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ABSTRACT 

 

Sport events are frequently used as a marketing tool by sponsoring organisations. However, 

the effectiveness of this strategy towards future purchase intentions and behaviour has 

received limited theoretical/empirical research attention. Using an established sport event as a 

case study (2012 Quiksilver Pro), this thesis seeks to address this gap by investigating 

spectator’s attitudes towards brands of key public and private event sponsors based on: 1) 

motivations to attend events; 2) identification with brands; 3) satisfaction with event; and the 

consequent impact this has on purchasing decisions. This is significant as previous studies on 

attitudes, identification and intentions to purchase have mainly been focused on sport teams 

and not on sponsors’ brands. Research has also been abundant on destination-event fit and 

even sponsor-event fit; however a case triangulating the destination-event-sponsor fit has not 

been examined. The Gold Coast Surfing Industry is one such case where there is a clear 

destination-event-sponsor fit between Gold Coast as a destination, Quiksilver Pro as an event 

and Gold Coast City Council (public) and Quiksilver (private) as sponsors. Surprisingly, little 

academic research attention, especially within an event context, has focussed on the surfing 

industry despite major market players investing significant marketing budgets in costly 

surfing events. There also appears within the surfing industry limited understanding of the 

impact of surfing events on future revenue generation. 

 

The surfing industry is a competitive market with many firms seeking various methods to 

gain an edge over rival brands for market share. Therefore, companies engage in marketing, 

of which event sponsorship plays a strategic role. Firms enter sponsorship agreements mainly 

to increase their brand awareness and strengthen their brand image (Gwinner & Eaton, 1999),  
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which can lead to purchase intent (Dean, 1999). For a public sponsor, like a regional 

government, this means an increase in destination visitation intentions. For a private sponsor, 

this may lead to an increased consumer intention to purchase products/services. This study 

aims to investigate if a sporting event will generate benefits which represent a return on 

investment to sponsors from the view point of the private funder (Quiksilver) and public 

funder (Gold Coast). 

 

A literature review on five different areas of study has been undertaken to provide a 

foundation for this study. These include, sponsorship, motivations to attend events, 

identification theory, satisfaction and behavioural outcomes. A predominantly quantitative 

research design, which incorporates the case study of the Quiksilver Surfing Pro event, was 

undertaken. To better understand the processes to examine spectator attitudes, two studies 

were conducted. These two studies gathered quantitative data, providing the researcher with 

longitudinal data for the investigation, utilizing an ‘at event’ self-administered and online 

surveys of the spectators from the major Surfing Pro event. In Phase 1, self-administered 

questionnaires were used to collect quantitative responses regarding spectators’ attitudes 

towards a sponsor’s brand during the event and their intentions to purchase from that brand 

(N = 974).  In Phase 2, an online questionnaire was administered to collect responses of 

spectators’ attitudes towards a sponsor’s brand post event and their actual purchase behavior 

(N = 121). In a third and final phase, qualitative data was collected from a representatives of 

each of the two main sponsors under investigation in this study. This final phase was to 

investigate if sponsors have procedures in place to measure the benefits that sponsoring a 

sport event can bring to the organisation and if so, what procedures are in place and how do 

sponsors measure the benefits, including purchase intentions towards their products (N = 2).  
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Main data analysis techniques included content analysis, descriptive analysis, correlation 

analysis, exploratory factor analysis, simple and multiple linear regression analysis and 

hierarchical regression analysis, as well as repeated measures analysis.  

 

The results in Phase 1 revealed that ‘identification with brands’ had the most significant 

effect on both attitudes towards the private and public brands and positive attitudes towards 

brands has a direct effect on future purchase intentions. However, Phase 2 post-event results 

revealed that attitudes towards brands decreased over time and spectators who attended the 

event were not as likely to purchase directly from the brands after the event. Lastly, the Phase 

3 study exploring sponsor’s perspectives was undertaken by interviewing two representatives 

from the private and public sponsors. Qualitative results from that study revealed that brands 

sponsor events mainly for promotional aspects. However, they had no proper means of 

measuring the direct outcome of their sponsorship.  

 

This research has contributed to knowledge on the role sport events can play in creating 

positive attitudes towards a sponsor’s brand. Theoretically, the contribution from this study is 

threefold. First, it advanced the knowledge of identification with brands and its 

multidimensionality which has previously been limited to sport teams. Second, it expanded 

on understandings of factors which have a significant effect on brand attitudes and its impact 

of spectators’ purchasing decisions. Third, it filled in a deficiency of current research by 

conducting a longitudinal study to measure actual purchase behaviour. In addition, this 

research has provided valuable practical insights for sponsors by providing an understanding 

of what it takes for them to translate their marketing efforts into future sales which can help 

with better decision making as they compete with other brands.  
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Key Words: Sport Event, Destination Image, Brand Image, Spectator, Attitudes towards 
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Chapter 1 : Introduction 

This thesis presents an exploratory study to investigate spectator attitudes towards brands of 

key private and public sponsors of a sport event. Firms participate in sponsorship primarily to 

increase their brand awareness and strengthen their brand image (Gwinner & Eaton, 1999). 

An increase in brand awareness and strengthening of brand image has the potential to 

increase destination visitation for a destination (public sponsor) and hopefully increase 

purchases of product/service for a private sponsor, which results in greater return on 

investment for both. The outcomes of this thesis are insightful for stakeholders of the surf 

industry to understand the value created by the dollars spent on sponsorship and destination 

marketers so that they can have a better understanding of the impact of a sporting event on 

the destination. 

A review of literature from across sport, event, marketing, leisure, tourism and psychology 

disciplines has identified and explored three variables which can influence spectator attitudes 

towards sponsors’ brands. These include; 1) motivations to attend the event, 2) identification 

with the brand and 3) satisfaction with the event.  

The introductory chapter presents the background of the study, research objectