity, as well as individual donations to university 

athletic departments.  Dawson (1988) employed four items to assess Reciprocity and 

Self-Esteem in the context of individual donations to medical research.  To measure 

Reciprocity, the items “The research activities of charities have improved the quality 

of life of people who are close to me,” “I feel indebted to certain charities for helping 

my family and friends in the past,” and “Certain charities have been responsible for 

improving the quality of life of people close to me” were used.  For each item, 

“charities” or “certain charities” were replaced with “the Lance Armstrong 

Foundation.”  In addition, since the activities of the Lance Armstrong Foundation go 

beyond research, reference to “research activities” was replaced with “activities.”  To 

address Self-Esteem, the items “Other people will think more highly of me if I donate 

time or money to charities,” “I have a good feeling after making a gift to charities,” 

and “People who are most respected by society are those who give to charitable 

organisations” were utilised.  In the case of the first and second items, “charities” was 

replaced with the Lance Armstrong Foundation.  

The items employed to assess Desire to Improve the Charity were developed 

using three items uncovered by Gladden and colleagues (2004) in examining college 

athletic donors as a starting point.  Supporting and improving the athletic program 

was revealed as a dimension and three sample items were advanced: “Promote strong 

athletic program,” “Provide financial support for the athletic program,” and “Maintain 

high level of success.”  These three items were deemed to reflect the success and 
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esteemed reputation of the charity highlighted within the focus groups.  “Maintain a 

high level of success” was changed to “support a quality charity,” “Promote strong 

athletic program” was adapted to “enhance the prestige of the charity,” while 

“Provide financial support for the athletic program” was changed to “push the 

organisation towards success.”  

Finally, three items were developed for Need to Help Others based upon the 

findings of Ritzenheim (2000) stating that individuals give to charity because of 

greater purpose in life sought through charitable support; consistency between the 

charity’s values and the individual’s values; and an inherent need to improve the lives 

of others.  Consequently, “Giving to the Lance Armstrong Foundation provides my 

life with greater purpose,” “I give to the Lance Armstrong Foundation because their 

goals are consistent with my values,” and “I give to the Lance Armstrong Foundation 

because I feel a need to help others” were employed.  

To measure Event Attachment, items were adapted from Funk and James’

(2006) assessment of attachment.  Funk and James employed a multi-dimensional 

approach to assess attachment comprised of knowledge of an object, importance of 

the object, and feelings towards the object to reflect emotional, symbolic, and 

functional meaning.  Two items were included to measure knowledge of the event, 

omitting “Compared to other objects (events), I consider myself an expert on this 

object (event)” as attachment to the event was not being assessed relative to other 

events.  Two items were utilised to evaluate importance of the event, with “Compared 

to other objects (events), this object (event) is very important to me” removed for the 

same reason.  Finally, feelings towards the event were not measured.  Instead, items 

used to assess Sign, or the self-expression and symbolism inherent to the event as 

revealed through the focus groups, were employed.  Two items were adapted from 
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Dimanche, Havitz and Howard’s (1991) five facet examination of involvement, which 

include Sign. A complete listing of the items used to measure each of the four 

recreation motives and motives for charitable giving, as well as Event Attachment can 

be found in Table 3.4.

Table 3.4

Individual Items to Measure Recreation Motives, Motives for Charitable Giving and 

Event Attachment in Study 2

Recreation Motives (Adapted from Beard & Ragheb, 1983)

ONE OF MY REASONS FOR ENGAGING IN THE LIVESTRONG CHALLENGE 

IS…

Intellectual 

to learn about myself

to expand my knowledge

to discover new things

Social 

to interact with others

to meet new and different people

to gain a feeling of belonging

Physical

to challenge my abilities

to improve my skill and ability in doing the activity

to keep in shape physically

Escape 

to relax mentally

to avoid the hustle and bustle of daily activities

to relieve stress and tension

Motives for Charitable Giving

Reciprocity (Adapted from Dawson, 1988)

The activities of the Lance Armstrong Foundation have improved the quality of life of 

people who are close to me

I feel indebted to the Lance Armstrong Foundation for helping my family and friends 

in the past

The Lance Armstrong Foundation has been responsible for improving the quality of 

life of people close to me

Self-Esteem (Adapted from Dawson, 1988)

Other people will think more highly of me if I donate time or money to the Lance 

Armstrong Foundation

I have a good feeling after making a gift to the Lance Armstrong Foundation

People who are most respected by society are those who give to charitable 

organisations
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Need to Help Others (Adapted from Ritzenheim, 2000)

Giving to the Lance Armstrong Foundation provides my life with greater purpose

I give to the Lance Armstrong Foundation because their goals are consistent with my 

values

I give to the Lance Armstrong Foundation because I feel a need to help others

Desire to Improve the Charity (Adapted from Gladden et al., 2004)

Giving to the Lance Armstrong Foundation allows me to support a quality charity

Giving to the Lance Armstrong Foundation allows me to enhance the prestige of the 

charity

Giving to the Lance Armstrong Foundation allows me to push the organisation 

towards success

Event Attachment (Adapted from Dimanche et al., 1991; Funk & James, 2006)

I possess a great deal of knowledge about the LIVESTRONG Challenge

If I were to list everything I know about the LIVESTRONG Challenge, the list would 

be quite long

The LIVESTRONG Challenge is important to me

Being a participant in the LIVESTRONG Challenge is very important to me

You can tell a lot about a person by whether or not he or she participates in the 

LIVESTRONG Challenge

Participating in the LIVESTRONG Challenge gives a glimpse of the type of person I 

am

Study 2: Procedures

A link to the online questionnaire was distributed to a sample of 750 event 

registrants via an e-mail sent by an LAF representative.  The link was not submitted to 

all registrants due to access restrictions put in place by the LAF.  The e-mail was sent 

10 days prior to the event in October 2006, and the questionnaire was made available 

until the day of the event.  Completing the questionnaire took approximately 10 

minutes.  A total of 186 completed questionnaires were deemed usable for a response 

rate of 24.6%.  An online questionnaire was deemed appropriate for data collection as 

registration for the 2006 LAF LIVESTRONG Challenge was also conducted online.  

All completed questionnaires were then entered into the Statistical Package for the 

Social Sciences (SPSS) 14.0 and Amos 6.0 (Arbuckle, 1994) for analysis. The sample 

size of the study (N=186) met the recommended number of 15 data points per 

predictor (x=8) needed for reliability and regression analysis (Stevens, 1992).
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Study 2: Data Analysis

Analysis of the data collected in Study 2 consisted of the following stages. 

First, descriptive statistics were calculated for each of the eight motives measured 

along with Event Attachment.  Second, reliability measures were calculated for each 

of these constructs.  Third, a confirmatory factor analysis (CFA) was conducted using 

the eight motives and Event Attachment.  Confirmatory factor analysis was utilised as 

a specific number of factors was predicted with specific items comprising these 

factors (Conlon, 2003).  Finally, regression analysis was conducted determining the 

overall contribution of all eight motives to Event Attachment.  Study 2 determined the 

contribution of recreation and charity-based motives to attachment to a charity sport 

event.  As a means towards replicating the design of Study 2, Study 3 examined the 

same motives within a separate sport event with a less pronounced charitable aspect.

Study 3

Study 3 replicated the design and compared the findings of Study 2 by 

providing further insight into the contribution of recreation and charity-based motives 

to attachment to a charity sport event.  The intent of this study was to determine if the

recreation motives made a stronger contribution to participant attachment than charity 

motives for an event in which only a portion of proceeds benefit a specified charity.  

To make this comparison, quantitative data were collected to again allow for CFA, 

reliability analysis, and multiple regression analysis.  

Study 3: Participants

An online questionnaire was completed by a sample of participants (N=672) in 

the 2007 3M Half Marathon and Relay in Austin, Texas.  This event represents a

recognised participatory sport event aligned with a charity, in which a portion of the 

event revenue benefits the Capital Area Food Bank of Texas.  The event was in its
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thirteenth year of existence.  Participants chose between a half marathon and a two-

person half marathon relay. Individual participants were required to pay a $40 

registration fee in advance, or $80 on race day, while relay team participants paid $80 

in advance, or $120 on race day.  The event attracted over 4,000 participants. The 

majority of participants registered via the internet (www.3mhalfmarathon.com).

Respondents included 383 females and 289 males ranging in age from 18-65 

with the majority (70%) between the ages of 25-44.  Thirty-seven percent had a 

monthly household income between US$3500 and US$10,000, 70% lived with a 

partner at home, 47% had children, and 86% had obtained at least a Bachelor’s 

degree.  Ninety-eight percent of the sample had previously participated in the event, 

with 47% of these multi-year participants in their second year of participation.

Study 3: Materials

Participants were given a multi-attribute questionnaire that included: (a) 12-

items to measure recreation motives of Escape, Physical, Social, Intellectual (Beard 

and Ragheb, 1983), (b) 12-items to measure motives for charitable giving: 

Reciprocity, Self-Esteem, Need to Help Others, Desire to Improve the Charity 

(Dawson, 1988; Gladden et al., 2004), and (c) six items to measure Event Attachment 

(Funk and James, 2006). The questionnaire also included a battery of demographic 

and behaviour questions.  As the objective of Study 3 was to replicate the design of

Study 2 in a separate context, the exact same items were employed to assess each 

construct.  References to the event were changed to reflect the 3M Half Marathon and 

Relay, while references to the benefiting charity were altered to reflect the Capital 

Area Food Bank of Texas.  A listing of each item in the context of the 3M Half 

Marathon and Relay is included in Table 3.5. 
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Table 3.5

Individual Items to Measure Recreation Motives, Motives for Charitable Giving and 

Event Attachment in Study 3

Recreation Motives (Adapted from Beard & Ragheb, 1983)

ONE OF MY REASONS FOR ENGAGING IN THE 3M Half Marathon and Relay 

IS…

Intellectual 

to learn about myself

to expand my knowledge

to discover new things

Social 

to interact with others

to meet new and different people

to gain a feeling of belonging 

Physical

to challenge my abilities

to improve my skill and ability in doing the activity

to keep in shape physically

Escape 

to relax mentally

to avoid the hustle and bustle of daily activities

to relieve stress and tension

Motives for Charitable Giving

Reciprocity (Adapted from Dawson, 1988)

The activities of the Capital Area Food Bank of Texas have improved the quality of 

life of people who are close to me

I feel indebted to the Capital Area Food Bank of Texas for helping my family and 

friends in the past

The Capital Area Food Bank of Texas has been responsible for improving the quality 

of life of people close to me

Self-Esteem (Adapted from Dawson, 1988)

Other people will think more highly of me if I donate time or money to the Capital 

Area Food Bank of Texas

I have a good feeling after making a gift to the Capital Area Food Bank of Texas

People who are most respected by society are those who give to charitable 

organisations

Need to Help Others (Adapted from Ritzenheim, 2000)

Giving to the Capital Area Food Bank of Texas provides my life with greater purpose

I give to the Capital Area Food Bank of Texas because their goals are consistent with 

my values

I give to the Capital Area Food Bank of Texas because I feel a need to help others

Desire to Improve the Charity (Adapted from Gladden et al., 2004)

Giving to the Capital Area Food Bank of Texas allows me to support a quality charity

Giving to the Capital Area Food Bank of Texas allows me to enhance the prestige of 
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the charity

Giving to the Capital Area Food Bank of Texas allows me to push the organisation 

towards success

Event Attachment (Adapted from Dimanche et al., 1991; Funk & James, 2006)

I possess a great deal of knowledge about the 3M Half Marathon and Relay

If I were to list everything I know about the 3M Half Marathon and Relay, the list 

would be quite long

The 3M Half Marathon and Relay is important to me

Being a participant in the 3M Half Marathon and Relay is very important to me

You can tell a lot about a person by whether or not he or she participates in the 3M 

Half Marathon and Relay

Participating in the 3M Half Marathon and Relay gives a glimpse of the type of 

person I am

Study 3: Procedures

The questionnaire was administered online one week following the event.  

Participants were sent an e-mail with a link to the questionnaire.  The e-mail was sent

to 3,500 participants, with 672 usable questionnaires returned for a response rate of 

19.2%.  The questionnaire was available to participants for two weeks following the 

initial e-mail.  An online questionnaire was deemed suitable for data collection as 

registration for the 2007 3M Half Marathon and Relay was also conducted online.  All 

completed questionnaires were then entered into the Statistical Package for the Social 

Sciences (SPSS) 14.0 and Amos 6.0 (Arbuckle, 1994) for analysis. The sample size of 

the study (N=672) met the recommended number of 15 data points per predictor (x=8) 

needed for multiple regression analysis (Stevens, 1992).

Study 3: Data Analysis

Analysis of the data collected in Study 3 consisted of the following stages. 

First, descriptive statistics were calculated for each of the eight motives measured 

along with Event Attachment.  Second, reliability measures were calculated for each 

of these constructs.  Next, CFA was conducted using the eight motives and Event 

Attachment.  Finally, regression analysis was conducted determining the overall 
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contribution of all eight motives to Event Attachment.  After examining the 

contribution of motives to attachment to a charity sport event, Study 4 further 

explored attachment to uncover additional components of meaning that constitute 

attachment.  

Study 4

Study 4 was designed to build upon the findings of Study 1 and 2 through a 

further exploration of participant attachment to a charity sport event beyond the 

motivational contribution.  Specifically, Study 4 uncovered the values that contribute 

to attachment in the charity sport event context.  To explore this, qualitative research 

was conducted consisting of 32 semi-structured interviews with participants in a 

charity sport event.  Qualitative research was employed as it places an emphasis on 

processes and meaning, and allows researchers to explore how experiences are given 

salience (Denzin & Lincoln, 1994).  Therefore, semi-structured interviews were 

deemed suitable as the objective was to uncover meaning and delve into the values 

that underlie attachment.  The interviews concentrated on participant experiences and 

perceptions of the event, as well as individual’s knowledge of and connection with the 

charitable cause.  Interviews were utilised as it was expected that event experiences 

and relationships with the charity would vary across participants (Veal, 2006).  

Furthermore, less structured interviewing facilitates researchers’ understanding, rather 

than explaining, complex human behaviour (Fontana & Frey, 1994).  

Study 4: Participants

Thirty-two semi-structured interviews were conducted with participants in the 

Lance Armstrong Foundation’s (LAF) 2006 LIVESTRONG Challenge in Austin, 

Texas on the day of the event at the event and post-event party.  The interview data 

consisted of 32 participants with 13 in their first year of participation, and 19 
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indicating they had previously participated in LAF events.  Interviewees were 

approached randomly with an effort to alternate between male and female 

participants.  Sixteen males and 16 females were interviewed, with one individual of 

Hispanic ethnicity and 31 White participants.  Twenty-nine of the interviewees 

resided within the United States with one Canadian resident, one participant from 

England, and one participant from Puerto Rico.  Finally, 10 interviewees were cancer 

survivors themselves, while the remaining 22 had not had cancer.  

Study 4: Materials

A list of possible questions for each interview was drafted to serve as a guide, 

and this guide is included in Appendix B.  The list of questions was structured to elicit 

participants’ knowledge of, and relationship with, the charitable cause, as well as their 

assessment of the event and overall event experience. The guide was used with each 

interview, but questions were asked in such a way as to follow from the responses 

provided by the individual interviewees (Seidman, 1998).  The dynamics of each 

interview were managed as “mundane interaction,” and as such, the interviewer asked 

questions then followed up on various issues raised by the interviewee (Rapley, 2004, 

p. 25).  

Study 4: Procedures

The interviews were held in October 2006 and each interview was conducted 

by a single researcher.  Each interview was conducted at the event, after the 

interviewees had completed the event.  Interviews were held either near the finish line 

following completion, or at the post-event party held on the event grounds.  The 

interviewer was onsite at the event from 8:00AM until 6:00PM, and the informal 

atmosphere of the post-event party facilitated approaching a large number of 

participants.  After 32 interviews, the researcher felt that the data had reached a 
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saturation point, or qualitative information isomorph, in which there was an emerging 

redundancy within the collected data (Jennings, 2001).  Participants were approached 

by the researcher and asked if they would like to answer a few questions regarding the 

event as part of a research project, then if they had participated in the event in the 

past.  Potential interviewees were asked for permission to audio record the interview.  

With each interviewee’s permission, all interviews were audio recorded.  Of the 33 

participants approached for interview, one indicated that they did not want to be audio 

recorded and as a result, the interview was not conducted.  

Each interview lasted an average of 10-12 minutes in length, and began with a 

series of introductory questions to establish rapport (Fontana & Frey, 1994) with a 

focus on formality rather than familiarity (Seidman, 1998).  Rapport was greatly 

enhanced by the overall meaning and emotion associated with completing the event.  

While the post-ride party allows for friends, family, spectators and volunteers to 

attend, only active event participants were approached and interviewed.  Effort was 

made to include both first-year and multi-year participants as interviewees.  The PCM 

suggests that attachment is not temporal and the event could hold importance for an 

individual in their first year of participation.  The relatively quick emergence of this 

meaning could result from a close connection with the charitable cause.  For instance, 

an individual recently diagnosed with cancer could demonstrate attachment to the 

event in their first year of participation.

Each interview was transcribed, creating a total of 14,904 words of data.  The 

interview transcriptions were coded once again using a mid-range scheme (Denis et 

al., 2001). This allowed themes to emerge both inductively from the interview data as 

well as deductively using values and attachment within the PCM framework as a 

guiding premise.  The transcriptions were analysed in two phases.  First, three 
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investigators, each of whom were academics, and were blind to the purposes of the 

study, reviewed the transcriptions for themes related to attachment.  Second, the 

researcher then condensed the themes identified by the investigators.  Once the 

themes were condensed, the researcher then compared the themes identified with the 

values highlighted in the literature (e.g., Kahle et al., 1986; Kahle & Kennedy, 1989) 

as a means to establish each theme as a value.  Finally, the data was once again 

examined looking for evidence of interaction among these themes.

Study 4: Data Analysis

Each investigator was given a copy of the transcriptions along with the 

instruction to look for themes reflecting attachment to the event, with no specific 

instructions or definitions of what constituted attachment.  The investigators did not 

discuss the transcriptions nor collaborate with each other during analysis.  The intent 

of this investigator triangulation was to decrease the potential of bias in analysis 

(Denzin, 1978).  The three investigators identified four, seven, and five codes 

respectively. In addition to identifying codes, each investigator included a list of sub-

codes, which they felt comprised some of the larger codes.  The codes and sub-codes 

identified during investigator triangulation are listed in Table 3.6.

Table 3.6

Matrix Display of Codes and Sub-codes Identified Through Investigator 

Triangulation within Study 4

Investigator 1 Investigator 2 Investigator 3

Community

• Social

• Sense of belonging

• Like-minded 

individuals

• Support

Supporting a Worthy 

Cause

• Supporting those 

who have battled 

cancer, who have 

lost the battle, or 

those who are 

Doing 

Something/Identification 

with the Cause

• Supporting cancer 

research/survivors
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fighting it

Sense of Achievement

• Personal

• Making a 

difference

• Inspiration

Personal Accomplishment

• Overcoming cancer

• Proving that this is 

something they can 

achieve

Identification with the 

event for sporting aspect

Meaningful Participation

• Attachment to 

format rather than 

cause

Remembering and 

supporting loved ones 

who have suffered or are 

suffering from cancer

Identification with the 

LAF

Physical

• Health, fitness, 

physical challenge

Being a part of something 

bigger than themselves

• A greater goal

Sense of Belonging

Sense of solidarity

• Part of a larger 

group trying to find 

a solution

Obligation to others

Being an example to 

others

• Being a cancer 

survivor

Friendship plus sharing a

common cause

Next, the researcher reviewed the various codes, and sub-codes, looking for 

overlap and similarities.  For example, the second investigator highlighted friendship 

and sense of solidarity as discrete codes.  The researcher identified this as overlap and

condensed this into sense of solidarity, with friendship as a sub-code.  Also, the third 

investigator cited supporting cancer research and identification with the cause as 

distinct codes.  These listings were merged into the code of identification with the 

cause. Finally, four codes per investigator were identified. These condensed codes and 

sub-codes are listed in Table 3.7.  
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Table 3.7

Matrix Display of Condensed Codes and Sub-codes Identified Through Investigator 

Triangulation within Study 4

Investigator 1 Investigator 2 Investigator 3

Community

• Social

• Sense of belonging

• Like-minded 

individuals

• Support

Supporting a Worthy Cause

• Supporting those who 

have battled cancer, 

who have lost the 

battle, or those who are 

fighting it

Identification with 

the cause

• Identification 

with the 

LAF

• Supporting 

cancer 

research/surv

ivors

Sense of Achievement

• Personal

• Making a difference

• Inspiration

Personal Accomplishment

• Overcoming cancer

• Proving that this is 

something they can 

achieve

• Being an example to 

others

Identification with 

the event for 

sporting aspect

Meaningful Participation

• Attachment to format 

rather than cause

Being a part of something 

bigger than themselves

• A greater goal

• Remembering and 

supporting loved ones 

who have cancer

Sense of belonging

Physical

• Health, fitness, 

physical challenge

Sense of solidarity

• Part of a larger group 

trying to find a solution

• Friendship plus sharing 

a common cause

Obligation to 

others

Next, in an effort to again condense, then combine themes as and where 

appropriate, the researcher looked for commonalities among the four codes identified 

by each investigator.  Community, sense of solidarity, being a part of something 

bigger than themselves, and sense of belonging were combined to form: Camaraderie.  

The codes of meaningful participation, the event has special meaning, obligation to 

others, and identification with the cause informed the theme: Cause.  Finally, 
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physicality, sense of achievement, and identification with the event for the sporting 

aspect were condensed into: Competency.

One remaining code, personal accomplishment, included sub-codes that 

related to both Cause (e.g., being inspired by those who have cancer, being an 

example to others) and Competency (e.g., proving that this is something they can 

achieve).  As a result, the sub-codes were categorised across Cause and Competency, 

with being inspired by those who have cancer and being an example to others getting 

classified under Cause, while proving that this is something they can achieve was 

grouped under Competency. 

In each step, the process of condensing the codes identified by the 

investigators involved the delineation of codes into major groupings to collectively 

account for all codes and sub-codes.  This is similar to the classification of incidents 

conducted by Bitner, Booms and Tetrault (1990) as they inductively created major 

categories that could include all incidents within their data. Ultimately, three main 

themes of Camaraderie, Cause, and Competency were identified. Once these themes 

were identified, the researcher then reviewed the values literature to examine 

similarities and overlaps between the themes and values.  Camaraderie was identified 

as a value related to the established values of warm relationships with others, sense of 

belonging, and fun and enjoyment in life. Cause was identified as a value related to 

the established values of self-fulfilment and being well-respected. Competency was 

identified as a value related to the established value of sense of accomplishment.  

Finally, the researcher then reviewed the transcriptions looking for evidence of 

interaction among both the values on their own, as well as with the motives 

highlighted within Study 1.  
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In the Results chapter, these themes and interactions are presented narratively

through direct quotations.  This narrative approach captures the meaning and 

complexity inherent to Event Attachment and the values uncovered by portraying the 

actual words of the interviewees (e.g., Rubin & Rubin, 2005). For a listing of each 

theme, with corresponding sub-themes and representative quotes, please refer to Table 

3.8.  

Table 3.8

Matrix Display of Themes, Sub-themes and Representative Data for Study 4

Themes Sub-themes Representative Quotes

1. Camaraderie a) Solidarity and Belonging “I think the most important thing is the 

Socialization and camaraderie, whether 

you’re out here because you wanted to ride 

40, 70, 100 miles, whether you’re out here 

because you’re a fundraiser, or you’re just a 

spectator cheering someone on, or if you 

have no ties at all.  I think the most 

important part is the camaraderie tying 

everyone together.  Everyone can benefit 

from it, learn, and grow.” (Amanda, multi-

year participant)

b) Being a part of something 

bigger than themselves

“The thing that sticks out the most is the act 

of being a part of something bigger than 

yourself, and taking that first step towards 

doing something big.  That’s the biggest 

part for me.” (Matt, multi-year participant)

c) Friendship “It’s the friendship factor, the people you 

meet, the friends I’ve got around the world 

now, just through coming here and meeting 

people….There’s just that connection.” 

(Isaac, multi-year participant)

2. Cause a) Making a Difference “Hopefully riding a silly bike for a certain 

amount of time will help make a 

difference.” (Adam, multi-year participant)

b) Finding Inspiration “just seeing people that have survived 

chemotherapy and had such a rough time 

with it.  It’s just inspiration” (Kendra, multi-

year participant)

c) Inspiring Others “I have two things that are important to me.  

The first one is just to prove to myself that I 
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can do it as a survivor and a person with 

only one leg.  The second thing that’s very 

important to me is to encourage other 

people who are going through what I’ve 

already been through and let them know 

that there’s a light at the other side of the 

tunnel.” (Jenna, multi-year participant)

3. Competency a) Health and Fitness “I do it obviously for the physical benefits 

and health.” (Amanda, multi-year 

participant)

b) Physical Challenge “Personally, I was trying to do this physical 

challenge.  That was the most important 

physical thing for me.” (Heidi, first-year 

participant)   

c) Activity “Cycling is a big part of my life so I think 

it’s easier for me to connect with the event 

because of that.” (Jack, multi-year 

participant)   

4. Interaction 

among Values

a) Competency X Cause “A lot of people probably wouldn’t do it 

[the event] if they were just looking to 

exercise.  So for us, it’s something to do to 

add meaning to the activity.” (Jeffrey, first-

year participant)  

b) Camaraderie X Cause “I think it has to be kind of like the 

collective, everybody is doing it together, 

everybody is trying to make a difference.  

So small efforts by everyone make a big 

difference on the whole.” (Jeffrey, first-year 

participant)

c) Camaraderie X Competency “Actually, there’s been so many 

runs and walks for cancer, but I 

think what it is, is loving getting 

on a bike myself.  More and more 

people are getting on bikes, road 

bikes, any type of bike, I think, 

because of this.” (Amelia, multi-

year participant)

5. Interaction 

among Values 

and Motives

a) Values X Recreation Motives “If you get a bunch of people 

together for dinner to sit down 

and chat, you know, that’s good 

that they are all together, but, you 

get them all together doing a 

physical activity, the combination 

of the two makes everyone feel 

closer to each other,” (Dan, multi-

year participant)

b) Values X Charity Motives “It was just a great sense of 

almost relief that I finished…. 
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Just to be able to do it and to 

finish and say that I helped 

someone who might go through it 

at a later date.”  (Jessica, first-

year participant)

Study 4 uncovered the values that underscore attachment to a charity sport 

event.  With these findings in mind, Study 5 replicated the design of Study 2 and 

Study 3, while incorporating the findings of Study 4.  Study 5 was designed to further 

examine values and investigate the contribution of both values and motives to 

attachment to a charity sport event.

Study 5

To achieve the objectives of further examining values, while evaluating the 

relative contribution of values and motives to attachment to a charity sport event, 

Study 5 involved the collection of quantitative data using items developed for the 

values uncovered in Study 4, along with the items employed within Study 2 and Study 

3.  The overall goal was to develop items that could provide a more holistic 

assessment of Event Attachment within the charity sport event context.  To achieve 

this goal, quantitative data were utilised to facilitate reliability analysis, followed by a 

series of confirmatory factor analyses, then a three-step test of mediation, then 

multiple regression, and finally hierarchical linear regression.  

Factor analysis is conducted as a means to determine the fundamental 

structure of the different variables in an analysis (Hair et al., 2006).  Utilising 

confirmatory factor analysis allowed for the development of a measurement model in 

which specific factors were predicted to influence scores on different measured 

variables (Conlon, 2003).  The findings of Study 4 informed preconceived thoughts 

on the structure of the data, thus confirmatory factor analysis was required (Hair et al., 
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2006).  After assessing the overall fit of the model through absolute fit measures, 

incremental fit measures, and parsimonious fit measures (Conlon, 2003), hierarchical 

regression was conducted to evaluate multiple exposure, or interaction, among the 

values and motives (Witte & Greenland, 1996).

Study 5: Participants

A questionnaire was completed online by a sample of participants in the 2007 

LAF LIVESTRONG Challenge in Austin, Texas (N=568). The 2007 LAF 

LIVESTRONG Challenge in Austin, Texas was one of three LIVESTRONG 

Challenge events organised by the LAF that year.  In its second year in the Challenge 

format, the LIVESTRONG Challenge had become the LAF’s signature fundraising 

event.  Once again, participants could choose among a 5K walk or run, a 10K run, a 

10-, 40-, 70-, or a 100-mile cycling ride.  Walk and run participants were required to 

pay a $50 registration fee, while ride participants were required to pay the $50 

registration fee as well as a $250 fundraising minimum.  Again the organisation has 

indicated that the audience for this event was predominantly white (80%), affluent, 

and between the ages of 30-50.  The 2007 event was comprised of 60% males and 

40% females

The 2007 LIVESTRONG Challenge was selected for Study 5 based on the 

same criteria highlighted within Study 1.  The sample of participants ranged in age 

from 18 to 70 with 46.3% between the ages of 40-64.  Thirty-five percent had 

obtained at least a Bachelor’s Degree, and 74.6% selected White as their ethnicity.  In 

addition, 31.5% of respondents indicated that they had participated in the 2006 

LIVESTRONG Challenge, and 13.2% indicated that they were a cancer survivor.   
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Study 5: Materials

Participants were administered an online questionnaire that included: (a) eight 

Likert scale items using 7-point scales anchored with [1] never true to [7] always true 

to measure four recreation motives: Intellectual, Social, Physical, and Escape (Beard 

& Ragheb, 1983); (b) seven Likert scale items using 7-point scales anchored with [1] 

strongly disagree to [7] strongly agree to measure four motives for charitable giving: 

Reciprocity, Self-Esteem, Desire to Improve the Charity, Need to Help Others 

(Dawson, 1988; Gladden et al., 2004);  (c) six Likert scale items using 7-point scales 

anchored with [1] strongly disagree to [7] strongly agree to measure Event 

Attachment (Funk and James, 2006); (d) three Likert scale items using 7-point scales 

anchored with [1] strongly disagree to [7] strongly agree to measure Camaraderie; (e) 

three Likert scale items using 7-point scales anchored with [1] strongly disagree to [7] 

strongly agree to measure Cause; and (f) three Likert scale items using 7-point scales 

anchored with [1] strongly disagree to [7] strongly agree to measure Competency.  

These 30 items were added to an existing survey administered by the LAF to assess 

event satisfaction, behaviour, and activity within the cancer community.  A small 

selection of demographic questions was also included on the questionnaire by the 

LAF.  This did not include Gender.  Details regarding scale development for the 30 

items are included below.

The LAF placed restrictions on the number of items that could be included on 

the survey due to its existing length.  As a result of these restrictions, the researcher 

was limited to two items for each of the eight motives to go with the six items used to 

assess Event Attachment and nine items developed to assess the three values 

uncovered within Study 4.  Item reduction was informed by both theoretical and 

statistical evidence and consisted of two steps.  First, the data from Study 1 were 
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reviewed to determine if specific items were not reflected within the focus groups. 

This resulted in one item dropped per motive.  Second, two CFAs were conducted 

with the data from Study 2 and Study 3, respectively, to garner statistical support for 

dropping these specific items.

With regard to the Intellectual motive, the item, “to learn about myself” was 

removed as focus group participants in Study 1 highlighted gaining knowledge 

concerning the charity and event, rather than learning about oneself.  “To gain a 

feeling of belonging” was removed for the Social motive as meeting new people and 

interacting with others came out of the focus group discussions, while a more intimate 

sense of belonging was not as apparent.  The item “to challenge my abilities” was 

removed from the Competency motive because the focus group participants 

emphasised keeping in shape and skill enhancement.  Finally, Beard and Ragheb’s 

(1983) item “to relax mentally” was not included as the researcher felt this 

contradicted the mental exploration highlighted within the Intellectual motive.

With regard to Reciprocity, the item “I feel indebted to the Lance Armstrong 

Foundation for helping my family and friends in the past” was removed as it was not a 

given that the LAF had helped a participant’s loved ones.  The item, “I have a good 

feeling after making a gift to the Lance Armstrong Foundation” was dropped because 

the item lacked specifics tying the positive feeling to enhanced self-esteem or self-

worth.  For Desire to Improve the Charity, “Giving to the Lance Armstrong 

Foundation allows me to support a quality charity” was removed because the focus 

group participants highlighted the sense of personal responsibility they felt regarding 

the recent success of the LAF.  Finally, with regard to Need to Help Others, “Giving 

to the Lance Armstrong Foundation provides my life with greater purpose” was 
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removed as focus group participants concentrated on their obligation to others, rather 

than broader benefits.  

Upon removing these items, two separate CFAs were conducted.  The CFA 

utilising the data from the 2006 LAF LIVESTRONG Challenge fully supported the 

removal of these items as all remaining items demonstrated factor loadings above the 

.707 benchmark and squared multiple correlations above the .50 benchmark.  In 

addition, six fit indices reflected adequate fit (x² = 120.50/df = 56; RMSEA = .08; 

SRMR = .04; GFI = .91; NFI = .93; and CFI = .96) (e.g., Kline, 1998). The CFA 

utilising the data from the 2007 3M Half Marathon and Relay provided support for the 

removal of these items with two factor loadings below the .707 benchmark: Self-

Esteem1, r = .62 and Self-Esteem3, r = .57.  The squared multiple correlations for 

each of these two items did not exceed the .50 benchmark (e.g., Bagozzi & Yi, 1998), 

while all other items did exceed this benchmark.  This model also revealed adequate 

fit (x² = 268.40/df = 56; RMSEA = .07; SRMR = .04; GFI = .94; NFI = .93; and CFI 

= .95) (e.g., Kline, 1998).  As a result, these 16 items were deemed worthy and were 

applied to the questionnaire employed in Study 5.  However, a clerical error with the 

LAF resulted in one of the two items to assess Need to Help Others, “I give to the 

Lance Armstrong Foundation because their goals are consistent with my values” 

being omitted from the instrument, resulting in Need to Help Others being assessed as 

a single-item construct.

The nine items developed to assess Camaraderie, Cause and Competency had 

not yet been tested empirically.  To develop these items, steps suggested by Churchill 

(1979) were followed.  First, the domain of each construct was specified through 

definitions derived from the qualitative data within Study 4, using the sub-themes 

uncovered as a basis.  Second, sample items were generated.  Due to the 
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aforementioned restrictions in place regarding the number of items, the researcher 

generated three items per construct.  Upon developing three items per construct based 

on the definitions, the items developed were given to two academics for editing, 

before further refinement.  One of the academics is an expert in sport consumer 

behaviour, while the other is an expert in strategic management.  In editing the items, 

the two academics were provided the definitions for each construct, along with 

sample quotations for each construct, and were instructed to review the items for 

consistency with these definitions and quotations.  Finally, the measure was purified 

through the data analysis techniques employed within Study 5, including calculating 

reliability coefficients, conducting factor analysis, and assessing validity.  A list of the 

definitions and items developed for Camaraderie, Cause, and Competency is included 

in Table 3.9.  A complete list of the items used to address each construct examined in

Study 5 then follows in Table 3.10.

Table 3.9

Themes, Definitions, and Items Developed for Values Assessed within Study 5

Theme Definition Item

Camaraderie The sense of solidarity and 

belonging described by the 

participants.  Individuals 

revealed that by 

participating, they felt they 

were being a part of 

something bigger than 

themselves and were 

contributing to a large 

group trying to find a 

solution.  The participants 

revealed that they enjoyed 

being surrounded by like-

minded individuals and 

felt that there was a 

friendship along with 

sharing a common cause 

with their fellow 

Participating in the 

LIVESTRONG Challenge 

allows me to develop 

warm relationships with 

others

Participating in the 

LIVESTRONG Challenge 

provides me with a sense 

of belonging

I feel solidarity towards 

the other participants in 

the LIVESTRONG

Challenge
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participants.

Cause The event represents a way 

to make a difference in the 

world by raising awareness 

and supporting a worthy 

cause.  In addition, the 

event allowed participants 

to find inspiration as well 

as inspire others.

Participating in the 

LIVESTRONG Challenge 

provides me with a sense 

of self-fulfilment

Participants in the 

LIVESTRONG Challenge 

are well-respected by 

others as a result of their 

participation

Participating in the 

LIVESTRONG Challenge 

is inspiring

Competency Participants who 

highlighted the health and 

fitness aspects of the 

event.  Participating in the 

event, and the training the 

event required, was 

viewed as a physical 

challenge that was 

enjoyable and contributed 

to participant attachment.  

Individuals felt a 

connection to the physical 

activity, and participating 

in the event allowed them 

to take part in this activity.

Participating in the 

LIVESTRONG Challenge 

is a physical challenge for 

me

Participating in the 

LIVESTRONG Challenge 

is exciting

Participating in the 

LIVESTRONG Challenge 

provides my life with fun 

and enjoyment

Table 3.10

Individual Items to Measure Recreation Motives, Motives for Charitable Giving, 

Event Attachment, Cause, Camaraderie, and Competency in Study 5

Recreation Motives (Adapted from Beard & Ragheb, 1983)

ONE OF MY REASONS FOR ENGAGING IN THE LIVESTRONG CHALLENGE 

IS…

Intellectual 

to expand my knowledge

to discover new things

Social 

to interact with others

to meet new and different people

Physical 

to improve my skill and ability in doing the activity
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to keep in shape physically

Escape 

to avoid the hustle and bustle of daily activities

to relieve stress and tension

Motives for Charitable Giving

Reciprocity (Adapted from Dawson, 1988)

The activities of the Lance Armstrong Foundation have improved the quality of life of 

people who are close to me

The Lance Armstrong Foundation has been responsible for improving the quality of 

life of people close to me

Self-Esteem (Adapted from Dawson, 1988)

Other people will think more highly of me if I donate time or money to the Lance 

Armstrong Foundation

People who are most respected by society are those who give to charitable 

organisations

Need to Help Others (Adapted from Ritzenheim, 2000)

I give to the Lance Armstrong Foundation because I feel a need to help others

Desire to Improve the Charity (Adapted from Gladden et al., 2004)

Giving to the Lance Armstrong Foundation allows me to enhance the prestige of the 

charity

Giving to the Lance Armstrong Foundation allows me to push the organisation 

towards success

Event Attachment (Adapted from Dimanche et al., 1991; Funk & James, 2006)

I possess a great deal of knowledge about the LIVESTRONG Challenge

If I were to list everything I know about the LIVESTRONG Challenge, the list would 

be quite long

The LIVESTRONG Challenge is important to me

Being a participant in the LIVESTRONG Challenge is very important to me

You can tell a lot about a person by whether or not he or she participates in the 

LIVESTRONG Challenge

Participating in the LIVESTRONG Challenge gives a glimpse of the type of person I 

am

Camaraderie

Participating in the LIVESTRONG Challenge allows me to develop warm 

relationships with others

Participating in the LIVESTRONG Challenge provides me with a sense of belonging

I feel solidarity towards the other participants in the LIVESTRONG Challenge

Cause

Participating in the LIVESTRONG Challenge provides me with a sense of self-

fulfilment

Participants in the LIVESTRONG Challenge are well-respected by others as a result 

of their participation

Participating in the LIVESTRONG Challenge is inspiring

Competency

Participating in the LIVESTRONG Challenge is a physical challenge for me

Participating in the LIVESTRONG Challenge is exciting
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Participating in the LIVESTRONG Challenge provides my life with fun and 

enjoyment

Study 5: Procedures

An e-mail including a link to the online questionnaire was submitted to 4,000 

registered participants by an LAF representative.  The e-mail was sent one day after 

the event in October 2007, and the questionnaire was made available for 12 days 

following the event.  The questionnaire took approximately 20 minutes to complete.  

A total 568 completed questionnaires were deemed usable for a response rate of 

14.2%.  An online questionnaire was again considered suitable for data collection as 

registration for the 2007 LAF LIVESTRONG Challenge was conducted online.  All 

usable, completed questionnaires were then entered into the Statistical Package for the 

Social Sciences (SPSS) 14.0 and Amos 6.0 (Arbuckle, 1994) for analysis.

Study 5: Analysis

Data analysis for Study 5 consisted of the following phases.  First, after 

uploading the data file into SPSS, descriptive statistics and reliability measures were 

calculated for Camaraderie, Cause, Competency; a composite score of these three 

constructs: Values; the four recreation motives; four motives for charitable giving; 

and Event Attachment.  Third, a series of confirmatory factor analysis (CFA) using 

Amos 6.0 (Arbuckle, 1994) was conducted to evaluate the fit for the psychometric 

properties of the values.  Fourth, a CFA was conducted to evaluate the fit for the 

psychometric properties of the values and motives, along with Event Attachment.  All 

confirmatory factor analyses were conducted on the same data set.  The data set was 

split, but no differences were found to report.  Next, multiple regression and 

hierarchical regression analysis was conducted to determine the relationship among 

motives and Event Attachment, Event Attachment and the values, as well as values 
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relative contribution to Event Attachment along with the motives.  Finally, a one-way 

between groups analysis of variance (ANOVA) was conducted to determine if 

variance existed for the values and Event Attachment across different sub-groups 

within the sample.

Summary

In summary, data collection for this research consisted of five separate studies.  

Study 1 utilised qualitative data in the form of four focus groups with charity sport 

event participants and registrants to uncover the motives driving event participation, 

as well as examine the motives’ influence on meaning held for the event.  Study 2 

then employed quantitative data to test the motives uncovered in Study 1, while 

determining their relative contribution to Event Attachment.  Study 3 replicated the 

design of Study 2 in a separate sport event context.  The purpose of this replication 

was to not only further test the items, but to also examine whether the relative 

contribution of the different motives varied across distinct contexts.  Next, Study 4 

examined attachment beyond the motivational perspective.  To accomplish this, Study 

4 applied qualitative methods in the form of semi-structured interviews with event 

participants at the charity sport event as a means towards further exploration of 

attachment, and the values that contribute.  Finally, Study 5 replicated the design of 

Study 2 and 3 and compared findings.  This study made use of quantitative data to 

develop and test measures that would capture the multi-dimensionality of attachment, 

then collectively assess the influence of values and motives on attachment.  

The Participants, Materials, Procedures, and Data Analysis employed within 

each study have been detailed within this chapter.  Next, all results from each study 

are provided in the following chapter.  The qualitative results are presented 

narratively, while the quantitative results are presented in tabular form with narrative 
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explanation describing the results and highlighting key findings.  After a presentation 

of results, a discussion of findings, theoretical implications, managerial implications, 

limitations and directions for future research follows.  
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CHAPTER 4.RESULTS

This chapter presents the overall results for this research.  Results for each 

respective study are presented separately.  Results for Study 1 are presented 

narratively employing quotations revealing three recreation motives, four charity 

motives, and attachment to the event, as well as the motives’ contribution to 

attachment.  Results for Study 2 and Study 3 are presented separately in the following

three stages.  First, a confirmatory factor analysis (CFA) employing all eight motives 

and Event Attachment is highlighted.  Second, descriptive statistics, correlations and 

reliability measures for all constructs are revealed.  Third, results of multiple linear 

regression are shown. 

Next, the results of Study 4 are presented similarly to Study 1, using 

quotations to demonstrate the three values and interactions uncovered.  Finally, Study 

5 results are presented in the following stages.  First, descriptive statistics, 

correlations and reliability measures are detailed for individual attachment values of: 

Camaraderie, Cause, Competency; a composite score for these attachment values: 

Values; recreation motives; motives for charitable giving; and Event Attachment.  

Second, a series of confirmatory factor analyses are detailed.  Next, the results of a 

hierarchical regression analysis are highlighted.  Finally, results from a one-way 

between groups analysis of variance (ANOVA) are conveyed.  An overall summary 

of results concludes the chapter.

Study 1

Study 1 utilised qualitative data to address the first research question and 

hypothesis.  Specifically, Study 1 provided evidence of motives respondents discussed 

which accounted for their attraction to a charity sport event to determine if attraction 

is composed of recreation motives and motives for charitable giving.  In addition, 



104

Study 1 explored the role of recreation and charity motives in the development of 

attachment to a charity sport event.  The results from Study 1 are categorised into 

three sections reflecting recreation motives uncovered; motives for charitable giving 

uncovered; and motives and event attachment.  Pseudonyms are used in place of 

participants’ names to introduce quotations.  For additional demographic and 

background information relating to each individual quoted, please refer to Table 4.1.  

Table 4.1

Demographic, Background Information, and Pseudonyms for Individuals quoted in 

Focus Groups (N=16)

Pseudonym Focus 

Group

Years 

Participated

Cancer 

Survivor

Gender Age 

Bracket

Frank 3 5 Yes Male 55-59

Eliza 3 2 No Female 35-39

Sam 3 2 No Male 35-39

Annie 4 2 No Female 18-24

Beatrice 4 1 Yes Female 40-44

Mitch 4 2 No Male 45-49

Keith 1 1 Yes Male 35-39

Amanda 2 2 Yes Female 30-34

Carl 3 1 No Male 35-39

Leslie 3 7 No Female 40-44

Fritz 1 5 Yes Male 55-59

Jack 3 5 Yes Male 50-54

Lee 4 5 No Male 50-54

Sarah 1 1 Yes Female 40-44

Jill 4 2 Yes Female 25-29

Jessica 4 1 Yes Female 60-64

Recreation Motives Uncovered

The focus groups uncovered three recreation-based motives.  Results 

demonstrate that motives related to learning and intellectual stimulation, socialisation, 

and physical activity and health, drive event participation.  With regard to intellectual 

stimulation, participants viewed the events as a means for the LAF to communicate its 

mission and activities.  Individuals made mention of the materials the LAF presents 
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during the weekend, and the information that is made available to cancer survivors.  

For example, Frank discussed how the opportunity to obtain this information drew 

him to the event and how geographic expansion of the events allowed the organisation 

to further spread its message.  He stated that:

Events such as these allow you to meet others, share stories, and gather 

more information about survivorship . . . . That’s the one thing the 

LAF keeps working on is trying to get out the information, trying to 

get out the information for people to get the information. And by 

spreading the LIVESTRONG Challenge out across the country, they 

are trying to get that focus more open . . . . The LAF continues to work 

to spread their mission.

It is worth noting that not all participants believed that the information about 

the charity available at the event served as a draw for participants.  Eliza suggested, “I 

think if you chose to ignore it, it would be very easy to ignore and just hang out at the 

party.”  This implies that while the opportunity to learn more about the charity does 

resonate among participants, it is important that charitable organisations ensure the 

information is visible and accessible to fully leverage the event’s opportunities for

intellectual stimulation and mental exploration. 

The social component of the event was an additional emergent theme cited 

amongst participants in describing their participation.  Terms such as “social affair,” 

“family reunion,” and “party” were used repeatedly to describe the event.  Participants 

highlighted how they “made an entire weekend of the event” by inviting friends and 

family to join them.  When asked what he was most looking forward to, Sam stated:

Really, I’m looking forward to the entire weekend.  I mean, it’s a really 

fun weekend.  I take my kids out to the kid’s event, we go out to the 
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Expo, we get up early and go to the ride.  Meeting people and making 

an entire weekend out of the event. 

In addition to the fun atmosphere provided by the event, the opportunity to 

meet new people was discussed as a factor driving participation.  Individuals who had 

previously participated in the event talked about how easy it is to meet people there, 

while individuals in their first year of participation mentioned how they were using 

the event as an opportunity to meet new people.  Annie said:

For me, it’s the people, you know, the events that surround it, I guess it 

is the same. The pasta dinner Saturday night, sitting at a table of 10 

with 8 other people I don’t know.  It’s just the people and the 

experiences you have and the connections you can make, and how 

many pen pals I can pick up in one weekend. That’s really what it’s all 

about . . . how many different connections you can make with so many 

great people. 

Beatrice added, “I don’t know a lot of people, and that’s one of the reasons I want to 

do this event.  I want to meet people that have the same values and interests that I 

have.”  These statements demonstrate that the social component, shared values, and 

friendly atmosphere contribute to participation.  

The physical activity and health benefits inherent to the event were also 

discussed at length throughout each session. The term “physical challenge” was 

mentioned by participants in describing why they would be participating.  Also, 

individuals highlighted how event training provided an opportunity to “keep in shape” 

or “get back in shape” and “be active,” demonstrating that the event’s fitness 

component is a factor.  Participants also discussed how crossing the finish line was a 

fitness goal.  In answering why she was doing the walk, Beatrice stated, “When I first 
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heard about this challenge, and it being six miles or whatever it is, I felt that was a 

good goal for me.  I’m trying to get back in shape.”  The appeal of the physical 

exertion required by the event was best summarised by Frank, who, when asked what 

participating in the event said about himself, answered that it gave him:

A sense of getting off your butt out of the chair and sofa . . . but when 

you see people doing that, you know, for these events you have to do a 

lot more than just sit on your sofa, you’ve got to get up and do 

something.  There’s plenty of people out there who think ‘just tell me 

how much money you want and go away.’ And a lot of people we go 

ask for money say the same thing, but at least I’m doing something 

besides raise money, we want to do something else and be active.

These findings suggest that charity sport events such as the LIVESTRONG Challenge 

and Ride for the Roses provide an opportunity for participants to keep in shape

physically.  In addition, recreation-based motives related to intellectual stimulation 

and socialising were highlighted as motives driving participation.

Motives for Charitable Giving Uncovered

With regard to motives for charitable giving, reciprocity, self-esteem, need to 

help others, and desire to improve the charity motives were uncovered as factors 

driving event participation.  Results reveal that all four motives were mentioned 

throughout the sessions demonstrating that these factors serve as needs satisfied 

through participation.

Reciprocity relates to the idea that an individual gives to charity because they 

have benefited from, or anticipate benefiting from, the central activities of the 

organisation.  The contribution of this factor was highlighted by the fact that all 

participants discussed their connection with cancer.  Some were cancer survivors 
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themselves, while all others mentioned a close friend or loved one who had cancer.  

Participation in the event was described as an opportunity to “give back;” with Keith 

referring to participation as a chance to, “give back to the cancer community for what 

they’ve done for me.” Amanda explained her desire to participate so she could, “give 

back to something that’s helped me live.”

The reciprocity component also served to rationalise participation.  Benefiting 

from the organisation’s activities allowed participants to see firsthand how their 

donations were being used.  Having been assisted by the efforts of the LAF not only 

created a sense of obligation for individuals to give, but also provided peace of mind 

that their contributions were being used effectively.  This is depicted in the following 

quote from Sam, whose son is a cancer survivor, “My family has actually seen benefit 

from money that LAF has spent for an organisation, Wonders and Worries.  So the 

LAF, I believe, is really doing well with the money we are raising for them.”

The sense of giving back to the charity, and the specifics individuals provided 

regarding how the LAF has served them, demonstrate that reciprocity is a key driver

of participation.

Self-esteem ties to the increased self-worth an individual feels as a result of 

giving to charity.  Participants mentioned how knowing that their registration was 

going to charity made them “feel good about themselves.”  In addition, individuals 

cited that giving their time and money to charity through event registration and 

participation provided them with “a real sense of accomplishment.”  This was 

complemented by others who used the term “empowering” to express how 

participation made them feel.  When asked how knowing their registration fee went to 

charity made her feel, Annie responded with the following:
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I feel like I am empowering the LAF to do the work that they do by 

doing what I do to raise money.  But at the same time, those actions 

empower me, and make me feel like I’m doing something good.  It’s a 

lot for self-worth. It’s a lot for you . . . . But, being able to take those 

skills and do it for charity and to have these efforts go to this cause is 

really empowering for me.

Each focus group made it clear that knowing the time and effort required in 

registering and participating in the event went to a charitable cause enhanced 

participants’ self-esteem and provided positive feelings.

The positive feelings that participants felt as a result of participation were 

expanded upon as they illustrated the contribution of the need to help others.  This 

factor relates to a degree of selflessness in that individuals give to improve others’ 

lives or well-being.  Individuals discussed participation as a means to “do something” 

for charity or as a way to “make a difference.”  This was described in terms of an 

individual’s personal responsibility.  Satisfying the need to help others through 

participation in charity sport events is exemplified by the following description from 

Mitch:

For me, it’s more of fulfilling a responsibility. . . . You know, I feel 

like this is something that I’ve needed to do for a number of years, and 

I feel good about doing it, but, it’s not something that I do to go brag 

about.  This is something I just feel like everyone has a responsibility 

to do these kinds of things.  This is how I make peace with myself on 

certain things.

This sense of personal responsibility was further highlighted by individuals who felt 

they were participating on behalf of others.  Individuals viewed participation as a way 
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to “support all cancer survivors” or made mention that they felt they were “riding on 

behalf of the entire cancer community.”  Registration was referred to as a way to 

“help” cancer survivors.  Carl described his motivation to register with the following:

It wasn’t until this came up that I actually participated in a 

cycling/fundraising event, and that is due to several things.  The 

Foundation itself, and also the significance which is brought across 

that what we are doing is actually significant to help people.  And that 

made more of a difference than anything else.

Individuals viewed their registration and participation as a means to satisfy an 

inherent need to help and support others, specifically, cancer survivors.

Beyond just helping the constituents of the charitable organisation, 

participants were motivated by the desire to improve the charity itself.  Individuals 

mentioned that their participation helped to raise awareness of the LAF and further 

communicate its mission.  This notion of increasing awareness of, or garnering 

attention for, the LAF was elaborated on by Eliza:

For me, it’s more than doing something to make myself feel good.  It’s 

about getting out there and spreading the word about the Lance 

Armstrong Foundation . . . And however you’re fundraising, whether 

you’re asking for money or sponsorships or whatever, somehow you’re 

cluing them in to what’s going on, and you’re connecting them to this 

great Foundation . . . I feel really strongly about that.

Another individual talked about his participation as a means to ensure that his friends 

and loved ones were exposed to the LAF and aware of what it had to offer.  

This factor was augmented by the fact that the LAF has experienced a great 

deal of success in recent years, and individuals enjoyed seeing their efforts contribute 
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to this.  Eliza discussed how she liked being connected with a “four-star charity.”  In 

addition, Leslie described the “rise of the Lance Armstrong Foundation” adding that 

the success of the organisation made her feel like she was “contributing more.”  

Furthermore, participants mentioned how they liked the fact that they knew at least 

eighty percent of their registration fee was going to the LAF’s mission, which is 

supported by specific details of how the mission has been executed.  Fritz expanded 

on this idea:

Well, one thing the LAF does more than a lot of other organisations; 

they don’t just talk about their mission or whatever.  They talk about 

how they gave $8.5 million dollars to Dana Farber or whoever to open 

this wing at a cancer institute.  That type of thing.  A lot more focus on 

specifically what they did.  

The discussions made it apparent that individuals felt their participation in the charity 

sport events assisted in pushing the charity towards success and improving the 

charity’s overall ability to execute the mission.  Collectively, the focus groups 

uncovered the following motives: Intellectual, Social, Physical, Reciprocity, Self-

Esteem, Need to Help Others, and Desire to Improve the Charity.  As a means to 

provide evidence of these motives, Table 4.2 displays each motive along with three 

illustrative quotations.

Table 4.2

Motives Uncovered Within Focus Groups along with Illustrative Quotations

Motive Illustrative Quote

Intellectual “Events such as these allow you to meet 

others, share stories, and gather more 

information about survivorship. . . . 

That’s the one thing the LAF keeps 

working on is trying to get out the 

information, trying to get out the 

information for people to get the 
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information. And by spreading the 

LIVESTRONG Challenge out across the 

country, they are trying to get that focus 

more open. . . . The LAF continues to 

work to spread their mission.” (Frank, 

multi-year participant)

“It is one of those events, where it starts 

way early – training and fundraising. 

That whole period, it’s more than just 

showing up for a bike ride and going 

home.  It’s more than just a bike ride, it 

starts a lot sooner than that.” (Fritz, 

multi-year participant)

“Like you said, the expo and just 

walking around, it really gets your mind 

going on what lies ahead.” (Leslie, 

multi-year participant)

Social “For me, it’s the people, you know, 

the events that surround it, I guess it is 

the same. The pasta dinner Saturday 

night, sitting at a table of 10 with 8 

other people I don’t know.  It’s just 

the people and the experiences you 

have and the connections you can 

make, and how many pen pals I can 

pick up in one weekend. That’s really 

what it’s all about. . . how many 

different connections you can make 

with so many great people.”  (Annie, 

multi-year participant)

“It’s kind of like a family reunion. And it 

becomes more of a social affair too. It’s 

the one event, charitable group that I’ve 

ever belonged to where you get together 

and it’s like a social get together.”  

(Frank, multi-year participant)

“I don’t know a lot of people, and that’s 

one of the reasons I want to do this event.  

I want to meet people that have the same 

values and interests that I have.” 

(Beatrice, first-year participant)

Physical “When I first heard about this challenge, 

and it being six miles or whatever it is, I 

felt that was a good goal for me.  I’m 

trying to get back in shape.” (Beatrice, 

first-year participant)
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“A sense of getting off your butt out of 

the chair and sofa . . . but when you see 

people doing that, you know, for these 

events you have to do a lot more than just 

sit on your sofa, you’ve got to get up and 

do something.  There’s plenty of people 

out there who think ‘just tell me how 

much money you want and go away.’ 

And a lot of people we go ask for money 

say the same thing, but at least I’m doing 

something besides raise money, we want 

to do something else and be active.” 

(Frank, multi-year participant)

“And I also do it as a physical challenge 

to me.” (Lee, multi-year participant)

Reciprocity “My family has actually seen benefit 

from money that LAF has spent for an 

organisation, Wonders and Worries.  So 

the LAF, I believe, is really doing well 

with the money we are raising for them.” 

(Sam, multi-year participant)

“Just the fact that we have come so far in 

[cancer] awareness makes this event all 

the more important.” (Jill, multi-year 

participant)

“People are out there because they are a 

survivor, or they have been affected 

directly by cancer.” (Annie, multi-year 

participant)

Self-Esteem “I feel like I am empowering the LAF to 

do the work that they do by doing what 

I do to raise money.  But at the same 

time, those actions empower me, and 

make me feel like I’m doing something 

good.  It’s a lot for self-worth. It’s a lot 

for you. . . . But, being able to take 

those skills and do it for charity and to 

have these efforts go to this cause is 

really empowering for me.” (Annie, 

multi-year participant)

“That you’re, using that word again, 

empowering yourself.  It’s a challenge.  

For me I’m a new biker even though I 

did the MS, but I still feel like a new 

biker.  So, it’s a physical challenge, 
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something that keeps me in shape, but 

yet, you know, supporting a great cause 

that I believe in of course.  And I think 

it’s an inspiration to other people.” 

(Jessica, first-year participant)

It makes you feel good.  It, um, feels like 

you are actually doing something for the 

community, for the cancer survivor 

community, and for the cancer 

community overall. (Leslie, multi-year 

participant)

Need to Help Others “For me, it’s more of fulfilling a 

responsibility. . . . You know, I feel like 

this is something that I’ve needed to do 

for a number of years, and I feel good 

about doing it, but, it’s not something 

that I do to go brag about.  This is 

something I just feel like everyone has a 

responsibility to do these kinds of 

things.  This is how I make peace with 

myself on certain things.” (Mitch, 

multi-year participant)

“It wasn’t until this came up that I 

actually participated in a 

cycling/fundraising event, and that is due 

to several things.  The Foundation itself, 

and also the significance which is brought 

across that what we are doing is actually 

significant to help people.  And that made 

more of a difference than anything else.” 

(Carl, first-year participant)

“A real sense of accomplishment.  That 

you are actually doing something besides 

something for yourself.  You’re doing 

something for those with cancer.” (Leslie, 

multi-year participant)

Desire to Improve the Charity “For me, it’s more than doing 

something to make myself feel good.  

It’s about getting out there and 

spreading the word about the Lance 

Armstrong Foundation . . . And 

however you’re fundraising, whether 

you’re asking for money or 

sponsorships or whatever, somehow 

you’re clueing them in to what’s going 

on, and you’re connecting them to this 

great Foundation . . . I feel really 
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strongly about that.” (Eliza, multi-year 

participant)

“Well, one thing the LAF does more 

than a lot of other organisations; they 

don’t just talk about their mission or 

whatever.  They talk about how they 

gave $8.5 million dollars to Dana 

Farber or whoever to open this wing at a 

cancer institute.  That type of thing.  A 

lot more focus on specifically what they 

did.” (Fritz, multi-year participant)  

“I think in today’s culture I think it’s 

just kind of a nice, little…just to know 

in your own little way, even though it 

might just be a drop in the bucket, when 

you join with others, your little drop 

becomes a little bit more, a little bit 

more, a little big more, then you realize 

your efforts are significant, you’ve 

really done something.  I think that it’s 

just something, that you just feel like, I 

can in my own small way, and whatever 

way that I am capable of doing it, I can 

indeed make a difference somehow.” 

(Beatrice, first-year participant)

Motives and Event Attachment

Beyond uncovering motives driving event participation, the focus groups 

revealed participant attachment to the event.  The results revealed that three 

recreation-based motives related to intellectual, social, and competency; along with 

four factors tied to charitable giving: reciprocity, self-esteem, need to help others, and 

desire to improve the charity drove participation in a charity sport event.  With these 

motives uncovered, the first research question examined their contribution to 

participant attachment.  The focus groups suggest that an interaction occurs among 

the motives leading to enhanced meaning for both the motives and the event, as well 

as increased importance for the event.  Specifically, results revealed that the event 

was a central component of participant’s lives, and the social and competency motives 
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were influenced by the charitable component.  This then led to enhanced meaning for 

these motives specifically, and the event generally.

The focus groups revealed attachment to the event through the event’s 

centrality to participants’ lives.  Participants reflected on the greater importance the 

event had taken on in their lives, and their efforts to ensure that others are aware of 

their participation.  Annie stated, “All my family, my friends, my co-workers, my 

colleagues here in town, everyone knows I do this event every year.”  She then further 

described the event’s overall importance with the following:

It’s something that’s a big part of my life.  You look toward the 

calendar, like when you were in college and you had dates like when 

you move out of the dorms, and when finals started, now it’s when 

the LIVESTRONG Challenge is.  It’s on my calendar every year.  I 

know what I’m doing the first weekend of October every year. 

Period.  End of story.  And I know what I need to do to get there the 

other eleven months out of the year.

This is complemented by Jill who elaborated:

My whole family simply has to be here.  I tell them, ‘here’s the date, 

mark your calendar, there’s plenty of room at my house.’  And it’s just 

a huge get together.  My mom died in the early ‘80s, and you know, 

there’s a lot of sadness around the person that’s gone.  My family’s lost 

three people to cancer, but we have three survivors.  So, it’s just a big 

family event.  We all plan for it.  Everyone gets together. It’s a big 

deal.

Individuals also discussed the “importance of the cause” as an element that 

distinguished the event, while others referred to participating in the event as “highly 
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personal.”  Leslie detailed how the LIVESTRONG Challenge is the only charity sport 

event that she participates in, but that she sought the event out because, “it was a good 

cause, and it’s very important to me.”  The importance of the event revealed 

attachment to the event, and this attachment resulted from an interaction among the 

recreation and charity motives driving event participation.  In particular, the charity 

motives influenced the social and activity-based motives leading to enhanced meaning 

for these motives.

As highlighted above, socialisation was cited as a factor that drew individuals 

to the event.  However, the social component of the events went beyond simply 

providing an opportunity to meet new people or reunite with past participants.  The 

events are viewed as occasions to talk to other people about one’s connection to the 

charity and its cause.  Individuals mentioned attending the events to “share stories” 

about their experiences with cancer.  Sharing these stories allows cancer survivors and 

their loved ones to better manage the challenges that accompany their experiences.  

This is demonstrated in the following quote from Jack:

For me personally, it’s been meeting other survivors and having that 

common bond.  It really helped me deal with it.  Before I rode in the 

first Ride for the Roses, I somewhat blocked out my cancer experience, 

you know, psychologically, I didn’t want to deal with it.  But 

participating really helped me kind of face it and deal with it. So, I 

guess it’s really helped me talk to other people about it. . . I think it’s a 

good thing, personally, to talk about it, and this event provides an 

outlet for this.

Individuals cited the companionship they felt with other participants that 

resulted from their shared values and mutual support of the charity.  Frank suggested 
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that supporting the charity brought people together into “pseudo-families.”  

Elaborating on this connection to the cause, Leslie stated that, at the event, “13,000 

strangers become connected. Immediately.”  When asked what she was most looking 

forward to with the LIVESTRONG Challenge, Eliza cited meeting other people and 

related the charitable aspect to her ability to meet and talk with others by stating, 

“You’re there with all those people, and you’re waiting for your group to go and you 

just talk to people and meet other people who believe in this cause, it’s just, it’s pretty 

cool.”  The influence of the charitable component on the social facet is also evident in 

the following quote from Lee, discussing the emotions that go along with 

participation:

And so much of what we do and when you read the paper and 

everything, you feel like our country and world is divided, everybody 

is attacking each other.  Then you deal with all of these people at this 

event that you have this trust with, you know, there’s 10,000 people 

around and you know you can trust these people because you have this 

shared vision of what is good and what is right.  And that’s just an 

amazing feeling.    

The focus groups revealed that the physical activity component is also 

influenced by the charitable component.  While individuals described participating in 

the event as a way to challenge themselves physically, they simultaneously cited how 

their efforts went towards the charity.  Beatrice described the LIVESTRONG 

Challenge as, “a great thing to do physically for me . . . to do as a goal that is 

achievable, and also support a cause that is admirable.”  The charitable component 

was also cited as a rationalisation for some of the physical challenges that come with 

preparation and participation.  Lee stated:



119

But the fact that it is a charity is significant, it’s a real motivator when 

you’re on the road and you’re struggling past your normal capabilities, 

you think about the people you know who have cancer or MS and what 

they have to put up with.  It makes the aches and pains and all that kind 

of stuff so trivial.  And that empowers you to go on.

The influence of the charitable component on the physical challenge was most evident 

among the cancer survivors participating in the event.  Two cancer survivors stated 

that completing the event was a “personal challenge” with one referring to it as not 

only an opportunity to train and be in shape, but also a way “to celebrate every year 

that I’m here.”  Sarah described her decision to participate in the Ride for the Roses 

with the following:

You know, going through chemo and all of that and I garnered strength 

through the organisation, garnered strength through Lance’s 

determination, and just, thought that, if I can do this, I can do anything 

. . . .  so it just became something that I wanted to do, and I’m fairly 

pit-bullish with those things and I went after it.

This was complemented by Jill who mentioned the significance of completing the 

LIVESTRONG Challenge for her family:

Just for my family to see me complete something like this event after 

seeing all of the surgery I went through and everything I went through, 

they couldn’t believe it. . . . You just get to that point where it’s like, 

‘Man, I’m going to do it.  No matter what.’

The interaction among recreation and charity motives not only led to enhanced 

meaning for the individual motives influenced, but also contributed to increased 

meaning for the event overall.  This overall meaning was embodied in the connection, 
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emotions, and symbolism individuals ascribed to the event.  Jessica repeatedly made 

mention of how excited she was to be participating since she has “such a connection 

with Lance and the cause.” Mitch described how after the first year of participation he 

was able to recognise a variety of “subtle and meaningful aspects of the event” that 

led him to continue to participate.   In addition, multi-year participants described the 

variety of emotions they have felt at previous events that stem from their connection 

and exposure to the cause.  The meaning of the event is best summed up by the 

following description from Jill:

. . . for me it’s so personal, it becomes a philosophy you want to take 

on.  It was so important for me to do that ride the first year as a 

survivor. . . . Because it was just that symbolic to me, what it stood for.  

I mean, it just sort of becomes this thing you’re a part of.  Just 

everything about it, the name of it, being a part of it, your personal 

experience.

Study 1 provided evidence of motives respondents discussed which account 

for charity sport event participation and revealed a contribution to attachment.  With 

these motives uncovered, Study 2 next examined the relative contribution of each 

motive to attachment.  Scale items were developed and employed in conjunction with 

the qualitative findings of Study 1, and existing literature on recreation motives and 

motives for charitable giving, to make this assessment.  The results of Study 2 are 

presented next.

Study 2

Study 2 extended the findings of Study 1 to examine the relative contribution 

of four recreation motives and four motives for charitable giving to Event 

Attachment. Specifically, Study 2 evaluated the role of recreation and charity motives 
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in the development of attachment to a charity sport event.  In making this evaluation, 

Study 2 determined if the contribution of motives for charitable giving was stronger 

than recreation motives for an event with a more prominent charitable cause.  While 

the Escape motive was not uncovered within the focus groups, it was included in 

Study 2.  This was because it is cited along with the three recreation motives revealed 

in the focus groups in Beard and Ragheb’s (1983) research on recreation motivation, 

and also because the researcher believed that the event may represent an opportunity 

to relieve stress and break from one’s daily work routine.  

Confirmatory Factor Analysis

A CFA employing a measurement model examining the relationships among 

the eight motives examined and attachment, and 30 manifest items was conducted.  

The latent variables for each motive and attachment were left to freely correlate. T

values for each scale item are reported in Table 4.2 and ranged from 5.26 to 35.59.  

The individual item reliabilities for the latent factors are reported in Table 4.2 in the 

form of standardised path coefficients.  The factor loadings ranged from a low of r =

.48 to a high of r = .99 with four items under the r = .707 benchmark: SOC3 r = .66, 

SE1 r = .48, SE3 r = .52, DTIC2 r = .53.

The squared multiple correlation coefficient for these same four items did not 

exceed the .50 benchmark (e.g., Bagozzi & Yi, 1998).  An additional test of 

discriminate validity was conducted employing the following steps suggested by 

Fornell & Larcker (1981).  First, the average variance extracted by each of the three 

items representing a construct was calculated by summing the squared multiple 

correlation for each item and dividing by the number of items.  Second, the average 

variance extracted was then compared to a .50 benchmark to evaluate the validity of 

the individual indicators and the construct.  Average variance extracted less than .50 
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indicates questionable validity.  Third, average variance extracted for each construct 

was compared to the squared correlation between each construct.  If average variance 

extracted exceeded the squared correlation between each construct, then discriminate 

validity is demonstrated.  One construct, Self-Esteem (AVE = .44) did not exceed the 

.50 benchmark, and was exceeded by two squared correlations (Event Attachment and 

Need to Help Others, Event Attachment and Desire to Improve the Charity). See 

Table 4.3 for Average Variance Extracted (AVE), and Table 4.4 for the correlations 

between constructs.

Six fit indices were used to evaluate how well the measurement model fit the 

data collected: x²/ degrees of freedom (df), Root Mean Squared Error of 

Approximation (RMSEA), Normal Fit Index (NFI), Goodness of Fit Index (GFI), 

Comparative Fit Index (CFI), and Standardised Route Mean Squared (SRMR) 

(Bagozzi & Yi, 1988; Bollen, 1989; Hair et al., 2006; Hu & Bentler, 1999; Tabachnik 

& Fidell, 1996). The x²/ degrees of freedom goodness of fit measure examines 

whether a relationship exists between measures.  The RMSEA measure is used to 

determine how well a model fits a population rather than just the sample.  The NFI is 

the ratio of the difference in the x² value for the fitted model and a null model divided 

by a x² for the null model.  GFI reflects a fit statistic less sensitive to sample size.  The 

CFI represents an enhanced version of NFI as it includes model complexity within the 

measure.  Finally, SRMR is a standardised value of an average of the residuals 

between observed and estimated covariance terms (Hair et al., 2006).

Employment of these multiple fit indices reflects adequate assessment of the 

different facets of the model (Kline, 1998), in particular, reporting x²/(df), CFI and 

RMSEA provides sufficient unique information regarding a model (Hair et al., 2006).  

Acceptable fit is revealed through these fit indices when x²/(df) is less than three; 
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RMSEA falls between .05 and .08; NFI, GFI, and CFI are greater than .90; and 

SRMR is low, preferably less than .10 (Hair et al., 2006; Kline, 1998).  Fit statistics 

for this first measurement model were x² /df = 2.41; RMSEA = .08; SRMR = .07; GFI 

= .73; NFI = .84; and CFI = .90.  The fit indices suggest satisfactory fit as x²/df is less 

than three, while of the indexes that reflect absolute proportions of the covariances 

(GFI, NFI, CFI), CFI is at the recommended .90, and SRMR is less than .10 and 

RMSEA falls between .05 and .08 (e.g., Kline, 1998).

Table 4.3

Results of Confirmatory Factor Analysis: Individual Scale Items, Factor Loadings, 

Path Coefficients, and T-values for the Motives and Event Attachment (N=186)

Scale Item Factor Loadings Path 

Coefficients

T-values

Intellectual (AVE = 

.77)

to learn about myself .80 .96 13.85

to expand my 

knowledge

.97 1.15 15.74

to discover new things .86 1.04 13.84

Social (AVE = .72)

to interact with others .89 1.11 10.59

to meet new and 

different people

.96 1.15 17.84

to gain a feeling of 

belonging

.66 .90 10.59

Physical (AVE = .80)

to challenge my abilities .93 1.22 15.56

to improve my skill and 

ability in doing the 

activity

.95 1.06 21.91

to keep in shape 

physically

.81 .82 15.66

Escape (AVE = .71)

to relax mentally .83 .91 13.88

to avoid the hustle and 

bustle of daily activities

.81 1.06 12.52

to relieve stress and 

tension

.88 1.10 13.89

Reciprocity (AVE = 
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.82)

The activities of the 

Lance Armstrong 

Foundation have 

improved the quality of 

life of people who are 

close to me

.84 .82 18.62

I feel indebted to the 

Lance Armstrong 

Foundation for helping 

my family and friends in 

the past

.87 1.06 15.87

The Lance Armstrong 

Foundation has been 

responsible for 

improving the quality of 

life of people close to 

me

.99 1.22 18.60

Self-Esteem (AVE = 

.44)

Other people will think 

more highly of me if I 

donate time or money to 

the Lance Armstrong 

Foudation

.48 .89 5.28

I have a good feeling 

after making a gift to the 

Lance Armstrong 

Foundation

.90 1.66 6.71

People who are most 

respected by society are 

those who give to 

charitable organisations

.52 1.12 5.26

Need to Help Others

(AVE = .70)

Giving to the Lance 

Armstrong Foundation 

provides my life with 

greater purpose

.82 1.02 14.50

I give to the Lance 

Armstrong Foundation 

because their goals are 

consistent with my 

values

.83 1.01 13.65

I give to the Lance 

Armstrong Foundation 

because I feel a need to 

help others

.86 .99 14.46

Desire to Improve the 

Charity (AVE = .54)
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Giving to the Lance 

Armstrong Foundation 

allows me to support a 

quality charity

.81 .92 13.36

Giving to the Lance 

Armstrong Foundation 

allows me to enhance 

the prestige of the 

charity

.53 .81 7.53

Giving to the Lance 

Armstrong Foundation 

allows me to push the 

organisation towards 

success

.83 1.08 13.38

Event Attachment

(AVE = .77)

I possess a great deal of 

knowledge about the 

LIVESTRONG

Challenge

.95 1.19 9.63

If I were to list 

everything I know about 

the LIVESTRONG

Challenge, the list would 

be quite long

.85 .84 9.46

The LIVESTRONG

Challenge is important 

to me

.97 .95 34.50

Being a participant in

the LIVESTRONG

Challenge is very 

important to me

.97 .03 34.59

You can tell a lot about a 

person by whether or not 

he or she participates in 

the LIVESTRONG

Challenge

.84 .07 14.51

Participating in the 

LIVESTRONG

Challenge gives a 

glimpse of the type of 

person I am

.94 .07 14.51

The correlations, means, standard deviations, and cronbach alphas for the 

eight motives measured, as well as Event Attachment are reported in Table 4.4.  The 

cronbach alphas were calculated for the constructs since they used multi-item scales, 
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, indicating the items used to measure the 

constructs were reliable (Nunnally & Bernstein, 1994). The mean scores ranged from 

3.78 to 5.65, with Physical revealing the highest mean score, followed by Need to 

Help Others (M=5.30).  A one-sample t-test with a 4.0 midpoint revealed that all 

motives were significantly higher than the 4.0 midpoint with the exception of 

Reciprocity (M = 3.78), which was not significantly different from the midpoint value 

(p < .05).
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Table 4.4

Correlations, Means, Standard Deviations and Reliability Measures for Recreation Motives, Motives for Charitable Giving, and Event 

Attachment (N=186)

Construct 1 2 3 4 5 6 7 8 M SD Cronbach Alpha

1. Intellectual 1 4.68 1.45 .90

2. Social .57* 1 4.77 1.39 .86

3. Physical .43* .37* 1 5.65 1.45 .92

4. Escape .54* .42* .46* 1 4.51 1.61 .88

5. Reciprocity .26* .14* .04 .13* 1 3.78 1.74 .93

6. Self-Esteem .38* .29* .26* .26* .35* 1 4.49 1.36 .75

7. Need to Help Others .44* .35* .26* .28* .37* .39* 1 5.30 1.44 .87

8. Desire to Improve the Charity .48* .29* .29* .35* .40* .48* .60* 1 5.19 1.29 .75

9. Event Attachment .51* .36* .28* .25 .50* .49* .76* .72* 4.74 1.20 .84

* Correlations are significant p < .05.
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Multiple Regression Analysis

Multiple regression analysis allowed for the measurement of the effect for 

each motive on the variability of Event Attachment (Miles & Shevlin, 2001; 

Pedhazur, 1982).  Results of the multiple regression analysis revealed that the Escape 

(b = -.12) motive contributed to Event Attachment.  It should be noted that while 

significant, Escape demonstrated a negative relationship with Event Attachment.  

Meanwhile, Reciprocity (b = .14), Need to Help Others (b = .42), and Desire to 

Improve the Charity (b = .28) motives also contribute to Event Attachment, with 

68.7% of the variance explained overall.  The results also demonstrate that 

Reciprocity, Need to Help Others and Desire to Improve the Charity motives make a 

stronger contribution to Event Attachment than the Escape motive F(8,177)=51.83.  

The results of the multiple regression analysis are summarised in Table 4.5.

Table 4.5

Summary of Multiple Regression Analysis for Recreation and Charity Motives 

Predicting Event Attachment (N=186)

Construct B SE B

Intellectual .09 .05 .11

Social .05 .05 .06

Physical -.02 .04 -.02

Escape -.09 .04 -.12*

Reciprocity .10 .03 .14*

Self-Esteem .08 .05 .09

Need to Help Others .35 .07 .42*

Desire to Improve the 

Charity

.26 .07 .28*

* p < .05

The results of the multiple regression analysis demonstrate three motives for 

charitable giving: Reciprocity, Need to Help Others, and Desire to Improve the 
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Charity make a stronger contribution to Event Attachment than one recreation motive: 

Escape.  Study 3 replicated the design of Study 2 and compared findings through 

further testing of the constructs in a different context.  This objective not only allowed 

the researcher to further test the constructs and items, but also determine if the relative 

contribution of recreation and charity motives would vary across different contexts.  

The results of Study 3 are detailed next.

Study 3

The objective of Study 3 was to replicate the design and compare the findings 

of Study 2 to determine if the contribution of recreation and charity motives would 

differ across contexts.  Specifically, Study 3 again evaluated the role of recreation and 

charity motives in the development of attachment to a charity sport event.  In making 

this evaluation, Study 3 determined if the contribution of recreation motives was 

stronger than motives for charitable giving for an event with a less prominent 

charitable cause. The same items and constructs were employed in this examination.  

Confirmatory Factor Analysis

A CFA employing a measurement model examining the relationships among 

the eight motives examined and attachment, and 30 manifest items was conducted.  

The latent variables for each motive and attachment were left to freely correlate. T

values for each scale item are reported in Table 4.6 and ranged from 10.27 to 38.93.  

The individual item reliabilities for the latent factors are reported in Table 4.6 in the 

form of standardised path coefficients.  The factor loadings ranged from a low of r =

.47 to a high of r = .96 with only three items under the r = .707 benchmark: PHY3 r = 

.60, SE1 r = .47, SE3 r = .54. 

The squared multiple correlation coefficient for four of the items did not 

exceed the .50 benchmark (e.g., Bagozzi & Yi, 1998): PHY3, DTIC2, SE3, SE1.  An 
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additional test of discriminate validity was conducted and revealed that the average 

variance extracted for one construct, Self-Esteem (AVE = .37) did not exceed the .50 

benchmark.  However the average variance extracted for this construct did exceed all 

squared correlations between constructs, demonstrating discriminate validity (e.g, 

Fornell & Larcker, 1981).  It should be noted that the AVE for Self-Esteem fell below 

the .50 minimum in both Study 2 and 3, but the construct was still included in further 

analyses.  See Table 4.6 for Average Variance Extracted (AVE), and Table 4.6 for the 

correlations between constructs.  The results provide evidence that the motives are 

unique from one another.

Six fit indices were again used to evaluate how well the measurement model 

fit the data collected: x²/ degrees of freedom (df), Root Mean Squared Error of 

Approximation (RMSEA), Normal Fit Index (NFI), Goodness of Fit Index (GFI), 

Comparative Fit Index (CFI), and Standardised Route Mean Squared (SRMR) 

(Bagozzi & Yi, 1988; Bollen, 1989; Hair et al., 2006; Hu & Bentler, 1999; Tabachnik 

& Fidell, 1996). Fit statistics for this first measurement model were x² /df = 4.31; 

RMSEA = .07; SRMR = .07; GFI = .85; NFI = .89; and CFI = .91. The indexes that 

reflect absolute proportions of the covariances all approach the recommended .90 with 

CFI exceeding it, however x²/df is greater than three, while SRMR is less than .10 and 

RMSEA falls between .05 and .08.  It should be noted that x² /df exceeds the 

recommended value of three, however this could be the result of the larger sample 

size (Marsh, Balla, & McDonald, 1988).  Thus, model fit is deemed satisfactory based 

on CFI exceeding .90, while SRMR and RMSEA reflect acceptable fit (e.g., Kline, 

1988).
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Table 4.6

Results of Confirmatory Factor Analysis: Individual Scale Items, Factor Loadings, 

Path Coefficients, and T-values for the Motives and Event Attachment (N=689)

Scale Item Factor Loadings Path 

Coefficients

T-values

Intellectual (AVE = 

.75)

to learn about myself .85 1.04 26.49

to expand my 

knowledge

.92 1.08 29.06

to discover new things .83 .96 26.49

Social (AVE = .67)

to interact with others .83 1.06 22.43

to meet new and 

different people

.85 1.10 22.85

to gain a feeling of 

belonging

.79 .95 22.43

Physical (AVE = .64)

to challenge my abilities .86 1.48 16.67

to improve my skill and 

ability in doing the 

activity

.91 1.64 16.68

to keep in shape 

physically

.60 .68 16.67

Escape (AVE = .63)

to relax mentally .76 .82 20.33

to avoid the hustle and 

bustle of daily activities

.77 .99 20.59

to relieve stress and 

tension

.85 1.22 20.33

Reciprocity (AVE = 

.76)

The activities of the 

Capital Area Food Bank 

of Texas have improved 

the quality of life of 

people who are close to 

me

.72 .89 24.25

I feel indebted to the 

Capital Area Food Bank 

of Texas for helping my 

family and friends in the 

past

.92 .95 38.10

The Capital Area Food 

Bank of Texas has been 

.96 1.13 24.25
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responsible for 

improving the quality of 

life of people close to 

me

Self-Esteem (AVE = 

.37)

Other people will think 

more highly of me if I 

donate time or money to 

the Capital Area Food 

Bank of Texas

.47 .87 10.27

I have a good feeling 

after making a gift to the 

Capital Area Food Bank 

of Texas

.76 1.50 13.95

People who are most 

respected by society are 

those who give to 

charitable organisations

.54 1.15 10.27

Need to Help Others 

(AVE = .71)

Giving to the Capital 

Area Food Bank of 

Texas provides my life 

with greater purpose

.76 .86 24.05

I give to the Capital 

Area Food Bank of 

Texas because their 

goals are consistent with 

my values

.90 1.07 31.05

I give to the Capital 

Area Food Bank of 

Texas because I feel a 

need to help others

.87 1.16 24.05

Desire to Improve the 

Charity (AVE = .64)

Giving to the Capital 

Area Food Bank of 

Texas allows me to 

support a quality charity

.84 .93 26.17

Giving to the Capital 

Area Food Bank of 

Texas allows me to 

enhance the prestige of 

the charity

.70 .84 19.90

Giving to the Capital 

Area Food Bank of 

Texas allows me to push 

the organisation towards 

success

.86 1.07 26.17
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Event Attachment 

(AVE = .79)

I possess a great deal of 

knowledge about the 3M 

Half Marathon and 

Relay

.92 1.01 23.13

If I were to list 

everything I know about 

the 3M Half Marathon 

and Relay, the list would 

be quite long

.93 .99 23.13

The 3M Half Marathon 

and Relay is important 

to me

.94 .95 38.93

Being a participant in 

the 3M Half Marathon 

and Relay is very 

important to me

.94 1.05 38.93

You can tell a lot about a 

person by whether or not 

he or she participates in 

the 3M Half Marathon 

and Relay

.80 1.08 16.27

Participating in the 3M 

Half Marathon and 

Relay gives a glimpse of 

the type of person I am

.76 .93 16.27

The means, standard deviations, and cronbach alphas for the eight motives 

measured, as well as Event Attachment are reported in Table 4.7.  The cronbach 

alphas were calculated for the constructs since they used multi-item scales, and 

, indicating the items used to measure the constructs 

were reliable (Nunnally & Bernstein, 1994). The mean scores ranged from 2.19 to

6.26, with Physical revealing the highest mean score, followed by Escape (M=4.67). 

A one-sample t-test with a 4.0 midpoint revealed that two motives were significantly 

lower than the 4.0 midpoint: Reciprocity (M = 2.19) and Self-Esteem (M = 3.87) (p < 

.05). 
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Table 4.7

Correlations, Means, Standard Deviations and Reliability Measures for Recreation Motives, Motives for Charitable Giving, and Event 

Attachment (N=689)

Construct 1 2 3 4 5 6 7 8 9 M SD Cronbach 

Alpha

1. 

Intellectual

1 3.92 1.65 .90

2. Social .55* 1 3.93 1.48 .86

3. Physical .33* .31* 1 6.26 .86 .83

4. Escape .39* .39* .32* 1 4.67 1.49 .83

5. 

Reciprocity

.29* .21* .03 .17* 1 2.19 1.32 .89

6. Self-

Esteem

.27* .28* .17* .27* .36* 1 3.87 1.24 .70

7. Need to 

Help Others

.22*. .28* .18* .19* .27* .42* 1 4.02 1.52 .88

8. Desire to 

Improve the 

Charity

.27* .35* .23* .24* .28* .56* .60* 1 4.52 1.37 .83

9. Event 

Attachment

.42* .43 .34* .34* .31* .38* .33* .40* 1 4.09 1.22 .86

* Correlations are significant p < .05
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Multiple Regression Analysis

Results of the multiple regression analysis revealed that Intellectual (b = .15), 

Social (b = .20), and Physical (b = .14) motives contribute to Event Attachment.  

Meanwhile, Reciprocity (b = .18) and Desire to Improve the Charity (b = .09) motives 

also contribute to Event Attachment, with 35.3% of the variance explained overall.  In 

addition, the results demonstrate that Intellectual, Social, and Physical motives make a 

stronger contribution to Event Attachment than Reciprocity and Desire to Improve the 

Charity motives F(8,680)=47.91.  The results of the multiple regression analysis are 

summarised in Table 4.8.

Table 4.8

Summary of Multiple Regression Analysis for Recreation and Charity Motives 

Predicting Event Attachment (N=689)

Construct B SE B

Intellectual .11 .03 .15*

Social .16 .03 .20*

Physical .20 .05 .14*

Escape .04 .03 .05

Reciprocity .17 .03 .18*

Self-Esteem .06 .05 .06

Need to Help Others .05 .04 .06

Desire to Improve the 

Charity

.08 .04 .09*

* p < .05

Results from Study 3 provide evidence of three recreation motives: 

Intellectual, Social, and Physical; and two charity motives: Reciprocity, Desire to 

Improve the Charity; contributing to Event Attachment.  In addition, the results 

demonstrate a more pronounced contribution from recreation motives within the 

context of an event with a more minor charitable component.  Overall, Study 2 and 
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Study 3 demonstrated a significant contribution from seven of the eight motives 

between the two studies.  With the exception of Self-Esteem, and the contribution of 

Escape, this supports the findings of Study 1.  In addition, this suggests a need for 

further examination in a different context.  With the relative contribution of recreation 

and charity motives in place, Study 4 explored attachment further through qualitative 

data.  The results of Study 4 are provided next.

Study 4

Study 4 uncovered the values that underlie attachment in the charity sport 

event context to determine whether attachment consists of multi-dimensional values 

activated by the event.  The results of Study 4 are categorised into five sections 

reflecting each theme uncovered in the analysis: Camaraderie, Cause, and 

Competency; along with the interaction among these values, and the interaction 

among values and motives.  Pseudonyms are used in place of participants’ names to 

introduce quotations.  For additional demographic and background information 

relating to each participant quoted, please refer to Table 4.9.  

Table 4.9

Demographic, Background Information, and Pseudonyms for Individuals Quoted in 

Interviews (N=31)

Pseudonym Interview 

Number

Gender Country 

of 

Residence

First Year 

Participant

Cancer 

Survivor

Jack 22 Male USA No No

Tiffany 10 Female USA No No

Amanda 26 Female USA No No

Matt 7 Male USA No No

Jeffrey 8 Male USA Yes No

Jeremy 12 Male USA No Yes

Millie 31 Female USA Yes No

Justin 32 Male USA Yes Yes
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Jessica 18 Female USA Yes Yes

Isaac 16 Male England No No

Zoe 17 Female Puerto 

Rico

Yes No

Adam 20 Male USA No No

Mitch 4 Male USA No Yes

Jackie 3 Female Canada Yes Yes

Fritz 11 Male USA No Yes

Jenna 30 Female USA No Yes

Kendra 5 Female USA No No

Johnny 29 Male USA No No

Amelia 24 Female USA No No

Betty 27 Female USA Yes No

Heidi 15 Female USA Yes No

Justine 23 Female USA No Yes

Christopher 28 Male USA Yes No

Dan 9 Male USA No No

Jason 25 Male USA No Yes

Joel 8 Male USA Yes No

Rhonda 2 Female USA Yes No

Christopher 28 Male USA Yes No

Karolina 5 Female USA No No

Petra 13 Female USA Yes No

Camaraderie

The first theme to emerge from the interviews was Camaraderie.  This concept 

is embodied in the sense of solidarity and belonging described by the participants.  

Individuals revealed that by participating, they felt they were being a part of 

something bigger than themselves and were contributing to a large group trying to 

find a solution.  The participants indicated that they enjoyed being surrounded by like-

minded individuals and felt that there was a friendship and the sharing of a common 

cause with their fellow participants.  

When asked what he considered the most important element of the event, Jack 

quickly replied, “For me, it’s building the community.  Yeah, building the 

community.”  This sense of community and solidarity was further described by 

Amanda:
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I think the most important thing is the socialisation and 

camaraderie, whether you’re out here because you wanted to ride 

40, 70, 100 miles, whether you’re out here because you’re a 

fundraiser, or you’re just a spectator cheering someone on, or if 

you have no ties at all.  I think the most important part is the 

camaraderie tying everyone together.  Everyone can benefit from 

it, learn, and grow.

The notion that participants felt they are a part of something larger than 

themselves was highlighted as an element that distinguished the LIVESTRONG 

Challenge.  When asked what aspect of the event was most prominent for him, Matt 

stated, “The thing that sticks out the most is the act of being a part of something 

bigger than yourself, and taking that first step towards doing something big.  That’s 

the biggest part for me.”  Participants also felt this group shared a connection.  Jeremy 

expressed a similar sentiment when describing what he liked about the event, “I like 

the socialisation, and being a part of a larger group.”

Furthermore, individuals believed that participants are all of a similar mindset, 

leading to a greater connection to both other participants and the event.  Millie 

expressed this by saying, “I think all the people involved and all the people that you 

meet are really important.  Everyone on the ride was great, everyone talks to each 

other, we’re all encouraging each other.”  Justin made a similar observation:

Well, everybody’s on a mission and everybody’s working together.  

And everybody is really supporting, extremely supportive.  You 

know you go on bike rides and people have different agendas, but 

here everyone seems to have the same agenda, which is great.
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Finally, the camaraderie felt through the event is embodied in the friendship 

individuals feel with other participants.  In describing the overall meaning of the 

event, Jessica stated, “It’s just an awesome thing that we can kind of get past it 

[cancer] and come out and just be together and have a great time.  Supporting each 

other.”  This friendship is further depicted by Isaac explaining what he feels is most 

important about the event, “It’s the friendship factor, the people you meet, the friends 

I’ve got around the world now, just through coming here and meeting 

people….There’s just that connection.”  Individuals feel that participating provides a 

sense of camaraderie.  This is based upon the solidarity and belonging that surrounds 

them with like-minded individuals and leads them to feeling they are part of 

something bigger than the individual.

Cause

The second theme to emerge from the interviews was Cause.  Individuals 

viewed participation as more than a means to challenge themselves physically and 

accomplish an activity-based goal.  Participants described the event as a way to make 

a difference in the world by raising awareness and supporting a worthy cause.  In 

addition, the event allowed participants to find inspiration as well as inspire others.  

A number of participants highlighted how they were making a difference 

through participation.  When asked what was going through her mind as she crossed 

the finish line, Zoe replied, “God, I was thinking that I made the sacrifice that helps 

somebody who needs it.”  When asked the same question, Adam stated, “Hopefully 

riding a silly bike for a certain amount of time will help make a difference.”  Mitch 

described the difference he felt he was making in more tangible terms by stating that 

the most important aspect of the event was, “Definitely raising the money.  Especially 
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since the government keeps cutting money for cancer research.  So events like this 

can replace that.”  

The notion of cause as embodied in participants’ sense of making a difference

is best summed up by Jessica.  When asked to describe the event’s importance, she 

stated, “There’s so many people out there that have to live with it [cancer] and any 

help possible can make a big difference in people’s lives.”  Raising awareness was 

described as one aspect of how participants were making a difference.  When asked 

for the most important element of the event, Jackie simply stated, “Awareness.  

Cancer awareness.”  She also portrayed her relationship with the Lance Armstrong 

Foundation as, “Pretty close… so I’m trying to get as involved as I can and spread the 

word.”

Participants also expressed the element of inspiration present throughout the 

event.  Cancer survivors highlighted how participating allowed them to serve as an 

example to others of what can be achieved, while individuals who did not have cancer 

mentioned the inspiration they drew from participating alongside survivors. Mitch 

explained that when he crossed the finish line he was, “thinking that if you can 

survive cancer, you can run a 5K, you can pretty much do anything else.”  Fritz said 

the most important aspect of the event to him was, “just participating as a cancer 

survivor, like a lot of people here….I’m the ‘wow person’ you know… somebody like 

me, that’s a long-term survivor, people look at me and say, ‘wow, you’re still around, 

man.’”  

The example set by cancer survivors and the inspiration they provided was 

expressed by participants who are not cancer survivors.  Kendra described the overall 

meaning of the event by stating, “just seeing people that have survived chemotherapy 

and had such a rough time with it.  It’s just inspiration.”  Johnny mentioned that the 
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most important aspect of the event for him was, “Being inspired by those who have 

cancer.  I don’t have cancer, but it’s inspiring for me to see someone with cancer out 

there riding 100 miles.”  Amelia provided a similar description:

I think the biggest one is just looking at and knowing that all these 

cancer survivors, or the people that are just going through cancer, the 

smiles on their faces.  And their hearts are about three times as big 

when they finish something like this, and I just get teary eyed 

thinking about it.

The inspiration provided allowed participants to push through the challenges 

presented during the event.  Matt mentioned that the heat and weather conditions 

affected his performance in the event, but stated that he had to, “Suck it up, and just 

deal with it,” before adding, “I was sucking it up for people that aren’t here to suck it 

up anymore.  I’m here for people that would give anything to be back here and 

dealing with minor things like the weather.”  Amanda provided this anecdote from her 

ride:

I mean, thinking about the greater cause in which you’re here for, 

that will pull you up the hill every time.  As someone told me on the 

hilly ride, she’s a cancer survivor, we had a hill up ahead of us…. I 

was in my bottom gear and I told them, ‘guys I never clip out, but 

I’m about to.’ Eva was her name and she looked at me and said, ‘I’m 

gonna tell you, it’s not as hard as cancer, it’s not as hard as chemo.’

And I’m like, ‘That’s it,’ so we did it.  So just thinking about the 

reason why everyone is here – overcoming cancer, fighting it now, 

have fought it, might fight it later – that will take you through a lot.
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Participation in the event allowed individuals to feel they were making a difference 

and raising awareness, while also inspiring and being inspired by fellow participants.

Competency

The third and final theme to emerge from the interviews is Competency.  This 

concept was revealed through participants who highlighted the health and fitness 

aspects of the event.  Participating in the event, and the training required, was viewed 

as a physical challenge that was enjoyable and contributed to attachment.  Individuals 

felt a connection to the physical activity, and participating in the event allowed them 

to take part in this activity, which contributed to attachment to the event. The health 

component of the event was mentioned as an important facet.  Amanda stated, “I do it 

obviously for the physical benefits and health.”  

The physical aspect mentioned above was highlighted by additional 

participants as a factor that contributed meaning to the event.  Jeffrey explained that 

the event was a means for “purely challenging yourself to do something you wouldn’t 

normally do.”  The relative importance of the physical challenge was highlighted by 

Heidi in describing the most important element of the event: “Personally, I was trying 

to do this physical challenge.  That was the most important physical thing for me.”  

Justine stated that, “it was the physical thing that got me here first.”  

The physical challenge was viewed personally, as a means for participants to 

demonstrate their capabilities.  Christopher detailed the meaning of the event with the 

following, “I think the physical part for me personally was to try and set a goal and 

work towards the goal, then meet that goal.”  Millie summarised the personal aspect 

of the physical challenge by stating that, “I think it’s become more of a personal 

challenge for me because I’ve never done anything like this before.  I’ve probably 

ridden my bike, and worked out at the gym, but never anything along these lines.”
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Participants also described their attachment to the event through physical 

achievement in terms of their alignment with the activity in general.  Amelia 

mentioned that she identified closely with the event because she was “loving cycling.”  

Jeremy cited the activity as an important dimension of the event because he is a 

“competitive cyclist” who “loves riding.”  The sport activity’s role in shaping the 

meaning of the event was elaborated on by Jack: “Cycling is a big part of my life so I 

think it’s easier for me to connect with the event because of that.”  Participating in the 

event allowed participants to feel a sense of competency embodied in the physical 

challenge and health and fitness inherent to the event, along with their enthusiasm for 

the activity. 

Study 4 not only uncovered three values that contribute to Event Attachment, 

but also demonstrated interactions that occur among these factors.  First, interactions 

were revealed among the three values.  Second, interactions among the values and 

motives were also demonstrated.  Results supporting these interactions are provided 

next.

Interaction Among Values

The interviews suggest that an interaction occurs among the three factors 

uncovered, and this interaction further contributes to participant attachment to a 

charity sport event.  An interaction between Competency and Cause was unveiled 

through discussion of added meaning for the physical activity and achievement.  In 

describing this, Jeffrey stated, “A lot of people probably wouldn’t do it [the event] if 

they were just looking to exercise.  So for us, it’s something to do to add meaning to 

the activity.”   

The increased meaning behind the physical activity resonated with cancer 

survivors who not only wanted to prove to themselves that they could achieve their 
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goal, but also provide an example to other cancer survivors who may not yet be able 

to participate in strenuous physical activity.  Jenna detailed this with the following:

I have two things that are important to me.  The first one is just to 

prove to myself that I can do it as a survivor and a person with only 

one leg.  The second thing that’s very important to me is to 

encourage other people who are going through what I’ve already 

been through and let them know that there’s a light at the other side 

of the tunnel.

The convergence of the greater cause and the physical activity is aptly described by 

Betty in stating the most important aspect of the event:

I think it’s a combination of the fundraising, and for me, the physical.  

I really pushed myself to get ready for it, which is good for me.  So 

it’s both for me, definitely the fundraising, but also the physical 

challenge.  Kind of made me get healthier too.

The interaction among values went beyond Competency and Cause.  Influence 

between Camaraderie and Cause was also highlighted.  This interaction was depicted 

by participants describing the collective group of participants working towards a 

single, unifying goal.  Tiffany indicated that participating in the event provided her 

with, “the knowledge that you’re not alone. All these people are here with you doing 

things together.  Other people are going through the same thing, there’s solidarity.”  

Jeffrey elaborated on this while describing the most important facet of the event for 

him: “I think it has to be kind of like the collective, everybody is doing it together, 

everybody is trying to make a difference.  So small efforts by everyone make a big 

difference on the whole.”
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Furthermore, an interaction between Camaraderie and Competency was 

revealed.  This interaction suggests that people were not just brought together by the 

sense of belonging, along with their belief in the charitable cause, but also by shared 

interest in the activity. Conversely, the common bond shared by participants may 

have driven people to pursue the activity.  This is described by Amelia’s explanation 

of what distinguishes this event:

Actually, there’s been so many runs and walks for cancer, but I think 

what it is, is loving getting on a bike myself.  More and more people 

are getting on bikes, road bikes, any type of bike, I think, because of 

this.

The findings suggest an interaction among the values uncovered.  In addition to 

interacting with one another, the values also interact with the recreation and charity 

motives driving participation.

Interaction Among Values and Motives

An interaction was uncovered among the values revealed through the 

interviews and the recreation and charity motives discussed earlier.  Dan stated, “if 

you get a bunch of people together for dinner to sit down and chat, you know, that’s 

good that they are all together, but, you get them all together doing a physical activity, 

the combination of the two makes everyone feel closer to each other.”  Jason 

described his feeling crossing the finish line with, “a little bit of pride, and a little bit 

of elation.  To be able to participate in this, and have everybody cheering for you.  It 

helps the pain go away.”  These comments underlie the influence of Camaraderie on 

the Physical motive driving event participation.
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The Physical motive was also influenced by Cause.  Joel indicated that he 

pushed himself harder both in training and at the event on behalf of his donors and 

those for which he was fundraising.  He stated:

I think eventually everybody’s gonna cross the finish line, so 

probably you don’t have to work out a whole lot, but for me I wanted 

to do the best that I could, and I got a lot of people to donate and we 

wanted to do good to let those people know that we were really into 

it.

Cause also impacted the social motive.  Rhonda highlighted an understanding among 

participants that leads to mutual support.  She described the scene when she crossed 

the finish line with the following, “It’s really cool when you go to the finish, and 

people are cheering, they don’t even know you, but they’re going through things, and 

you’re going through things.”  The connection among participants also influenced the 

Intellectual motive.  Christopher explained how he felt comfortable informing 

participants about the resources the LAF was presenting at the events.  He stated, “it’s 

a pretty big thing to me.  I’ve been telling as many people as I can about what they 

have been able to make available.”

The values also influenced the motives for charitable giving.  Convergence 

existed between Competency and the Need to Help Others as individuals put their 

accomplishments in perspective, highlighting the individual difference they made.  

Karolina elaborated on completing the event with, “I felt like I really accomplished 

something and did something to help other people.”  Jessica shared a similar 

sentiment regarding crossing the finish line, “It was just a great sense of almost relief 

that I finished …. Just to be able to do it and to finish and say that I helped someone 

who might go through it at a later date.”  Cause influenced the motives for charitable 
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giving as well, given the centrality of the charitable aspect to this factor.  With regard 

to its influence on Self-Esteem, Petra explained:

I was feeling quite euphoric that I was actually a part of this whole 

thing.  I mean, anybody can go ride their bike for 100 miles, but to 

be a part of this organisation and cause, just makes you feel a little 

bit better about yourself.

Overall, Study 4 revealed three factors that contribute to attachment and 

underlie the meaning the event holds for participants.  It also demonstrated an 

interaction among these factors on their own, as well as with the recreation motives 

and motives for charitable giving driving event participation.  With these factors in 

place, Study 5 then developed and tested scales to assess each factor.  In addition, 

Study 5 further examined the contribution of these factors to attachment, as well as 

their influence on recreation and charity motives’ contribution to attachment.  The 

results for Study 5 are relayed next.

Study 5

Study 5 evaluated the role of recreation and charity motives in the 

development of attachment to a charity sport event to determine if the motives for 

charitable giving made a stronger contribution to event attachment than recreation 

motives for an event with a more prominent charitable cause.  Also, Study 5 

represented further examination of whether attachment consisted of multi-dimensional

values that contribute to meaning held for the event.  In addition, Study 5 examined 

how values and motives contribute to event attachment in the charity sport event 

context.  Through this examination, Study 5 determined whether values make a 

stronger contribution than motives, as well as whether values and motives collectively 

make a stronger contribution.  
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Correlations, means, standard deviations, and cronbach alphas were calculated 

for all constructs examined within Study 5.  This included the three values: 

Camaraderie, Cause, and Competency; a mean construct score for these factors: 

Values; the four recreation motives; the four motives for charitable giving; and Event 

Attachment.  The correlations are displayed in Table 4.10.  The means, standard 

deviations and cronbach alphas are included in Table 4.11.  The cronbach alphas were 

calculated for all constructs since they used multi-

(Nunnally & Bernstein, 1994). A cronbach alpha was not calculated for Need to Help 

Others as this was a single-item construct.  The mean scores ranged from 4.50 to 6.32, 

with Competency revealing the highest mean score, followed by Need to Help Others 

(M=6.12). A one-sample t-test with a 4.0 midpoint revealed that all motives and 

values were significantly higher than the 4.0 midpoint (p < .05).
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Table 4.10

Correlations for Cause, Camaraderie, Competency, Values, Recreation Motives, Motives for Charitable Giving, and Event Attachment (N=568)

Construct 1 2 3 4 5 6 7 8 9 10 11 12 13

1. Camaraderie 1

2. Cause .74* 1

3. Competency .58* .71* 1

4. Values .92* .92* .80* 1

5. Intellectual .38* .31* .36* .39* 1

6. Social .51* .36* .39* .48* .53* 1

7. Physical .31* .34* .38* .37* .32* .41* 1

8. Escape .23* .18* .19* .23* .26* .25* .44* 1

9. Reciprocity .41* .37* .31* .42* .23* .20* .11* .09* 1

10. Self-Esteem .46* .41* .23* .44* .05 .15* .19* .18* .28* 1

11. Need to Help Others .39* .43* .37* .45* .25* .20* .16* .11* .34* .34* 1

12. Desire to Improve the Charity .54* .51* .34* .54* .18* .22* .22* .22* .39* .65* .46* 1

13. Event Attachment .72* .74* .59* .78* .28* .37* .19* .17* .46* .44* .48* .34* 1

* Correlations are significant p < .05
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Table 4.11

Means, Standard Deviations and Reliability Measures for Cause, Camaraderie, 

Competency, Values, Recreation Motives, Motives for Charitable Giving, and Event 

Attachment (N=568)

Construct Mean Standard 

Deviation

Cronbach Alpha

Camaraderie 5.48 1.13 .86

Cause 6.00 .89 .77

Competency 6.32 .82 .86

Values 5.89 .86 .90

Intellectual 5.55 1.33 .89

Social 5.77 1.18 .89

Physical 6.00 1.12 .81

Escape 4.50 1.73 .76

Reciprocity 5.23 1.29 .93

Self-Esteem 4.95 1.41 .77

Need to Help 

Others

6.12 1.05

Desire to Improve 

the Charity

5.25 1.19 .69

Event Attachment 5.60 .92 .86

Correlations were calculated for the nine items used to assess Values (CAM1, 

CAM2, CAM3, CAUSE1, CAUSE2, CAUSE3, COMP1, COMP2, COMP3).  The 

correlation matrix can be seen in Table 4.12.  

Table 4.12

Correlation Matrix Among Items of Values

Items 1 2 3 4 5 6 7 8 9

1. CAM1 1

2. CAM2 .75* 1

3. CAM3 .58* .67* 1

4. .51* .63* .60* 1
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CAUSE1

5. 

CAUSE2

.57* .64* .55* .58* 1

6. 

CAUSE3

.40* .44* .57* .65* .44* 1

7. 

COMP1

.30* .33* .35* .45* .38* .43* 1

8. 

COMP2

.43* .47* .49* .61* .43* .71* .55* 1

9. 

COMP3

.46* .52* .50* .61* .48* .63* .49* .76* 1

* Correlations are significant p < .05

Confirmatory Factor Analysis

Five confirmatory factor analyses using AMOS 7.0 (Arbuckle, 1994) were 

initially conducted.  Numerous models were tested to evaluate if the items developed 

to assess values revealed three factors, as suggested by Study 4, or if interaction 

existed among the values with only one or two values represented by the items.  

Confirmatory factor analysis was deemed appropriate for this examination as it allows 

for the direct testing of theory founded upon specific expectations of the researcher 

(Thompson, 2004).  

The first CFA (Model 1) used the results of Study 4 as its theoretical basis and 

advanced the nine manifest items and three latent variables.  Each of the three latent 

variables: Camaraderie, Cause and Competency; were represented by three indicators.  

Refer to Table 4.14 for a listing of each variable and corresponding indicators.  

Second, CFA employing a measurement model examining the relationships between 
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the nine manifest items and two latent variables were conducted.  This model was run 

in three iterations.  First, six indicators represented the latent variable, 

Cause/Competency, while three indicators represented the latent variable, 

Camaraderie (Model 2).  Refer to Table 4.15 for a listing of each variable and 

corresponding indicators for Model 2.  Second, six indicators represented the latent 

variable, Camaraderie/Cause, while three indicators represented the latent variable, 

Competency (Model 3).  Refer to Table 4.16 for a listing of each variable and the 

corresponding indicators for Model 3.  Third, six indicators represented the latent 

variable, Camaraderie/Competency, while three indicators represented the latent 

variable, Cause (Model 4).  Refer to Table 4.17 for a listing of each variable and 

corresponding indicators for Model 4.  Finally, a fifth CFA (Model 5) employed a 

measurement model examining the relationships between the nine manifest items and 

one latent variable (Camaraderie/Cause/Competency).

Refer to Table 4.18 for a listing the latent variable and corresponding 

indicators for Model 5.  As a means towards evaluating discriminate validity, 

correlations were calculated for the six variables.  This correlation matrix can be seen 

in Table 4.13, and these correlations will be compared to average variance extracted 

(AVE) within each CFA.

Table 4.13

Correlation Matrix Among Value-based Variables

Items 1 2 3 4 5 6

1. Camaraderie 1

2. Cause .74* 1

3. Competency .55* .70* 1
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4. Cause/Competency .70* .93* .92* 1

5. Camaraderie/Cause .95* .92* .66* .86* 1

6. 

Camaraderie/Competency

.92* .82* .84* .89* .93* 1

* Correlations are significant p < .05

The T values for each scale item within Model 1 are reported in Table 4.14

and ranged from 15.28 to 22.82.  The individual item reliabilities for the latent factors 

are reported in Table 4.14 in the form of standardised path coefficients.  The factor 

loadings ranged from a low of r = .61 to a high of r = .89 with two items under the 

.707 benchmark: CAUSE2 r = .69, COMP1 r = .61.  The squared multiple correlation 

for these same two items did not exceed the .50 benchmark (e.g., Bagozzi & Yi, 

1998). An additional test of discriminate validity was conducted and revealed that the 

average variance extracted for these items representing each construct exceeded the 

.50 benchmark, as well as the squared correlation between each construct (Fornell & 

Larcker, 1981).  See Table 4.14 for Average Variance Extracted (AVE) and Table 

4.13 for the correlations between constructs.  

To test discriminate validity further, the variances for each item were fixed to 

1.0, while the covariances between each of the three constructs were fixed to 1.0 in 

sequence. The baseline chi-square value (the chi-square value with the variances fixed 

to 1.0 and the covariances not adjusted) was then compared to the chi-square value 

when the covariances are fixed to 1.0.  Given that df = 24, if the chi-square exceeded

the baseline chi-square value by 36.42, then there is evidence of discriminate validity.  

Three comparisons were made, and the smallest chi-square difference was 79.51 

providing evidence of discriminate validity among the constructs (e.g., Hightower, 
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Brady, & Baker, 2002).  The results provide evidence that these three value constructs 

are theoretically related but also unique from one another.

Table 4.14

Results of Confirmatory Factory Analysis (Model 1): Individual Scale Items, Factor 

Loadings, Path Coefficients, and T-Values for Camaraderie, Cause and Competency

(N=568)

Scale Item Factor 

Loadings

Path 

Coefficients

T-Values

Camaraderie (AVE = 

.68)

Participating in the 

LIVESTRONG Challenge 

allows me to develop 

warm relationships with 

others

.80 1.18 19.48

Participating in the 

LIVESTRONG Challenge 

provides me with a sense 

of belonging

.89 1.20 22.82

I feel solidarity towards 

the other participants in 

the LIVESTRONG

Challenge

.77 .85 19.48

Cause (AVE = .57)

Participating in the 

LIVESTRONG Challenge 

provides me with a sense 

of self-fulfilment

.82 1.43 19.83

Participants in the 

LIVESTRONG Challenge 

are well-respected by 

others as a result of their 

participation

.69 .98 17.49

Participating in the 

LIVESTRONG Challenge 

is inspiring

.76 .70 19.83

Competency (AVE = .63)

Participating in the 

LIVESTRONG Challenge 

is a physical challenge for 

.61 .91 15.28
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me

Participating in the 

LIVESTRONG Challenge 

is exciting

.89 1.06 15.57

Participating in the 

LIVESTRONG Challenge 

provides my life with fun 

and enjoyment

.85 1.09 15.28

The T values for each scale item within Model 2 are reported in Table 4.15

and ranged from 14.27 to 22.74.  The individual item reliabilities for the latent factors 

are reported in Table 4.15 in the form of standardised path coefficients.  The factor 

loadings ranged from a low of r = .59 to a high of r = .89 with two items under the 

.707 benchmark: CAUSE2 r = .63, COMP1 r = .59.  The squared multiple correlation 

for these same two items did not exceed the .50 benchmark (e.g., Bagozzi & Yi, 

1998). An additional test of discriminate validity was conducted and revealed that the 

average variance extracted for these items representing each construct exceeded the 

.50 benchmark, as well as squared correlation between each construct (Fornell & 

Larcker, 1981).  See Table 4.15 for Average Variance Extracted (AVE) and Table 

4.13 for the correlations between constructs.  The results provide evidence that these 

two value-based constructs are unique from one another.

Table 4.15

Results of Confirmatory Factory Analysis (Model 2): Individual Scale Items, Factor 

Loadings, Path Coefficients, and T-Values for Camaraderie and Cause/Competency

(N=568)

Scale Item Factor Loadings Path Coefficients T-Values

Camaraderie

(AVE = .68)

Participating in the 

LIVESTRONG

.81 1.21 19.30
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Challenge allows 

me to develop warm 

relationships with 

others

Participating in the 

LIVESTRONG

Challenge provides 

me with a sense of 

belonging

.89 1.19 22.74

I feel solidarity 

towards the other 

participants in the 

LIVESTRONG

Challenge

.76 .83 19.30

Cause/Competency

(AVE = .56)

Participating in the 

LIVESTRONG

Challenge provides 

me with a sense of 

self-fulfilment

.79 1.16 21.18

Participants in the 

LIVESTRONG

Challenge are well-

respected by others 

as a result of their 

participation

.63 .93 15.46

Participating in the 

LIVESTRONG

Challenge is 

inspiring

.78 .75 20.04

Participating in the 

LIVESTRONG

Challenge is a

physical challenge 

for me

.59 .79 14.27

Participating in the 

LIVESTRONG

Challenge is 

exciting

.84 .82 21.73

Participating in the 

LIVESTRONG

Challenge provides 

my life with fun and 

enjoyment

.82 .86 21.18

The T values for each scale item within Model 3 are reported in Table 4.16

and ranged from 15.10 to 23.73.  The individual item reliabilities for the latent factors 
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are reported in Table 4.16 in the form of standardised path coefficients.  The factor 

loadings ranged from a low of r = .60 to a high of r = .88 with two items under the 

.707 benchmark: CAUSE3 r = .69, COMP1 r = .60.  The squared multiple correlation 

for these same two items did not exceed the .50 benchmark (e.g., Bagozzi & Yi, 

1998). An additional test of discriminate validity was conducted and revealed that the 

average variance extracted for these items representing each construct exceeded the 

.50 benchmark, as well as the squared correlation between each construct (Fornell & 

Larcker, 1981).  See Table 4.16 for Average Variance Extracted (AVE) and Table 

4.13 for the correlations between constructs.  The results provide evidence that these 

two value-based constructs are unique from one another.

Table 4.16

Results of Confirmatory Factory Analysis (Model 3): Individual Scale Items, Factor 

Loadings, Path Coefficients, and T-Values for Camaraderie/Cause and Competency

(N=568)

Scale Item Factor 

Loadings

Path 

Coefficients

T-Values

Camaraderie/Cause

(AVE = .58)

Participating in the 

LIVESTRONG Challenge 

allows me to develop 

warm relationships with 

others

.73 1.67 16.12

Participating in the 

LIVESTRONG Challenge 

provides me with a sense 

of belonging

.82 1.99 17.77

I feel solidarity towards 

the other participants in 

the LIVESTRONG

Challenge

.78 1.56 16.93

Participating in the 

LIVESTRONG Challenge 

provides me with a sense 

.80 1.53 17.36
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of self-fulfilment

Participants in the 

LIVESTRONG Challenge 

are well-respected by 

others as a result of their 

participation

.72 1.61 15.87

Participating in the 

LIVESTRONG Challenge 

is inspiring

.69 .60 16.12

Competency (AVE = .62)

Participating in the 

LIVESTRONG Challenge 

is a physical challenge for 

me

.60 .90 15.10

Participating in the 

LIVESTRONG Challenge 

is exciting

.88 .96 23.73

Participating in the 

LIVESTRONG Challenge 

provides my life with fun 

and enjoyment

.86 1.11 15.10

The T values for each scale item within Model 4 are reported in Table 4.17

and ranged from 12.30 to 19.72.  The individual item reliabilities for the latent factors 

are reported in Table 4.17 in the form of standardised path coefficients.  The factor 

loadings ranged from a low of r = .56 to a high of r = .81 with three items under the 

.707 benchmark: CAM1: r = .69, COMP1 r = .56, CAUSE2 r = .69.  The squared 

multiple correlation for these same three items did not exceed the .50 benchmark 

(e.g., Bagozzi & Yi, 1998). An additional test of discriminate validity was conducted 

and revealed that the average variance extracted for these items representing each 

construct did not exceed the squared correlation between each construct (Fornell & 

Larcker, 1981).  See Table 4.17 for Average Variance Extracted (AVE) and Table 

4.13 for the correlations between constructs.  The results provide evidence that these 

two value-based constructs may not be unique from one another.
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Table 4.17

Results of Confirmatory Factory Analysis (Model 4): Individual Scale Items, Factor 

Loadings, Path Coefficients, and T-Values for Camaraderie/Competency and Cause

(N=568)

Scale Item Factor 

Loadings

Path 

Coefficients

T-Values

Camaraderie/Competency

(AVE = .52)

Participating in the 

LIVESTRONG Challenge 

allows me to develop warm 

relationships with others

.69 1.27 16.70

Participating in the 

LIVESTRONG Challenge 

provides me with a sense of 

belonging

.76 1.19 16.40

I feel solidarity towards the 

other participants in the

LIVESTRONG Challenge

.74 .96 16.06

Participating in the 

LIVESTRONG Challenge 

is a physical challenge for 

me

.56 .72 12.30

Participating in the 

LIVESTRONG Challenge 

is exciting

.77 .73 16.68

Participating in the 

LIVESTRONG Challenge 

provides my life with fun 

and enjoyment

.77 .79 16.70

Cause (AVE = .57)

Participating in the 

LIVESTRONG Challenge 

provides me with a sense of 

self-fulfilment

.81 1.44 19.72

Participants in the 

LIVESTRONG Challenge 

are well-respected by others 

as a result of their 

participation

.69 .99 17.70

Participating in the 

LIVESTRONG Challenge 

is inspiring

.75 .69 19.72
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The T values for each scale item within Model 5 are reported in Table 4.18

and ranged from 12.29 to 17.32.  The individual item reliabilities for the latent factors 

are reported in Table 4.18 in the form of standardised path coefficients.  The factor 

loadings ranged from a low of r = .56 to a high of r = .81 with three items under the 

.707 benchmark: CAM1 r = .68, CAUSE2 r = .69, COMP1 r = .56.  The squared 

multiple correlation for these same three items did not exceed the .50 benchmark 

(e.g., Bagozzi & Yi, 1998). See Table 4.18 for Average Variance Extracted (AVE), 

which did exceed the .50 benchmark suggesting validity.

Table 4.18

Results of Confirmatory Factory Analysis (Model 5): Individual Scale Items, Factor 

Loadings, Path Coefficients, and T-Values for Camaraderie/Cause/Competency

Scale Item Factor 

Loadings

Path 

Coefficients

T-Values

Camaraderie/Cause/Competency

(AVE = .53)

Participating in the 

LIVESTRONG Challenge allows 

me to develop warm relationships 

with others

.68 1.36 16.37

Participating in the 

LIVESTRONG Challenge 

provides me with a sense of 

belonging

.76 1.19 16.34

I feel solidarity towards the other 

participants in the LIVESTRONG

Challenge

.74 .96 16.03

Participating in the 

LIVESTRONG Challenge 

provides me with a sense of self-

fulfilment

.81 .99 17.32

Participants in the LIVESTRONG

Challenge are well-respected by 

others as a result of their 

participation

.69 .99 15.06

Participating in the 

LIVESTRONG Challenge is 

inspiring

.75 .70 16.20
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Participating in the 

LIVESTRONG Challenge is a 

physical challenge for me

.56 .72 12.29

Participating in the 

LIVESTRONG Challenge is 

exciting

.77 .73 16.64

Participating in the 

LIVESTRONG Challenge 

provides my life with fun and 

enjoyment

.77 .79 16.65

For each of the five models, six fit indices were used to evaluate how well 

each measurement model fit the data collected: x²/ degrees of freedom (df), Root 

Mean Squared Error of Approximation (RMSEA), Normal Fit Index (NFI), Goodness 

of Fit Index (GFI), Comparative Fit Index (CFI), and Standardised Route Mean 

Squared (SRMR) (Bagozzi & Yi, 1988; Bollen, 1989; Hair et al., 2006; Hu & Bentler, 

1999; Tabachnik & Fidell, 1996).  Each of these five fit indices for each of the five 

models is shown in Table 4.19.

Table 4.19

x²/ df, RMSEA, NFI, GFI, CFI, SRMR for Model 1, Model 2, and Model 3, Model 4, 

Model 5

x²/ df RMSEA NFI GFI CFI SRMR

Model 1 9.86 .13 .92 .91 .93 .05

Model 2 13.11 .15 .89 .87 .90 .07

Model 3 14.84 .16 .88 .85 .88 .07

Model 4 22.24 .19 .82 .78 .82 .08

Model 5 21.44 .19 .82 .78 .82 .08
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These five models were then evaluated to determine which best reflected the 

data.  Criteria for this evaluation included factor loadings and squared multiple 

correlations against the respective benchmark, evidence of discriminate validity, and 

model fit. Of the five models, three demonstrated discriminate validity, with two 

factor loadings and squared multiple correlations under the required benchmarks 

(Model 1, Model 2, Model 3).  However, for Model 1, these two items were very 

close to the benchmarks with the factor loading for CAUSE2 at .69 just under the .707 

benchmark; and the squared multiple correlation just under the .50 benchmark at .47.  

In addition, Model 1 revealed the best fit with the lowest SRMR and RMSEA of the 

five models, along with NFI, GFI, and CFI each over .90.  Therefore, Model 1 was 

deemed the best representation of the constructs.  With regard to model fit, it should 

be noted that x²/ degrees of freedom and RMSEA do not indicate reasonable fit for 

Model 1.  However, the high value for x²/ degrees of freedom relates to sensitivity to

sample size (Marsh et al., 1988), and while RMSEA exceeds .10, Model 1 reveals the 

lowest value of the five models and smaller values for RMSEA suggest reasonable fit 

(Thompson, 2004).

A sixth and final CFA (Attachment Model) employing a measurement model 

examining the relationships among the recreation motives, motives for charitable 

giving, Camaraderie, Cause, Competency, and Event Attachment and 27 manifest 

items was then conducted.  This model incorporated Model 1 with motives and Event 

Attachment.  Need to Help Others was excluded from this model as it was a single-

item construct.  The latent variables for each motive, Camaraderie, Cause, 

Competency and Event Attachment were left to freely correlate.  The T values for 

each scale item within the Attachment Model are reported in Table 4.20 and ranged 

from 11.46 to 30.15.  The individual item reliabilities for the latent factors are 
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reported in Table 4.20 in the form of standardised path coefficients. The factor 

loadings ranged from a low of r = .56 to a high of r = .92 with three items under the 

.707 benchmark: ESC1 r = .70, DTIC r =.56, COMP1 r = .60.  The squared multiple 

correlations for these same three items did not exceed the .50 benchmark (e.g., 

Bagozzi & Yi, 1998).

An additional test of discriminate validity was once again conducted and 

revealed that the average variance extracted by each of the three items representing a 

value construct exceeded the squared correlation between each construct (Fornell & 

Larcker, 1981).  Furthermore, the average variance extracted for each of the items 

representing motive constructs, as well as the Event Attachment construct exceeded 

the squared correlation among these constructs.  However, Desire to Improve the 

Charity (AVE = .48) did not exceed the .50 benchmark and was exceeded by two 

squared correlations (Event Attachment and Cause, Event Attachment and 

Camaraderie).

Six fit indices were again used to evaluate how well the measurement model 

fit the data collected: x²/ degrees of freedom (df), Root Mean Squared Error of 

Approximation (RMSEA), Normal Fit Index (NFI), Goodness of Fit Index (GFI), 

Comparative Fit Index (CFI), and Standardised Route Mean Squared (SRMR) 

(Bagozzi & Yi, 1988; Bollen, 1989; Hair et al., 2006; Hu & Bentler, 1999; Tabachnik 

& Fidell, 1996). Fit statistics for this model were x² /df = 4.06; RMSEA = .07; SRMR 

= .06; GFI = .85; NFI = .89; and CFI = .91.  The x² /df  exceeded the recommended 

value of three, however, again, this could be attributed to the large sample size (Marsh 

et al., 1988).  Meanwhile, one of the three fit indices reflecting absolute proportions of 

the covariances (CFI) is above the recommended .90, and NFI is approaching .90.  
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Also, SRMR is below .10 and RMSEA falls between .05 and .08.  Overall, this 

suggests satisfactory fit (e.g., Hair et al., 2006; Kline, 1998).

Table 4.20

Results of Confirmatory Factor Analysis (Attachment Model): Individual Scale Items, 

Factor Loadings, Path Coefficients, and T-values for the Motives and Event 

Attachment (N=568)

Scale Item Factor Loadings Path 

Coefficients

T-values

Intellectual (AVE = 

.80)

to expand my 

knowledge

.85 .97 20.54

to discover new things .94 1.04 20.54

Social (AVE = .81)

to interact with others .88 .86 24.34

to meet new and 

different people

.91 1.16 24.34

Physical (AVE = .68)

to improve my skill and 

ability in doing the 

activity

.84 1.14 17.05

to keep in shape 

physically

.80 .87 17.05

Escape (AVE = .64)

to avoid the hustle and 

bustle of daily activities

.70 .88 11.46

to relieve stress and 

tension

.89 1.14 11.46

Reciprocity (AVE = 

.86)

The activities of the 

Lance Armstrong 

Foundation have 

improved the quality of 

life of people who are 

close to me

.87 1.06 20.80

The Lance Armstrong 

Foundation has been 

responsible for 

improving the quality of 

life of people close to 

me

.89 .94 20.79
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Self-Esteem (AVE = 

.63)

Other people will think 

more highly of me if I 

donate time or money to 

the Lance Armstrong 

Foudation

.84 1.10 17.37

People who are most 

respected by society are 

those who give to 

charitable organisations

.75 .91 17.37

Desire to Improve the 

Charity (AVE = .48)

Giving to the Lance 

Armstrong Foundation 

allows me to enhance 

the prestige of the 

charity

.80 1.98 12.78

Giving to the Lance 

Armstrong Foundation 

allows me to push the 

organisation towards 

success

.56 .51 12.79

Event Attachment 

(AVE = .78)

I possess a great deal of 

knowledge about the 

LIVESTRONG

Challenge

.87 .87 17.84

If I were to list 

everything I know about 

the LIVESTRONG

Challenge, the list would 

be quite long

.86 1.14 17.84

The LIVESTRONG

Challenge is important 

to me

.92 .96 30.15

Being a participant in 

the LIVESTRONG

Challenge is very 

important to me

.92 1.05 30.14

You can tell a lot about a 

person by whether or not 

he or she participates in 

the LIVESTRONG

Challenge

.89 1.04 22.78

Participating in the 

LIVESTRONG

Challenge gives a 

glimpse of the type of 

.83 .96 22.78



166

person I am

Camaraderie (AVE = 

.68)

Participating in the 

LIVESTRONG

Challenge allows me to 

develop warm 

relationships with others

.82 .87 24.27

Participating in the 

LIVESTRONG

Challenge provides me 

with a sense of 

belonging

.88 1.15 24.27

I feel solidarity towards 

the other participants in 

the LIVESTRONG

Challenge

.77 .83 20.37

Cause (AVE = .57)

Participating in the 

LIVESTRONG

Challenge provides me 

with a sense of self-

fulfilment

.79 1.41 19.47

Participants in the 

LIVESTRONG

Challenge are well-

respected by others as a 

result of their 

participation

.72 1.05 18.46

Participating in the 

LIVESTRONG

Challenge is inspiring

.75 .71 19.48

Competency (AVE = 

.63)

Participating in the 

LIVESTRONG

Challenge is a physical 

challenge for me

.60 .91 15.26

Participating in the 

LIVESTRONG

Challenge is exciting

.89 1.07 15.58

Participating in the 

LIVESTRONG

Challenge provides my 

life with fun and 

enjoyment

.85 1.10 15.26
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Multiple Regression Analysis

As a means towards comparing the findings of Study 2 and Study 3, multiple 

regression analysis was conducted examining the contribution of recreation and 

charity motives to Event Attachment.  Results of the multiple regression analysis 

revealed that the Social (b = .21) motive contributed to Event Attachment.  

Meanwhile, Reciprocity (b = .21), Self-Esteem (b = .10), Need to Help Others (b = 

.21), and Desire to Improve the Charity (b = .27) motives also contribute to Event 

Attachment, with 46.7% of the variance explained overall.  The results also 

demonstrate that Reciprocity, Self-Esteem, Need to Help Others and Desire to 

Improve the Charity motives make a stronger contribution to Event Attachment than 

the Social motive F(8,559)= 63.14.  The results of the multiple regression analysis are 

summarised in Table 4.21.  The results demonstrate the contribution of motives and 

the contribution of motives and values collectively, was examined next.

Table 4.21

Summary of Multiple Regression Analysis for Recreation and Charity Motives 

Predicting Event Attachment (N=568)

Construct B SE B

Intellectual .01 .03 .02

Social .17 .03 .21*

Physical -.04 .03 -.05

Escape .01 .02 .01

Reciprocity .15 .02 .21*

Self-Esteem .07 .03 .10*

Need to Help Others .18 .03 .21*

Desire to Improve the 

Charity

.19 .03 .27*

* p < .05
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Hierarchical Regression

Hierarchical regression allows for a series of linear regression analysis to be 

performed to determine the unique contribution of a specific independent variable to 

individual differences in the dependent variable (Lindenberger & Potter, 1998).  

Hierarchical linear regression was next conducted through two analyses, in 

conjunction with the multiple regression analysis conducted above.  In the first 

analysis, an examination of Values’ effect on Event Attachment was conducted.  In 

the second analysis, both Values and the eight motives were entered as independent 

variables to determine the total effect on Event Attachment. The multiple regression 

analysis assessed the effect of the eight motives on Event Attachment, which 

corresponds with the second step of hierarchical regression (Lindenberger & Potter, 

1998).  Results of the hierarchical linear regression analysis revealed that Values (b = 

.77) contribute to Event Attachment with 58.8% of the variance explained F(1,566) =

809.06.  Next, Values (b = .62), Social (b = .08), Physical (b = -.15), Reciprocity (b = 

.11), Need to Help Others (b = .11), and Desire to Improve the Charity (b = .13) 

motives also contribute to Event Attachment, with 65.7% of the variance explained 

overall F(9,558)=121.46.  The results of this hierarchical linear regression analysis are 

summarised in Table 4.22.
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Table 4.22

Summary of Hierarchical Linear Regression Analysis for Values along with 

Intellectual, Social, Physical, Escape, Reciprocity, Self-Esteem, Need to Help Others, 

and Desire to Improve the Charity Motives  Predicting Event Attachment (N=568)

Construct B SE B

Step 1

Values .84 .03 .77*

Step 2

Values .68 .04 .62*

Intellectual -.03 .02 -.04

Social .06 .03 .08*

Physical -.12 .03 -.15*

Escape .02 .02 .03

Reciprocity .08 .02 .11*

Self-Esteem .02 .02 .03

Need to Help Others .10 .03 .11*

Desire to Improve the 

Charity

.10 .03 .13*

* p < .05

Taken together, the multiple regression analysis and hierarchical regression 

reveal the following.  First, motives, specifically Social, Reciprocity, Self-Esteem, 

Need to Help Others, and Desire to Improve the Charity, account for 46.7% of the 

variance in Event Attachment.  Second, Values account for 58.8% of the variance in 

Event Attachment.  Third, Values and motives, specifically, Social, Physical, 

Reciprocity, Need to Help Others, and Desire to Improve the Charity, account for 

65.7% of the variance.  This indicates that the unique effect of these motives is 6.9%.  

Also, Values account for more variance in Event Attachment than these motives, 

while Values and motives account for more variance than Values on their own.  

Furthermore, within the multiple regression analysis, Physical did not have a 

significant influence on Event Attachment, while the regression of Values and 

Physical did make a significant contribution.  Meanwhile, Reciprocity, Need to Help 
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Others, and Desire to Improve the Charity motives revealed a significant contribution 

to Event Attachment in both the multiple regression analysis as well as hierarchical 

linear regression with Values.  These findings reveal that Values fully mediate 

Physical, while partially mediating Reciprocity, Need to Help Others, and Desire to 

Improve the Charity (e.g., Lindenberger & Potter, 1998).

Variance Across Groups

Finally, a one-way between groups analysis of variance (ANOVA) was 

conducted for Intellectual, Social, Physical, Escape, Reciprocity, Self-Esteem, Need 

to Help Others, and Desire to Improve the Charity, Camaraderie, Cause, Competency, 

Event Attachment and the following demographic variables: Age, Education Level, 

Ethnicity, Repeat Participation, and Cancer Survivor.  Repeat Participation assessed 

whether the individual had participated in the LIVESTRONG Challenge previously, 

while Cancer Survivor allowed the respondent to indicate if they are cancer survivors 

themselves.  The questionnaire included a statement indicating these demographic 

items were optional.  No significant differences were found for any of the three

variables across all groups examined.  

Synopsis of Findings

Overall, results for this research can be outlined under five main headings.  

First, the focus groups suggested that the event has taken on enhanced meaning and 

importance, revealing attachment to the event.  Participant attachment to the event is 

contributed, in part, by an interaction occurring among the motives for charitable 

giving and recreation motives.  This finding is highlighted in Table 4.23.
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Table 4.23

Matrix Display of Event Attachment and Interaction among Motives, Definitions, and 

Representative Data for Study 1

Finding Definition Representative Quotes

Event Attachment Event takes on increased 

importance

“It’s something that’s a big part 

of my life.  You look toward the 

calendar, like when you were in 

college and you had dates like 

when you move out of the 

dorms, and when finals started, 

now it’s when the 

LIVESTRONG Challenge is.  

It’s on my calendar every year.  

I know what I’m doing the first 

weekend of October every year. 

Period.  End of story.  And I 

know what I need to do to get 

there the other eleven months 

out of the year.” (Annie, multi-

year participant)

Event Attachment Event takes on increased meaning “. . . for me it’s so personal, it 

becomes a philosophy you 

want to take on.  It was so 

important for me to do that 

ride the first year as a 

survivor. . . . Because it was 

just that symbolic to me, what 

it stood for.  I mean, it just 

sort of becomes this thing 

you’re a part of.  Just 

everything about it, the name 

of it, being a part of it, your 

personal experience.” (Jill, 

multi-year participant)

Social X Charity The events are viewed as 

occasions to talk to other people 

about one’s connection to the 

charity and its cause

“For me personally, it’s been 

meeting other survivors and 

having that common bond.  It 

really helped me deal with it.  I 

really, before I rode in the first 

Ride for the Roses, I somewhat 

blocked out my cancer 

experience, you know, 

psychologically, I didn’t want to 

deal with it.  But participating 
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really helped me kind of face it 

and deal with it. So, I guess it’s 

really helped me talk to other 

people about it. . . I think it’s a 

good thing, personally, to talk 

about it, and this event provides 

an outlet for this.” (Jack, multi-

year participant)

Physical X Charity The charitable component was 

also cited as a rationalization for 

some of the physical challenges 

that come with preparation and 

participation

“But the fact that it is a charity 

is significant, it’s a real 

motivator when you’re on the 

road and you’re struggling past 

your normal capabilities, you 

think about the people you 

know who have cancer or MS 

and what they have to put up 

with.  It makes the aches and 

pains and all that kind of stuff 

so trivial.  And that empowers 

you to go on.” (Lee, multi-year 

participant)

Second, Studies 2, 3, and 5 conducted multiple linear regression analysis to 

examine the relative contribution of the recreation and charity motives uncovered in 

Study 1 to Event Attachment within three separate sport event contexts.  A 

comparison of these findings is detailed in Table 4.24.  This comparison was made 

using the same items across all studies, meaning the items dropped for Study 5 were 

removed within Study 2 and Study 3.

Table 4.24

Comparison of Multiple Linear Regression Results for Study 2, Study 3, and Study 5

Event 2006 LIVESTRONG 

Challenge

2007 3M Half 

Marathon and 

Relay

2007 LIVESTRONG 

Challenge

Motive Beta Beta Beta

Intellectual .12* .15* .02

Social .03 .15* .21*

Physical .04 .16* -.05

Escape -.12* .08* .01
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Reciprocity .16* .14* .21*

Self-Esteem .07 .12* .10*

Desire to 

Improve the 

Charity

.33* .11* .27*

Need to Help 

Others

.43* .06 .21*

Adjusted R² .72 .35 .47

F Value 61.81 47.14 63.14

* p < .05

The results of these multiple regression analyses reveal that both recreation motives 

and motives for charitable giving contribute to participant attachment to an event, as a 

whole, but do differ by event context.  In addition, these results demonstrate that the 

relative contribution of individual recreation and charity motives differs across event 

contexts.

Third, the semi-structured interviews in Study 4 uncovered three values that 

underlie and contribute to attachment: Camaraderie, Cause, and Competency.  In 

addition, interactions among these values, as well as among the values and motives, 

were uncovered.  These findings are highlighted in Table 4.25.

Table 4.25

Values, Interactions, Definitions, and Representative Data for Study 4

Theme Definition Representative Quote

Camaraderie The sense of solidarity and 

belonging described by the 

participants.  Individuals 

revealed that by 

participating, they felt they 

were being a part of 

something bigger than 

themselves and were 

contributing to a large 

group trying to find a 

solution.  The participants 

revealed that they enjoyed 

being surrounded by like-

minded individuals and 

felt that there was a 

“I think the most important 

thing is the Socialization 

and camaraderie, whether 

you’re out here because 

you wanted to ride 40, 70, 

100 miles, whether you’re 

out here because you’re a 

fundraiser, or you’re just a 

spectator cheering 

someone on, or if you have 

no ties at all.  I think the 

most important part is the 

camaraderie tying 

everyone together.  

Everyone can benefit from 
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friendship along with 

sharing a common cause 

with their fellow 

participants.

it, learn, and grow.” 

(Amanda, multi-year 

participant)

Cause The event represents a way 

to make a difference in the 

world by raising awareness 

and supporting a worthy 

cause.  In addition, the 

event allowed participants 

to find inspiration as well 

as inspire others.

“I have two things that are 

important to me.  The first 

one is just to prove to 

myself that I can do it as a 

survivor and a person with 

only one leg.  The second 

thing that’s very important 

to me is to encourage other 

people who are going 

through what I’ve already 

been through and let them 

know that there’s a light at 

the other side of the 

tunnel.” (Jenna, multi-year 

participant)

Competency Participants who 

highlighted the health and 

fitness aspects of the 

event.  Participating in the 

event, and the training the 

event required, was 

viewed as a physical 

challenge that was 

enjoyable and contributed 

to participant attachment.  

Individuals felt a 

connection to the physical 

activity, and participating 

in the event allowed them 

to take part in this activity.

“Cycling is a big part of 

my life so I think it’s 

easier for me to connect 

with the event because of 

that.” (Jack, multi-year 

participant)   

Values X Values Interaction among the 

values uncovered in Study 

4.

“A lot of people probably 

wouldn’t do it [the event] 

if they were just looking to 

exercise.  So for us, it’s 

something to do to add 

meaning to the activity.” 

(Jeffrey, first-year 

participant)  

Values X Motives Interaction among the 

values uncovered in Study 

4 with the motives 

uncovered in Study 1.

“If you get a bunch of 

people together for dinner 

to sit down and chat, you 

know, that’s good that they 

are all together, but, you 

get them all together doing 

a physical activity, the 
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combination of the two 

makes everyone feel closer 

to each other,” (Dan, 

multi-year participant)

Fourth, a series of confirmatory factor analyses was conducted to determine 

the number of factors and corresponding items related to the values uncovered in the 

interviews.  Results of these analyses suggest that attachment is multi-dimensional 

with three inter-related, but distinct facets: Camaraderie, Cause, and Competency.

These results support the findings of Study 4.  From there, hierarchical linear 

regression analysis was conducted to assess the contribution of Values to Event 

Attachment, as well as Values and the individual recreation motives and motives for 

charitable giving, to Event Attachment. A comparison of these findings is included in 

Table 4.26.

Table 4.26

Summary of Hierarchical Linear Regression Analysis for Values along with 

Intellectual, Social, Physical, Escape, Reciprocity, Self-Esteem, Need to Help Others, 

and Desire to Improve the Charity Motives  Predicting Event Attachment (N=568)

Construct B SE B

Step 1

Values .84 .03 .77*

Step 2

Values .68 .04 .62*

Intellectual -.03 .02 -.04

Social .06 .03 .08*

Physical -.12 .03 -.15*

Escape .02 .02 .03

Reciprocity .08 .02 .11*

Self-Esteem .02 .02 .03

Need to Help Others .10 .03 .11*

Desire to Improve the 

Charity

.10 .03 .13*

* p < .05
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These results demonstrate an interaction among values and motives contributing to 

Event Attachment.  Values contribute on their own just as motives do, but also 

contribute in conjunction with recreation and charity motives.

Summary

This chapter detailed the results from each of the five studies.  Study 1 utilised 

qualitative data to determine the motives that account for attraction, while also 

evaluating the role of recreation and charity motives in the development of attachment 

to a charity sport event.  Results indicate that three recreation motives (Intellectual, 

Social, Physical) and four motives for charitable giving (Reciprocity, Self-Esteem, 

Need to Help Others, and Desire to Improve the Charity) account for attraction to a 

charity sport event, and drive event participation.  These results address research 

question 1, while providing support for hypothesis 1a.  In addition, results of Study 1 

suggest an interaction occurs between the charitable component of the event and 

individual recreation motives (Social, Physical) contributing to attachment to the 

event, which partially addresses research question 2.

Study 2 employed quantitative data to examine the role of recreation and 

charity motives in the development of attachment to a charity sport event.  This 

examination allowed for the determination of whether the motives for charitable 

giving make a stronger contribution to event attachment than recreation motives for 

an event with a more prominent charitable cause.  Results reveal that one recreation 

motive (Escape) and three motives for charitable giving (Reciprocity, Need to Help 

Others, Desire to Improve the Charity) contribute to Event Attachment.  Within these 

results, the three motives for charitable giving demonstrate a stronger contribution 

through greater beta weights than the two recreation motives.  These results address 

research question 2 and provide support for hypothesis 2a.
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Study 3 also employed quantitative data to examine the role of recreation and 

charity motives in the development of attachment to a charity sport event.  In this 

instance, the examination allowed for the determination of whether the recreation 

motives make a stronger contribution to event attachment than motives for charitable 

giving for an event with a less prominent charitable cause.  Results reveal that three

recreation motives (Intellectual, Social, Physical) and two motives for charitable 

giving (Reciprocity, Desire to Improve the Charity) contribute to Event Attachment.  

Within these results, the three recreation motives demonstrate a stronger contribution 

through greater beta weights than the two motives for charitable giving.  These results 

also address research question 2, while providing support for hypothesis 2b.

Study 4 involved qualitative data to explore the values that underlie 

attachment to determine whether attachment consists of multi-dimensional values that 

contribute meaning to the charity sport event.  Results uncovered three values (Cause, 

Camaraderie, and Competency) that underlie and contribute to attachment to the 

event, thus addressing research question 3.  In addition, the results suggest an 

interaction occurs among these values, as well as among the values and motives, to 

contribute to attachment.  This provides partial support for hypothesis 3a

Finally, Study 5 once again examined the role of recreation and charity 

motives in the development of attachment to a charity sport event to determine if the 

relative contribution of motives differed by event context.  This addressed research 

question 2, and the results provided support for hypothesis 2a.  Study 5 also provided 

evidence that attachment comprised of three inter-related, but distinct values

providing further support for hypothesis 3a.  In addition, Study 5 evaluated how 

values and motives contribute to event attachment to determine if values make a 

stronger contribution than motives, as well as evaluate the contribution of values and 
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motives collectively, in order to address research question 4.  Results reveal that one 

recreation motive (Social) and each of the four motives for charitable giving 

(Reciprocity, Self-Esteem, Need to Help Others, Desire to Improve the Charity) 

contribute to Event Attachment.  

Within these results, three of the motives for charitable giving (Reciprocity, 

Need to Help Others, Desire to Improve the Charity) demonstrate a stronger 

contribution through larger beta weights than the one recreation motive.  Furthermore, 

results indicate that Values fully mediate Physical, while partially mediating 

Reciprocity, Need to Help Others, and Desire to Improve the Charity.  Results also 

demonstrate that Values make a stronger contribution to event attachment through 

larger beta weights and greater variance explained than the motives.  These results 

provide support for hypotheses 4a and 4b.

With the results of each study relayed within this chapter, the next chapter 

discusses and interprets these results.  Discussing the results consists of a number of 

sub-sections.  First, each research question and hypothesis is addressed.  Second, the 

results overall are discussed in relation to the literature reviewed in the second 

chapter.  Third, the theoretical implications of these findings are described.  Fourth, 

the managerial implications of this research are detailed.  Fifth, suggestions for future 

research based on these results leads to limitations of the research.  After the 

discussion, a conclusion and summary of the research follows.
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CHAPTER 5. DISCUSSION AND CONCLUSION

The following chapter discusses the findings of this research.  First, the main 

findings of each study are highlighted through an examination of each research 

question and hypothesis advanced by this research.  Second, these findings are then 

related to the literature reviewed within Chapter 2.  Third, the theoretical implications 

of this research are discussed.  Fourth, the implications for sport and event managers 

are described.  Fifth, the limitations of this research are acknowledged.  Next, future 

research warranted by the findings of this study is highlighted.  Following this, an 

overview of this research provides final conclusions.

Main Findings

Research Question 1

Research question 1 explored the motives that account for attraction to a 

charity sport event.  This research question was addressed qualitatively through focus 

group data collected prior to the 2005 LAF Ride for the Roses and 2006 LAF 

LIVESTRONG Challenge within Study 1.  The focus groups revealed that seven 

motives drive event participation and account for attraction to a charity sport event.  

The intellectual motive was highlighted through participants discussing the event as 

an opportunity to learn more about the charity and its activities.  The social motive 

was revealed through participants describing the event as a means to meet new people 

and reunite with past participants.  The physical motive was mentioned through 

attention paid to the fitness and health benefits provided by the event.  

Discussion of the reciprocity motive involved participants describing their 

connection with the charitable cause, as well as how individual participants had 

benefited from the charity’s efforts.  The self-esteem motive was communicated 

through the increased self-worth and positive feelings experienced by participants 
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through their support of the charity.  Need to help others was uncovered through 

descriptions of participating in the event in order to improve the lives of other, less 

fortunate, individuals.  Finally, desire to improve the charity came out through the 

depiction of participating in the event in an effort to promote the organisation.  These 

seven motives appear to account for attraction to a charity sport event.

Hypothesis 1a

Hypothesis 1a suggested that attraction to a charity sport event will comprise 

of recreation motives and motives for charitable giving.  This hypothesis was 

addressed through the qualitative data collected within Study 1.  The results of Study 

1 support Hypothesis 1a, and demonstrate that attraction to a charity sport event is 

comprised of both recreation motives and motives for charitable giving.  Intellectual, 

social, and physical represent recreation motives.  Meanwhile, reciprocity, self-

esteem, need to help others, and desire to improve the charity represent motives for 

charitable giving.  Notably, the escape motive was not supported within the focus 

groups.  With research question 1 and hypothesis 1a addressed, this research next 

addressed the contribution of these motives to attachment to a charity sport event.

Research Question 2

Research question 2 examined the role of recreation and charity motives in the 

development of attachment to a charity sport event.  This research question was 

addressed in two phases via four different studies employing a mixed methods 

approach.  First, Study 1 addressed this through the qualitative data collected via the 

focus groups to explore an interaction among these motives.  Second, Study 2, Study 

3, and Study 5 employed quantitative data via questionnaires to assess the 

contribution of the motives to attachment to the event.  
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The findings from Study 1 suggest an interaction occurs among the motives 

contributing to event attachment.  Specifically, the charitable component of the event 

influences the social and physical motives leading to enhanced meaning for these 

motives, centrality for the event, and greater meaning for the event overall.  Study 2 

revealed one recreation motive (escape) and three motives for charitable giving

(reciprocity, need to help others, desire to improve the charity) contribute to event 

attachment.  This contribution was revealed through significant beta weights within 

regression analysis.  Notably, the beta weight for the escape motive was negative.  

These findings suggest that the more likely the participant agreed that reciprocity, 

need to help others, and desire to improve the charity motives were satisfied through 

the event, the more emotional, symbolic, and functional meaning a participant 

ascribed to the 2006 LAF LIVESTRONG Challenge.  With regard to escape, the 

negative beta weight indicates that the more emotional, symbolic, and functional 

meaning ascribed to the event, the less likely the event was viewed as a means to 

escape from their daily routine.  

Study 3 revealed three recreation motives (intellectual, social, physical) and 

two motives for charitable giving (reciprocity, desire to improve the charity) 

contribute to event attachment.  This contribution was revealed through significant 

beta weights within regression analysis for each of these motives.  These findings 

suggest that the more likely the participant agreed that the event satisfied the 

intellectual, social, and physical motives, as well as the reciprocity and desire to 

improve the charity motives, the more emotional, symbolic, and functional meaning a 

participant ascribed to the 2007 3M Half Marathon and Relay.  

Study 5 revealed that one recreation motive (social) and four motives for 

charitable giving (reciprocity, self-esteem, need to help others, desire to improve the 
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charity) contribute to event attachment.  Once again, this contribution was revealed 

through significant beta weights for each of these motives within regression analysis.  

These findings suggest that the more likely the participant agreed that the event 

satisfied the social motive, along with reciprocity, self-esteem, need to help others, 

and desire to improve the charity motives, the more emotional, symbolic, and 

functional meaning a participant ascribed to the 2007 LAF LIVESTRONG Challenge. 

Hypothesis 2a and 2b

Hypotheses 2a and 2b examined the relative contribution of recreation and 

charity motives to attachment to a charity sport event based on the event context.  

Specifically, hypothesis 2a advanced that the motives for charitable giving would 

make a stronger contribution to event attachment than recreation motives for an event 

with a more prominent charitable cause.  Meanwhile, hypothesis 2b advanced that the 

recreation motives would make a stronger contribution to event attachment than 

motives for charitable giving for an event with a less prominent charitable cause.  

These hypotheses were addressed quantitatively through Study 2, Study 3, and Study 

5.  Study 2 and Study 5 provided event contexts in which the charitable cause was 

featured prominently.  The 2006 and 2007 LAF LIVESTRONG Challenge represent 

events where all proceeds benefit the charity, and the charity’s presence and role in 

the event is featured throughout all marketing communication.  The 2007 3M Half 

Marathon and Relay represents an event with a less prominent charitable cause in that 

only a portion of event proceeds benefit a specified charity, and this charity is 

featured minimally throughout marketing communication.

Results from Study 2 suggest a stronger contribution to event attachment from 

the motives for charitable giving.  Reciprocity, need to help others, and desire to

improve the charity motives revealed larger beta weights than the escape motive.  
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Again, escape revealed a negative beta weight, while the remaining three recreation 

motives did not reveal significant beta weights.  Both individually and collectively, 

the magnitude of the beta weights for the three motives for charitable giving was

larger than the beta weight for the one recreation motive.

Results from Study 5 suggested a stronger contribution to event attachment 

from the motives for charitable giving.  Reciprocity, self-esteem, need to help others, 

and desire to improve the charity motives revealed larger beta weights than the social 

motive.  Taken individually, the beta weight for the social motive was greater than the 

beta weight for self-esteem, and equal to the beta weight for reciprocity and need to 

help others.  However, collectively, the magnitude of the beta weights for the four 

motives for charitable giving was larger than the beta weight for the one recreation 

motive.  The findings for Study 2 and Study 5 provide support for hypothesis 2a.

Results from Study 3 suggest a stronger contribution to event attachment from 

the recreation motives.  Intellectual, social, and physical motives revealed larger beta 

weights than reciprocity and self-esteem motives.  Individually, the beta weight for 

reciprocity was larger than the beta weight for intellectual and physical.  However, 

collectively, the magnitude of the beta weights for the three recreation motives was

larger than the beta weights for the two motives for charitable giving.  The findings 

for Study 3 provide support for hypothesis 2b.  

Research Question 3

Research question 3 explored the values that underlie attachment to a charity 

sport event.  This research question was addressed in two phases via two different 

studies employing a mixed methods approach.  First, this research question was 

addressed qualitatively through semi-structured interviews conducted at the 2006 

LAF LIVESTRONG Challenge within Study 4.  The interviews revealed that three 
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values underscore attachment to a charity sport event.  Camaraderie is embodied in

the sense of belonging and solidarity described by participants as they portrayed being 

a part of a larger group working towards a greater goal.  Cause is reflected by the 

participant’s belief that a difference was being made through participation, as well as 

the inspiration drawn from the event.  Competency relates to the health, fitness, and 

physical challenge components of the event, as well as the enjoyment drawn from the 

activity.  Discussion of these three factors revealed the values that underlie attachment 

to a charity sport event.  Second, a series of confirmatory factor analyses conducted 

within Study 5 provided substantiation of these values.

Hypothesis 3a

Hypotheses 3a further examined that which constituted attachment.  

Specifically, hypotheses 3a suggested that attachment would consist of multi-

dimensional values that contribute to the meaning held for the charity sport event.  

This hypothesis was addressed using mixed methods.  First, the hypothesis was 

addressed qualitatively through the interviews within Study 4.  Second, the hypothesis 

was addressed quantitatively through the items developed and tested within Study 5.  

The interviews revealed three distinct values: camaraderie, cause, and competency; 

and provide evidence of multi-dimensionality through the sub-themes related to each 

value.  The confirmatory factor analyses conducted within Study 5 demonstrated that 

values are comprised of three distinct, but inter-related constructs.  In addition, three 

items per construct were unveiled.  The findings of Study 4 and Study 5 provide 

support for hypothesis 3a.

Research Question 4

Research question 4 examined the role of values and motives in the 

development of attachment to a charity sport event.  This research question was 
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addressed in two phases across two studies employing a mixed methods approach. 

First, Study 4 addressed this through the qualitative data collected via the interviews 

to explore interactions among the values and motives.  Second, Study 5 employed 

quantitative data via a questionnaire administered after the 2007 LAF LIVESTRONG 

Challenge to assess the contribution of values and motives to event attachment.  

Findings from Study 4 suggest an interaction occurs among the values and 

motives contributing to event attachment.  Specifically, the qualitative data suggests 

an interaction occurs among the values with camaraderie interacting with both cause 

and competency, as well as cause interacting with competency.  In addition, the 

qualitative data suggest that values interact with both recreation motives and motives 

for charitable giving.  

Findings from Study 5 revealed that values contribute to event attachment.  

This contribution was revealed through a significant beta weight for values within 

regression analysis.  These findings suggest that the more likely the participant agreed 

the event tied to values of camaraderie, cause, and competency, the more emotional, 

symbolic and functional meaning a participant ascribed to the 2007 LAF 

LIVESTRONG Challenge.  

In addition, findings from study 5 revealed that values mediate motives in 

contributing to event attachment.  Specifically, values fully mediate one recreation 

motive (physical).  This suggests that while the physical motive contributes to event 

participation, the motive will not influence attachment to the event unless the values 

are engaged through the event. Meanwhile the values partially mediate three motives 

for charitable giving (reciprocity, need to help others, desire to improve the charity).  

The values engaged through the event contribute to attachment to the event on their 

own, but also collectively contribute with these motives for charitable giving to the 



186

emotional, symbolic and functional meaning ascribed to the event (event attachment).  

Overall, the findings of Study 4 and Study 5 indicate that both values and motives 

contribute to attachment to a charity sport event with values contributing individually, 

as well as mediating the contribution of motives.

Hypothesis 4a and Hypothesis 4b

Hypotheses 4a and 4b examined the relative and collective contribution of 

values and motives to attachment to a charity sport event.  Specifically, hypothesis 4a 

suggested that values will make a stronger contribution to event attachment than 

motives in the charity sport event context.  Meanwhile, hypothesis 4b suggested that 

values and motives as a collective will make a stronger contribution to event 

attachment in the charity sport event context than values or motives individually.

These hypotheses were addressed quantitatively within Study 5.

Study 5 indicated that values make a stronger contribution to event 

attachment than motives in the charity sport event context.  Values revealed a larger 

beta weight than two recreation motives (social, physical) and three motives for 

charitable giving (reciprocity, need to help others, desire to improve the charity) both 

individually and collectively.  The magnitude of the beta weight for values as 

compared to these motives suggests that as a participant places more emphasis on the 

values of camaraderie, cause and competency as each relates to the event than the 

satisfaction of motives of social, physical, reciprocity, need to help others, and desire 

to improve the charity, the participant ascribes more emotional, symbolic and 

functional meaning to the 2007 LAF LIVESTRONG Challenge.  With the 

introduction of values, the impact of motives became less pronounced.  These results 

provide support for hypothesis 4a.
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In addition, Study 5 revealed that values and motives collectively make a 

stronger contribution to event attachment in the charity sport event context, than 

values or motives separately.  Hierarchical regression demonstrated that the largest 

amount of variance explained was provided by values and motives regressed together.  

Within the multiple linear regression between motives and Event Attachment, motives 

(social, reciprocity, self-esteem, need to help others, desire to the charity) explained 

46.7% of the variance overall.  Step 1 of the hierarchical regression involved values 

and event attachment, and explained 58.8% of the variance.  Finally, Step 2 of the 

hierarchical regression incorporated values along with motives and event attachment, 

and explained an additional 6.9% of the variance.  The interaction among values and 

motives explained the largest amount of variance in event attachment, indicating the 

factors make the strongest contribution together.  These results provide support for 

hypothesis 4b.

Summary of Main Findings

Taken together, the findings of this research indicate that recreation motives: 

intellectual, social, physical; and motives for charitable giving: reciprocity, self-

esteem, need to help others, and desire to improve the charity were present in 

attraction to a charity sport event as attraction is composed of both recreation motives 

and motives for charitable giving.  With regard to the contribution of these recreation 

and charity motives in the development of attachment, the more likely the participant 

agreed that the event satisfied various recreation motives and motives for charitable 

giving, the more emotional, symbolic, and functional meaning a participant ascribed 

to the event.  Specifically, for an event with a more prominent charitable cause, as 

participants agreed that reciprocity, need to help others, and desire to improve the 

charity motives were satisfied, participants ascribed more meaning to the event.  
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Meanwhile, for an event with a less prominent charitable cause, as participants were 

more likely to agree that intellectual, social and physical motives were satisfied, 

participants ascribed more meaning to the event,.  This suggests that motives for 

charitable giving make a stronger contribution for an event with a more prominent 

charitable cause, while recreation motives make a stronger contribution for an event 

with a less prominent charitable cause.

In addition to a contribution from recreation motives and motives for 

charitable giving, three values: camaraderie, cause, and competency; were uncovered 

through qualitative means and supported via quantitative means.  These values are 

multi-dimensional and contribute to the meaning held for the charity sport event.  In 

the development of attachment, it is suggested that these values interact with 

recreation motives and motives for charitable giving.  Within these interactions, 

values mediate motives in the development of attachment.  Values make a stronger 

contribution to event attachment than motives, while values and motives collectively 

make a stronger contribution than values or motives individually.  These findings are 

next related to the existing literature.

Theoretical Contribution

The findings of this research relate closely to the literature on motivation, 

values and attachment within the PCM framework.  The focus groups suggested that 

individuals are driven to participate in a charity sport event by a variety of factors.  

The focus groups revealed that individuals participate because the event affords an 

opportunity for: intellectual stimulation, learning and mental exploration (Beard & 

Ragheb, 1983; Getz, 1991; Iso-Ahola, 1982; Mannell & Iso-Ahola, 1987; Zhang & 

Lam, 1999); meeting new people and socialising with other participants (Beard & 

Ragheb, 1983; Crompton, 1979; Crompton, 1997; Mannell & Iso-Ahola, 1987; Zhang 
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& Lam, 1999); as well as physical and health benefits (Iso-Ahola, 1982; Mannell & 

Iso-Ahola, 1987).  

In addition, individuals are driven to participate in the event because it 

provides an opportunity to support a designated charity, which aligns with the 

assertion that contextual motives can contribute to attraction within the PCM 

framework (Funk & James, 2006).  Also, supporting the designated charity through 

participation presents an opportunity for participants to: support a charity from which 

they have benefited, or anticipate benefiting, (Dawson, 1988; Kottasz, 2004); bolster 

their self-esteem and well-being (Dawson, 1988; Hibbert & Horne, 1996; Ritzenheim, 

2000); enhance the lives of their fellow man (Amos, 1968; Marx, 2000); and push the 

charitable organisation towards success (Gladden et al., 2004; Staurowsky et al., 

1996).  This research represents initial application of these motives to the context of 

mass participant sport events, and extends the understanding of the influence of 

contextual factors on sport consumption (e.g., Funk, Ridinger, & Moorman, 2003).

Collectively, these findings not only support the existing research on 

motivation, but also align with the notion that motives, needs satisfied, and benefits 

obtained from a sport object (i.e., event) account for attraction within the PCM 

framework (Funk & James, 2006).  The focus groups revealed that event participation 

allowed for the satisfaction of intellectual, social, physical, reciprocity, self-esteem, 

need to help others, and desire to improve the charity motives.  These motives drove 

event participation, and their satisfaction led to participants having a preference for, 

and liking, the event (Funk & James, 2001).

In driving participation, the charitable component influences the social and 

physical aspects of the event.  This influence then leads to these motives taking on 

enhanced meaning, along with stronger attitudes, centrality, and greater meaning for 
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the event overall.  The centrality of the event, revealed through the event’s relative 

importance in participants’ routines, and the symbolic meaning described by focus 

group participants, suggests the event has taken on enduring importance for 

participants (Bloch & Richins, 1983).  These outcomes suggest attachment to the 

event has formed based in part on the contribution of these motives (Funk & James, 

2001; 2006).

The results of Study 2 and Study 3 provide additional evidence that recreation 

motives and motives for charitable giving are present and contribute to attachment to 

the event (Funk & James, 2006).  The contribution of motives such as social, 

reciprocity, need to help others, and desire to improve the charity via the mediation of 

values, reflect attachment as a means towards expression of the self (i.e., supporting a 

charity from which one has benefited), as well as a connection with others (i.e., 

socialising with others, enhancing the lives of others, improving the overall standing 

of the charity) (Wallendorf & Arnould, 1988).  Additionally, the contribution of 

physical, as well as desire to improve the charity, aligns with attachment to a charity 

sport event as a reflection of what the individuals believe can be achieved (Kleine & 

Baker, 2004).  Furthermore, the contribution of the social motive underscores the 

importance of social interaction in the development of meaning and attachment (Kyle 

et al., 2006).  The differences in the relative contribution of recreation motives and 

motives for charitable giving across the different event contexts suggests that both 

core and contextual motives deserve consideration and attention, as these motives 

fulfil participant needs and influence attachment to the event (Funk & James, 2004).  

The emergence of camaraderie, cause and competency demonstrates that 

values underlie attachment (Funk & James, 2001; 2006).  Similar to motives, 

camaraderie, cause and competency appear to account for the psychological 
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connection with the charity sport event.  However, the activation of these factors may

not be specific to charity sport events in that camaraderie, cause and competency may

apply to a variety of contexts.  This aligns with the suggestion that values represent 

concepts or beliefs aligned with desirable end states that guide participant behaviour

across different situations (Schwartz & Bilsky, 1987). 

Camaraderie, with its emphasis on the solidarity, belonging, and friendship 

shared among participants, appears to be an integration of values established in the 

literature such as warm relationships with others, sense of belonging, and fun and 

enjoyment in life (Kahle et al., 1986; Kahle & Kennedy, 1989).  Camaraderie also 

reflects attachment as a means towards connections with others (Wallendorf & 

Arnould, 1988), and integration of the self with others (Schultz et al., 1989). In 

addition, camaraderie further underscores the importance of social interactions to 

attachment (Kyle et al., 1995; 2006). 

Cause focuses on the difference made through event participation as well as 

the inspiration and awareness drawn from the event.  The support for, and belief in, 

the charity as reflected in cause suggests that this factor represents values such as self-

fulfillment and being well-respected (Kahle et al., 1986; Kahle & Kennedy, 1989).  

Cause further suggests that through making a difference, drawing inspiration, and 

inspiring others, participants are employing attachment to the event as a means 

towards expressing themselves and that in which they believe (Arnould & Price, 

1993; Wallendorf & Arnould, 1988).

Competency reflects the health and fitness component of the event through 

participants’ identification with the physical activity.  This relates closely to the 

existing value of sense of accomplishment (Kahle et al., 1986; Kahle & Kennedy, 

1989).  Similar to the physical motivation driving event participation, the activation of 
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competency through event participation showcases attachment to an event providing a 

means to display what an individual believes can be achieved (Kleine & Baker, 2004). 

Furthermore, the close identification with the activity inherent to competency 

provides a mechanism for the differentiation of self from others (Hunt et al., 1999; 

Schultz et al., 1989).  Furthermore, the training and physical exertion encompassed 

within competency demonstrates the relevance of personal experiences to attachment 

(Kleine et al., 1995).  

Collectively, these values relate to the meaning held for the event.  

Camaraderie, cause, and competency each relate to different components of the event 

(e.g., Nettleton & Hardey, 2006), such as other participants, the benefiting charity, 

and the sport activity; revealing that participants can be oriented to various aspects of 

the event experience.  This demonstrates different points of attachment for charity 

sport event participants (e.g., Robinson & Trail, 2005).  The connection the event 

shares with these values through their activation and alignment, reveals that the 

meaning of the event depends upon, and is enhanced by, values (Kahle, 1985). 

The interaction among values and motives supports the notion that values and 

motives contribute jointly to the formation of attachment (Funk & James, 2006).  By 

contributing to attachment to the charity sport event, the interaction among values and 

motives represents a process whereby a variety of inputs lead to a stronger 

psychological connection to the event that serves as an expression of the individual 

(Hoyer & MacInnis, 1997).  As it relates to Bloch and Richins’ (1983) 

conceptualisation of the meaning of importance, the relationship between values and 

motives suggests motives align with instrumental importance, while values relate to 

enduring importance.  Instrumental importance involves behaviour as a means to 
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satisfy extrinsic goals.  This relates closely to motives as hedonic and dispositional 

needs satisfied through event participation (Funk & James, 2001).  

Enduring importance reflects an event’s alignment with an individual’s 

central, enduring needs.  As stated above, the values of camaraderie, cause, and 

competency may represent existing beliefs, and this indicates that they can become a 

constant in a participant’s life (e.g., Bloch & Richins, 1983), which can be activated 

by the event.  The enduring nature of values supports their stronger contribution to 

attachment, and their influence on motives’ contribution to attachment.

The contribution of motives and values uncovered within this research reveal 

overlap across the different constructs examined.  Specifically, similarities exist in the 

supporting quotations for the value of camaraderie and the social motive.  In addition, 

competency and physical share similarities, while parallels exist between cause and 

need to help others.  These similarities and overlap suggest that the development of 

attachment within the PCM framework is based upon the integration of similar 

factors.  Funk and James (2006) outline a contribution from motives and values in the 

development of attachment.  The findings of this research suggest inter-dependence 

among these factors in the charity sport event context.  Meaning, attachment to a 

charity sport event may not form based solely on the satisfaction of the social, 

physical, and need to help others motives, however, when these motives are satisfied 

in the presence of camaraderie, cause and competency, attachment develops.  The 

relationship between motives and values appears to be mutually supporting, and this 

research represents initial exploration of this relationship in the charity sport event 

context.

The interaction and contribution of motives and values reveals these 

components as guiding factors in the attachment process.  This shares similarities with 
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the influence of moods and feelings within the emotional perspective of consumer 

decision-making (e.g., Schiffman & Kanuk, 1991).  Here, moods represent existing 

states that influence an individual’s feelings, which represent responses to stimuli that 

vary across situations.  The differences found in the relative contribution of the 

various motives in the development of attachment, as well as the strength of the 

influence of values upon motives, suggests that values may align with moods, while 

motives may align with feelings.  

The attachment process suggests that the motives satisfied at the attraction 

outcome level, an individual’s self-concept, and values all contribute to the 

development of attachment (Funk & James, 2006).  However, this outline does not tie 

to the inter-connectedness of the cognitive, affective, and behavioural properties 

inherent to processing (e.g., Bagozzi & Yi, 1988; Cacioppo & Bernstein, 1999; 

Mischel, 2004).  The findings of this research align with Funk and James (2006) 

outline of attachment, while also delving into the elements of this processing.  First, 

motives serve as inputs satisfied through participation and interact with one another to 

contribute to event attachment.  Second, values interact with one another to contribute 

to event attachment.  Third, values and motives interact collectively to contribute to 

event attachment.  

These findings relate closely to the literature on processing in that the 

individual and collective contributions reflect a series of closely connected processes.  

In this instance, a stimulus (i.e., charity sport event) evokes a response (i.e., 

attachment to the event).  Within this relationship a series of behavioural, cognitive, 

and affective processes unfold.  Behavioural processing is revealed through actions 

leading up to, and at, the event, such as registering for the event, and event 

participation.  Cognitive processing is reflected in activity internal to the individual 
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leading up to, and at, the event.  These activities include evaluating the motives and 

needs to be satisfied through participation, satisfaction of motives and needs, and 

activation of values.  Finally, affective processing involves the interaction among 

those components instigated with cognitive processing.  At this stage, the motives 

driving participation have been satisfied, and the values have been fully activated, and 

the attachment process has been solidified.

These findings run parallel with the advancement of continuous flow of 

information processing (Bagozzi, 1998), in that the cognitive, affective and 

behavioural can lead to a response, but in order to do so, these elements are at work 

simultaneously and together within the individual.  Furthermore, this demonstrates the 

concurrence of the affective, cognitive, and behavioural in guiding consumers 

(Cacioppo & Bernston, 1999).  The event introduces the activation of behavioural, 

cognitive, and affective processing (Smith, 2006), during which an individual acts, 

thinks and feels in a consistent manner, leading to attachment to the event.  To further 

discuss the findings of this research, the theoretical implications are highlighted next.

Theoretical Implications

The results of this research introduce a variety of important theoretical 

implications.  First, this research represents the examination of the attachment process

and stage of the PCM framework within the sport participation context.  The 

framework has been cited in a variety of discussions of sport consumption and sport 

marketing (e.g., Hoye & Lillis, 2008; Moutinho, Dionisio, & Leal, 2007).  However, 

direct application of the framework to allow for a better understanding of its stages 

and processes has been limited (cf. Funk et al., 2007).  This has been the case, in 

particular, within the active sport participation research environment.  As highlighted 

above, suggestions have been made for the employment of this framework to 
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physically active sport and recreation participants (Beaton & Funk, 2008; Stewart et 

al., 2003).  

This research responds to these suggestions by relating the PCM across four 

different sport event contexts, involving participants across two different sports: 

running and cycling.  This speaks to the adaptability of the framework to different 

contexts.  It is hoped that further research applying this framework to the sport event 

context follows.  In particular, the PCM aligns closely with charity sport events

through its emphasis on the psychological connection an individual shares with a 

sport object, revealed here through the meaning participants derive from the charity 

sport event.  

Second, this research involved a mixed methods research design to come to a 

better understanding and explanation of the PCM framework.  The use of qualitative 

data to inform quantitative assessment appears to be a sound fit with the processes and 

stages outlined within the framework.  In this research, qualitative data was employed 

to uncover various inputs of the attachment process.  In addition, the qualitative data 

provided insight into the processes as the interactions occurring among these inputs 

could be highlighted.  The qualitative findings then led to scale development to 

evaluate the inputs and assess their relative contribution within these interactions.

The employment of convergence of data suggests that similar qualitative-quantitative 

approaches could assist in ascertaining the factors that facilitate movement across 

PCM stages, then determining their role within this movement.  Using mixed 

methods within an application of the PCM framework responds to Funk and James 

(2006) implication that a broader approach could assist in the development and 

understanding of the attachment process.
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Furthermore, this research provides support for the employment of mixed 

methods to examine the complexity of understanding movement from attraction to 

attachment.  As evidence, the escape motive was not revealed through the focus group 

data, but did emerge in the quantitative data.  This underscores this complexity of 

participants, and supports the use of mixed methods as a means towards 

understanding.

Third, the findings of this research provide substantiation to the suggestion 

that attraction outcomes serve as inputs to the attachment process (Funk & James, 

2006).  The motives driving event participation were found to contribute to 

attachment in Study 2, Study 3, and Study 5.  The need for social interaction has been 

revealed as a motive satisfied as part of attraction (Funk, Mahony, & Ridinger, 2002), 

and outcomes such as this are proposed to contribute to attachment (Funk & James, 

2006).  The relative contribution of recreation motives and motives for charitable 

giving provides evidence of this.  Also, the individual role that select motives played 

in the development of attachment, as evidenced by negative beta weights uncovered 

(i.e., Escape in Study 2) and beta weight differences across studies, suggests

continuing to examine attraction inputs in the development of a psychological 

connection to an event.  In addition, the divergent impacts of the recreation motives 

and motives for charitable giving across the different sport event contexts 

demonstrates the role of core and contextual factors guiding sport consumer 

behaviour (e.g., Funk, Mahony, & Havitz, 2003).  

Furthermore, this research aligns with the relationship between attraction and 

attachment outcomes outlined by Funk and James (2006).  Recreation motives and 

motives for charitable giving reflect attraction outcomes involved in the attachment 

process, that contribute, in part, to event attachment.  Attachment outcomes are 
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reflected in the emotional, symbolic, and functional meaning held for the event, which 

can be represented by the attachment measures employed within this research, as well 

as the multi-dimensional values.  Study 4 provides insight into this process, while 

Study 5 provides insight into the outcomes of this process.

Fourth, this research represents initial insight examining values within the 

PCM framework.  As noted above, the PCM framework has been employed to 

examine motives (e.g., Filo & Funk, 2005), attitudes (Filo et al., 2008; Gladden & 

Funk, 2002), and loyalty (Funk & James, 2006), with no specific work thus far on 

values.  Funk and James (2001) suggest that attachment is fostered, in part, by a sport 

event associating with important values, or becoming congruent with fundamental 

core values developed throughout sport consumption (Funk & James, 2006).  

However, additional detail as to which values, or how these values contribute relative 

to the other elements of the attachment process, is not provided.  The current research 

uncovers three distinct values: camaraderie, cause, and competency; which underlie 

attachment.  In addition, an interaction among these motives is revealed.  

Furthermore, the relative contribution of the values on their own, as well as in 

conjunction with motives, is determined.  Collectively, these findings provide much 

needed detail to role of values within the PCM framework.

Fifth, through the examination of both motives and values within the PCM 

framework, this research has enhanced the tangibility of attachment.  Funk and James 

(2006) describe attachment as forming when a sport event has taken on emotional, 

symbolic, and functional meaning.  However, Funk and James do not delineate what 

constitutes this meaning beyond three attitude properties: importance, knowledge, and 

affect.  In addition, higher scores on the sign and centrality facets of involvement have 

been associated with attachment (Funk & James, 2001).  This assessment appears 
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limited.  Specifically, the connection with others and social component inherent to 

attachment (Kyle et al., 2006; Wallendorf & Arnould, 1988) is ignored.  The current 

research provides a more holistic assessment of attachment through the incorporation 

of factors such as the social motive and camaraderie that relate directly to this.  The 

current research represents a critique of Funk and James (2001; 2006) loosely defined 

perspective of attachment, and works towards a more complete and definitive 

statement of that which comprises attachment to a charity sport event.  This research 

overcomes limitations the PCM has provided for operationalising theories previously 

advanced regarding attachment.  

Next, this research involves further fragmentation and dissection of the 

process intrinsic to the development of attachment.  Funk and James (2006) outline a 

process that is dynamic, emotionally complex, and internal to the individual, but place 

more focus on the outcomes that result from this process, rather than the occurrences 

within this process.  Funk and James also outline contributions from outcomes 

satisfied at the attraction stage, an individual’s values, and an individual’s self-

concept.  However, explanation of this contribution is not provided.  

This research demonstrates that outcomes satisfied at the attraction level and 

values contribute to attachment singularly, and cumulatively.  The processing that 

underlies this contribution involves behavioural, cognitive and affective processing.  

Behavioural processing involves the actions a participant takes with regard to an 

event, including registering for the event, talking about the event with others, and 

participating in the event.  This behavioural processing then leads to and interacts 

with cognitive processing, during which an individual evaluates an event, satisfying 

the motives that drive participation, and activating values.  Affective processing is 

instigated as well, and this involves the interaction of the motives and values.  
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Affective processing represents the strongest component of the attachment process

involving the coagulation of the various inputs leading to emotional, symbolic and 

functional meaning for the event.  This research represents initial efforts to come to a 

better understanding of the complexity of this processing.

Finally, in providing a broader scope for attachment, this research introduces 

potential outcomes that could be incorporated into attachment.  For instance, the sense 

of community afforded by the event was revealed in both the focus groups and the 

interviews.  The sense of community provided by an event is referred to as 

communitas, and relates to the relationships developed and sense of belonging 

fostered through the event (Chalip, 2006; Kemp, 1999).  Evaluating communitas as an 

attachment outcome could prove useful through the development of items related to 

this facet of meaning.  The items developed to assess camaraderie may serve as a 

starting point.  In addition, elements such as the subculture fostered by the event, and 

the social change sought by participants may reflect additional attachment outcomes.  

This research demonstrated that attachment may need to be viewed across broader 

terms that incorporate diverse elements of the context.

Managerial Implications

The results of this research also introduce a variety of important implications

for sport managers, event managers, and charity managers. Implications for these 

stakeholders relate to: segmentation strategies, creating loyalty, leveraging the sense 

of community, sponsor recruitment, volunteer recruitment, and social change.  A 

discussion of the strategies related to each of these implications follows.

Segmentation

First, event managers can segment the participant base using the motives and 

values uncovered as a guide.  Importance has been placed on utilising consumer usage 
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behaviour as a guideline in distinguishing consumer groups (Pritchard & Funk, 2006).  

In determining segments, managers should acknowledge both core and contextual 

factors (e.g., Funk & James, 2004).  The recreation motives and motives for charitable 

giving can be used to create participant profiles through segmentation.  This runs 

parallel to enduring involvement-based consumer research, which employs facets to 

develop involvement profiles (Havitz & Dimanche, 1999).  Similar profiles can be 

developed using values.  

With regard to this research, recreation motives such as physical and social, 

along with motives for charitable giving such as need to help others and desire to 

improve the charity emerged as key indicators of event participation based on the

Mean scores across all events.  In addition, Cause and Camaraderie were revealed as 

important values.  In marketing the social aspect of the event to effectively target 

individuals driven by the social motive, Bristow and Schneider (2003) emphasise a 

focus on supplementary aspects of the sport experience, such as social gatherings held 

before and after the event.  

The emergence of desire to improve the charity and need to help others as 

motives driving participation and contributing to attachment, along with cause as a 

predictor of attachment, reveals the importance of marketing the difference made 

through these events.  This marketing communication should make clear the 

improvements and difference that can be made for both individual constituents and 

the organisation overall, through event participation.  In addition, throughout the 

event registration process, the needs of the organisation as well as its core constituents 

should be detailed.  This will convey to potential participants that help is needed, and 

participation provides a means to contribute. Furthermore, after the event, follow-up 

communication is recommended that updates participants on the outcomes achieved 
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as a result of the event.  Event managers should inform participants of the amount of 

money raised by the event, as well as provide participants with specifics on how these 

funds will be spent.  Storytelling can be integrated within this follow-up 

communication to tell individual stories of constituents benefiting from the money 

raised.

Loyalty

With participant attachment to the event in place, event managers could look 

to foster loyalty to the event.  Funk and James (2001) describe customisation and 

structural bonding as marketing levers that can facilitate movement from attachment 

to allegiance.  Customisation has been advanced in the sport team context as an 

integral part of developing loyalty and strong relationships with sport fans (James, 

Kolbe, & Trail, 2002).  The strategies behind customisation would appear to be 

relevant to the sport event context as well.  Customisation and structural bonding 

involve allowing participant preferences to dictate the specific services and 

experiences provided by a sport event organisation.  Here again, consumer profiles 

can be created and used to determine specifications within sub-groups.  

With regard to this research, customisation and structural bonding can be 

implemented through the values uncovered.  Year-round social events can be held for 

participants to bolster camaraderie, allowing participants to meet, socialise and 

celebrate the sense of solidarity shared among participants.  Cause can be customised

through consistent communication of the charity’s success and status to participants, 

including specifics regarding how the proceeds from each event have been utilised.  

Event managers can work closely with their participant base to determine the types of 

information participants would like communicated (i.e., dollars raised, signatures 

obtained, lobbying efforts, individual success stories), and then provide this 
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communication to reinforce cause.  Competency can be customised through the 

provision of training programs and personal trainers to maximise participants’ 

physical achievement through the event.  These can be tailored to the different 

distance options and activity, and can also serve to reinforce camaraderie by bringing 

participants together outside of the event.

Leveraging Community

The sense of community inherent to these events can be leveraged.  The 

emergence of the social motive, along with camaraderie, as well as the connection 

shared among participants based on their passion for the charity and activity, suggests 

community has been fostered.  Chalip (2006) identifies five strategies to further 

develop the sense of community intrinsic to sport events: enabling sociability; 

creating event-related social events; facilitating informal social opportunities; 

producing ancillary events; and, theming.  Each of these strategies can be applied to 

charity sport events. 

Strategies to enable sociability, create event-related social events and 

facilitate informal social opportunities are generally in place for the events examined 

in this research.  The Ride for the Roses, LIVESTRONG Challenge, and 3M Half 

Marathon and Relay each offer participants a post-event party, in which spectators, 

volunteers, friends and family of participants are encouraged to attend.  Event parties 

have been identified as appealing to event participants as they allow individuals to 

interact with others of similar interest (Green & Chalip, 1998).  Additional initiatives 

that could be adopted can include a post-post-event party at a local bar or restaurant 

where participants can continue to share food, drink, and their event experiences in a 

more intimate setting.  In addition, a children’s event could be developed and held 

prior to the main event as a means to bring families together.  Also, event managers 
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can set up a discount at a specific local hotel to encourage out of town participants to 

stay at the same location, therefore providing informal social opportunities and 

interaction.  

Ancillary events include supplementary events based outside of the event’s 

core activity.  Chalip (2006) suggests art exhibits as an effective means to 

complement sport events.  Event managers could allow participants, along with 

constituents of the charity, to exhibit their art during the course of the event weekend.  

This would provide an additional opportunity to celebrate the charity, promote the 

participants, and facilitate socialisation.  Art exhibits have also been identified as 

valuable marketing tools for sport events (Garcia, 2001).  Additional ancillary events 

can include speaker bureaus, film screenings, and concerts.  

Theming relates to the use of symbols, colours, and decorations to enhance the 

event (Chalip, 2006).  Here, the benefiting charity can play an important role in 

providing images and expressions that can be featured throughout the event, as well as 

event marketing communication.  Charities have enjoyed a great deal of success 

through alignment with a specific colour (i.e., Lance Armstrong Foundation/yellow, 

Susan G. Komen Breast Cancer Foundation/pink).  Efforts to develop colours, 

symbols, images, and logos to associate with the event could provide enhanced 

identification, as well as foster rapport and bonding among participants (e.g., Bishop, 

2001).  

Sponsor Recruitment

The findings of this research can be related to sponsor recruitment and 

retention.  Sport sponsorship can provide a corporate partner with benefits including 

media access and exposure, improved employee morale, and access to specific target 

markets (Slack & Amis, 2001).  In addition, public goodwill, in the form of perceived 
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CSR, can result from sponsorship (Levy, 2004).  This research demonstrates the 

meaning that participants derive from charity sport events, and this meaning can 

become a central component of the recruitment of event sponsors.  This meaning 

could potentially translate to event sponsors (e.g., Crimmins & Horn, 1996).  

Attachment, in the form of identification, has been found to work in conjunction with 

perceived value to guide behavioural intent among sport consumers (Kwon, Trail, & 

James, 2007).  Event managers can include testimonials from participants describing 

the event experience to showcase this meaning to potential sponsors.

Furthermore, sponsors could be incorporated in the year-round marketing 

communication and measures taken by the event managers to engage the community 

of participants.  This would not only increase exposure for the sponsor, but also 

introduce relationship marketing to the partnership (Cousens, Babiak, & Bradish, 

2006).  In this instance, both event managers and sponsors would share the mutual 

goal of communicating with participants, as well as upholding the meaning held for 

the event.  

Volunteer Recruitment

The findings of this research can also be integrated with volunteer recruitment 

and retention. Sport and event volunteers are motivated by social interaction (Kemp, 

2002), solidarity (Farrell, Johnston, & Twynam, 1998), camaraderie and friendship 

(Fairley et al., 2007), and altruism (Cuskelly, McIntyre, & Boag, 1998).  In addition, 

community, solidarity, and identification with the mission, motivate volunteers within 

the social services (e.g., Kelley, Lune, & Murphy, 2005).  These volunteer 

motivations relate closely to participant motivations uncovered in this research, such 

as the social motive, need to help others, and desire to improve the charity.  In 

addition, these volunteer motives link to the values of camaraderie and cause.  Event 
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managers can communicate how the event can satisfy these motives and activate these 

values to showcase the event experience and appeal to potential volunteers.  Applying 

the findings of this research to sponsor and volunteer recruitment and retention can 

bolster event sustainability.

Social Change

Event managers can work towards transferring the meaning held for the event 

to involvement in the charity’s central activities.  With the event representing a central 

component in participants’ lives, organisations can attempt to get individuals involved 

in additional fundraising mechanisms and activities.  Donor programs could be 

created specifically for event participants encouraging individuals to develop their 

own smaller-scale sport events to raise funds for the organisation, thereby further 

attempting to merge the enthusiasm for the sport with the passion for the charitable 

cause.  In addition, organisations can ensure that all calls for action and support (i.e., 

signatures needed, volunteer registration) are made readily available on the event 

grounds to entice involvement with the charity outside of the event parameters. These 

efforts can work towards social change.

Events allow for attention to be focused on important social issues (O’Brien & 

Chalip, 2007a).  Social change is relevant to the charity sport event context, and this 

research, given the influence of motives for charitable giving, as well as cause, in 

fostering participant attachment to the event.  These events provide a platform for 

promotion and execution of the charitable organisation’s mission and activities.  

Charitable organisations could ensure both the short- and long-term goals are

explicitly communicated to participants, along with specific instructions for how 

individuals can help in the achievement of these goals.  Furthermore, social change 

can be promoted through the media coverage afforded an event (O’Brien & Chalip, 
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2007a; 2007b), as the successes of the event and the charity could be communicated 

to individuals not in attendance via the media. 

Limitations

A number of limitations for this study should be recognised. First, participants 

across all studies volunteered their input to each study. Individuals gave their time and 

energy to take part in the focus groups, complete the questionnaire, or give the 

interview after being contacted by the researcher.  This willingness to spend time, 

energy, and effort discussing the event and providing opinions of the event could 

reflect enthusiasm, a pre-existing connection with the event, or stronger attitudes

towards the event.  As a result, potential bias towards the events examined should be 

acknowledged.

In addition, potential bias could have resulted from the focus group data.

First, while a mid-range coding scheme incorporating both an inductive and deductive 

approach was used to analyse the data (Denis et al., 2001), the coding may have been 

biased by the researcher’s attempt to verify the motives uncovered through the 

existing literature.  Potential bias could be revealed through a lack of discussion of 

whether additional motives not highlighted within the literature review emerged.

Second, the focus group transcripts were analysed solely by the researcher, and 

external reviewers were not employed as with the interview data.  Furthermore, 

potential bias could have occurred within both the focus groups and interviews as a 

result of social desirability.  Respondents could have placed more emphasis on their 

philanthropic motives in their discussion of the event.

Second, due to a variety of restrictions, including those placed on the 

researcher by the event organisations, as well as logistical issues regarding e-mail 

address provision, all registrants/participants for all events were not solicited for 
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participation in the research.  For example, in Study 2, the event organisers (LAF) 

only provided an e-mail list of less than half the registered participant base. In Study 3 

more than 500 registered participants were left out of the sample due to issues 

including individuals registering without providing an e-mail address, or individuals 

providing an incorrect e-mail address.  In these instances, this limitation is offset 

somewhat by the fact that in terms of demographic background, the samples of 

completed questionnaires were very similar to the event demographics overall.  This 

is noted within chapter three.  With regard to Study 4, the interviews were conducted 

in the first year of the event’s existence in the LIVESTRONG Challenge format.  As a 

result of the event being in the earliest stages of the lifecycle, the demographic and 

psychographic makeup for the event was not known in advance.  Consequently, the 

sample of interviewees does not precisely reflect the characteristics of the event’s 

audience in terms of gender, age, socioeconomic status and years participating in LAF 

events.

Third, the use of online administration of the questionnaires employed in 

Study 2, 3, and 5 is a limitation in that select event participants may not have been 

able to complete the questionnaire in the allotted time due to lack of familiarity with,

or accessibility to, the Internet.  Online administration was nonetheless deemed 

suitable for this research as the event’s participant base reflects a young, Internet-

savvy segment, as well as the fact that registration was primarily conducted online for 

each of the events.

Next, the sensitive and personal nature of many participants’ connection with 

the events and the charitable cause, could have led to reluctance on participants’ part 

to fully disclose information and express their opinions.  In particular, focus group 

participants may not have felt they had the privacy or individual freedom to openly 
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discuss their relationship with the event, and the factors that contributed to the 

meaning it held, in front of the other participants.  One-on-one interviews could have 

been employed to confront this, but this method was not possible from a logistics 

standpoint for Study 1.  

An additional logistical issue that should be acknowledged as a limitation is 

that the interviews conducted within Study 4 were held at the post-event party after 

participants had completed the event.   Consequently, fatigue, socialising with friends 

and family, and other activities surrounding the post-event party placed limits on the 

amount of time interviewees were willing to give to the interview process.  Longer 

interviews could have provided greater depth of information, however, it was believed 

that the post-event party provided the optimal context for reflection on the event 

experience. 

Future Directions

Using this research as a starting point, a number of future studies are 

warranted.  First, this research examined the contribution of charity to the motives and 

meaning behind charity sport event participation.  Future research can also examine 

the influence of charity on perceived and actual constraints to sport event participation 

in an effort to understand how the benefits and needs provided by the event’s 

charitable component offset constraints (Crompton, Jackson, & Witt, 2005).  

The idea that the time, effort, and money required of these events goes to 

charity can be used to rationalise and overcome obstacles to participation such as the 

time and effort required to train, the registration fee and fundraising requirement, as 

well as self-efficacy and physical limitations.  Qualitative research could be employed 

to investigate the process by which participants negotiate constraints, and the 

charitable component’s role in this negotiation.  Furthermore, quantitative data could 
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be collected assessing the importance of obstacles such as lack of skills, cost, and time 

(Alexandris & Carroll, 1997).  This research would not only allow for a better 

understanding of constraints within the charity sport event context, but would also 

provide insight into the role of constraints within the processes and stages of the PCM 

framework.     

Second, in outlining the development of attachment, Funk and James (2001; 

2006) acknowledge contributions from attraction outcomes, values and an 

individual’s self-concept.  This research evaluated the contribution of motives (i.e., 

attraction outcomes), as well as values. However, the role of self-concept was not 

explored.  An individual’s self-concept is dynamic, and varies based upon the 

individuals and objects to which s/he relates (Gabriel, Carvallo, Dean, Tippin, & 

Renaud, 2005).  This would appear to be particularly pertinent to the charity sport 

context given the closeness felt among participants unveiled in this research.  It has 

been suggested that an individual’s connection with a sport object can influence the 

individual’s self-concept, which can then translate to enhanced psychological 

importance in the relationship with that object (Funk & James, 2004).  This aligns 

with the centrality the charity sport event has taken on as a result of participant’s 

psychological connection with the event.  Research investigating the role of self-

concept within the attachment process in the charity sport event context is warranted.

Furthermore, the influence of group identity on self-concept could be worth 

exploring in the charity sport event context.  Heere and James (2007) advance 

external group identities (i.e., geographic, gender, social class, political) as critical 

indicators of one’s self-concept and identity towards a sport team.  Membership-based 

identities such as political identity, along with demographic identities such as 

geographic and social class may be relevant to the charity sport event context.  More 
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importantly, charity sport events may introduce additional external identities (i.e., 

cancer survivors, friends and loved ones of cancer survivors) that have a pronounced 

impact on a participant’s self-concept and relationship with the event. The hierarchy 

of these identities and their relative influence on participation and engagement could 

be examined (e.g., Arnett et al., 2003).  An instrument such as the Collective Self-

Esteem Scale (CSES) could be altered to evaluate these specific groups and provide 

quantitative assessment (Luhtanen & Crocker, 1992).

Third, extending the idea of group identity influencing attachment to the 

event, the impact of social and physical motives, as well as the relevance of both 

camaraderie and competency, suggests that a subculture (e.g., Green, 2001) exists 

within charity sport events.  Charity sport event participants appear to be both sport 

enthusiasts and charity enthusiasts. This joint enthusiasm is reflected in the interaction 

among the motives driving participation, and the crossover between sport and charity 

within the values uncovered.  Values have been found to have a pronounced impact 

on involvement in subcultures, while also introducing diversity to subcultures 

(Quester, Beverland, & Farrelly, 2006).  Further exploration of the charity sport event 

subculture can be conducted to investigate the characteristics of this segment, both in 

terms of its core and periphery.  In addition, this work could unveil the core values 

that link individuals to the subculture.  The findings of this work could provide insight 

into targeting and facilitating this subculture, while also suggesting additional means 

to foster community through the event. 

Also, the PCM suggests personal, psychological, and environmental factors 

impact sport involvement (Funk & James, 2001; 2006).  Examination of these factors 

could assist in determining how the subcultures related to a charity sport event are 

formed.  Internalisation measures and personality inventories could be employed prior 
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to the event, as well as prior to registration and after the event, to come to a better 

understanding of the formation of strong attitudes and identity (e.g., Funk & James, 

2004).  This research could provide insight into how identification with the charity 

sport event subculture progresses leading up to the event as the motives are satisfied 

and the meaning is derived. 

In addition, research that provides a deeper examination of the attachment 

process could complement this research.  The findings of this research provide insight 

into the inputs, processes and outcomes related to attachment; however, closer 

investigation of that which occurs within the processes is warranted.  Experimental 

research could be conducted in which a message or image related to the event is 

employed as a stimulus to provoke consumer response for evaluation.

Fourth, the social responsibility inherent to charity sport events is worthy of 

further exploration, and could represent an additional environmental determinant that 

influences involvement with the event.  This research examined the charitable aspect 

of these events, and introduced this component as one potentially socially responsible 

element of the event overall.  Additional socially responsible elements of charity sport 

events could include the promotion of an active and healthy lifestyle, the integration 

of the community, and support of local businesses.  Research could examine the 

relative influence of these different components towards social responsibility overall, 

and its impact as it relates to participants, event managers, and sponsors.  Participant 

recognition of social responsibility can influence attachment to the event, as well as 

behavioural intent towards sponsors (Filo et al., 2007).  Meanwhile, perceived CSR 

within event sponsorship is believed to influence consumer purchase decisions 

(Creyer & Ross, 1997).  Quantitative scales can be developed to assess perceived 
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CSR, and the elements of the event that comprise social responsibility, to determine 

CSR’s influence on participants towards the event and sponsors.

Fifth, the influence of social change on the meaning and importance of the 

event can be examined.  O’Brien and Chalip (2007a) suggest that sport events can be 

used as a means to focus attention on important social issues within communities.  

Throughout the focus groups and interviews, participants introduced the notion of 

making a difference through their participation and support of the charity.  Scales can 

be developed to measure how strongly participants believe they are making a 

difference by assessing their confidence in effecting change, and their attitude towards 

the priority society affords to the charitable cause.  Employment of these items will 

extend this research beyond a focus on supporting and improving an individual 

charity, towards a broader social agenda.  Assessing the impact that effecting change 

and cause prioritisation has on event attachment could provide charity managers with 

further insight into the relevance of communicating the charity’s goals and 

accomplishments to participants. 

Sixth, allegiance, or consistent commitment to the event can be examined.  

Funk and James (2006) suggest that allegiance is in place when attachment outcomes 

become more salient and feedback into the attachment process.  To come to a better 

understanding of this, qualitative research could be conducted with individuals who 

have participated for a number of consecutive years (i.e., individuals who have 

participated in LAF events since the first Ride for the Roses).  This could uncover the 

factors that contribute to their loyalty to the event.  In addition, quantitative 

examination of allegiance could utilise behavioural measures to assess commitment 

and strength of motivation.  The contribution of the motives and values uncovered 

through this research could then be determined.  This research could assist event 
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managers in establishing strategies to foster loyalty to the event, as well as provide 

detail on the factors and processes that facilitate allegiance to a charity sport event 

within the PCM framework.

 Seventh, while the findings of this research can be related to separate event 

stakeholders such as volunteers and sponsors, data can be collected using these 

entities as primary data sources to uncover more explicit findings.  Volunteers are a 

critical aspect of the community-based non-profit delivery of sport (Cuskelly et al., 

1998). Similar methods as those used in the current research can be employed using 

volunteers to uncover and assess the motives driving volunteerism for charity sport 

events.  This can bolster event managers’ efforts towards volunteer recruitment and 

retention.  In addition, data can be collected from event sponsors to reveal their 

motives and perceived outcomes from the charity sport event sponsorship endeavour.  

This research could assist in developing strategies for evaluating fit between the event 

and sponsor as a means towards garnering optimal consumer response (Trimble & 

Rifon, 2006).

Next, additional effort can be put forth to further refine the scales employed to 

assess the values uncovered within this research.  The items were developed based 

upon the sub-themes uncovered within the interviews.  Future work could employ a 

larger number of items as a starting point.  Three items per value were employed 

within the current research due to restrictions in place from the LAF.  More expansive 

operational definitions for each value can be developed, and these definitions can be 

used to create additional items for measurement (Heiman, 1999).  In addition, 

established instruments for assessing values such as RVS, VALS, and LOV (Kahle et 

al., 1986; Rokeach, 1973) can be used to inform this scale development. From there, 

examination of the interaction of individual values with the motives could be 
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quantitatively assessed.  Further scale development can be applied to the motives for 

charitable giving.  In particular, the high correlation between need to help others and 

desire to improve the charity, as well as measurement issues for self-esteem, can be 

addressed.  Again, a larger number of items could be developed initially.  Additional 

qualitative work could be employed to assist with this item development.

Finally, to allow for a better understanding of attachment to a charity sport 

event and the factors that comprise it, qualitative research could be conducted in 

which participants are asked to list the factors that they feel contribute to attachment.  

Multiple content analyses including proportional frequency counts and coding 

conducted by a number of judges could be utilised.  The coding of these lists could 

then be evaluated and compared with a goal towards inter-coder reliability (e.g., 

Hughes & Garrett, 1990).  This data could reveal additional facets of the event, or 

attributes within the individual participants, that contribute to attachment to a charity 

sport event within the PCM framework.  This research could provide insight into 

whether attachment to a charity sport event was formed at the expense of attachment 

to the charitable cause through the listing of contributing factors.

Conclusion

This research explored the meaning participants hold for charity sport events 

through an examination of participant attachment to the event and the factors and 

processes that contribute to attachment.  Five studies employing both qualitative and 

quantitative data were conducted to achieve this objective.  These studies were 

conducted across four separate event contexts: The 2005 LAF Ride for the Roses, The 

2006 LAF LIVESTRONG Challenge, The 2007 3M Half Marathon and Relay, and 

the 2007 LAF LIVESTRONG Challenge.  The LAF events represent charity sport 

events with a more prominent charitable cause as all proceeds benefit the LAF’s 
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mission.  The 3M Half Marathon and Relay represents a charity sport event with a 

less prominent charitable cause as only a portion of event proceeds benefit charity, 

and the charity is featured minimally throughout event marketing communication.

Focus group data collected within Study 1 indicated that seven motives: 

intellectual, social, physical, reciprocity, self-esteem, need to help others, and desire 

to improve the charity; account for attraction to a charity sport event.  Intellectual, 

social and physical motives reflect core, recreation motives, while reciprocity, self-

esteem, need to help others, and desire to improve the charity reflect contextual, 

motives for charitable giving.  By accounting for attraction and driving charity sport 

event participation, these motives demonstrate that attraction is composed of both 

recreation motives and motives for charitable giving.

Quantitative data collected via a pre-event questionnaire in Study 2, a post-

event questionnaire in Study 3, and a post-event questionnaire in Study 5 examined 

the role of these recreation motives and motives for charitable giving in the 

development of attachment to a charity sport event.  Study 2 revealed one recreation 

motive: escape; and three motives for charitable giving: reciprocity, need to help 

others, and desire to improve the charity; contribute to event attachment.  The 

findings suggest a stronger contribution to event attachment from the three motives 

for charitable giving, as well as a negative relationship between escape and event 

attachment.  Study 5 aligned with Study 2 as one recreation motive: social; and four 

motives for charitable giving: reciprocity, self-esteem, need to help others, and desire 

to improve the charity; were found to contribute to event attachment.  Again, the four 

motives for charitable giving made a stronger contribution.  Taken together, the 

findings of Study 2 and Study 5 suggest motives for charitable giving make a stronger 
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contribution to event attachment than recreation motives for an event with a more 

prominent charitable cause.  

Study 3 revealed three recreation motives: intellectual, social, physical; and 

two motives for charitable giving: reciprocity and desire to improve the charity; 

contribute to event attachment.  The three recreation motives were found to make a 

stronger contribution to event attachment than the two motives for charitable giving.  

This suggests that recreation motives make a stronger contribution to event 

attachment than motives for charitable giving for an event with a less prominent 

charitable cause.

Qualitative data collected using semi-structured interviews within Study 4 

explored the values that underlie attachment.  Findings uncovered three values: 

camaraderie, cause, and competency that underlie attachment.  The findings also 

suggested that these values were multi-dimensional, and contributed to the meaning 

held for the charity sport event.  The quantitative data collected within Study 5 

provided further substantiation of this multi-dimensionality, as the three distinct, but 

inter-related values were supported, along with three items for each construct.  In 

addition, Study 5 examined the contribution of values and motives to attachment to 

the event.  The findings suggest that values mediate motives in contributing to event 

attachment.  This mediational role indicates that values make a stronger contribution 

to attachment to a charity sport event than motives, while values and motives 

collectively, make a stronger contribution than values or motives separately.

This research represents empirical investigation and application of the PCM 

framework in the active sport participation context.  This investigation provides a 

better understanding of the attachment process, and the contribution of values and 

motives within this process.  In addition, this research provides insight into how event 
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managers can leverage the meaning held for charity sport events across a variety of 

event stakeholders to enhance event sustainability.

It is hoped that this research leads to further examination of event linkages 

with charity that allow for leveraging of the synergy that exists between sport and 

charity.  Due to the impact that the charity and its cause can have on participants, as 

well as the unique nature of charity sport events, it is suggested that charity sport 

events are studied separately from other sport events. The symbiotic relationship 

between the charity and the sport event not only presents implications for the 

promotion of an active and healthy lifestyle, but also presents implications for 

positive social contribution through sport. Further examination of charity sport events 

can continue to assist organisers in developing strategies that leverage the meaning 

inherent to the event towards increased involvement in both the event and the 

charity’s central activities, while providing researchers with the opportunity to build 

and test theory
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APPENDICES

Appendix A: Focus Group Questions

Questions to uncover core and contextual motives:

-What motivated you to register for the event?

-How do you expect the event to satisfy these motives?

-What benefits do you expect to receive as a result of participation?

-Did your interest in cycling or running lead you to selecting this event, or were there 

other factors?

-How significant to you is the charitable contribution that is required as a part of your 

registration fee?

Questions to address overall meaning and importance of the event:

-Do you feel that you are participating on behalf of anyone else besides yourself?

-What emotions will participating in the event evoke?

-How important has participation in this event become for you?
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Appendix B: Semi-structured Interview Guide

-Could you explain what was going through your mind and how you were feeling 

when you crossed the finish line?

-How has the LAF’s role in the event shaped the overall meaning of the event for 

you?

-Do you know what the LAF’s mission is?

-How closely do you identify with the LAF’s mission and activities?

-What do you feel is the most important aspect of the LIVESTRONG Challenge?

-Prior to registration, what did you foresee as potential obstacles to participation?

-How did you negotiate or overcome those obstacles?

-Would these obstacles be harder to manage if the event were not aligned with the 

LAF?


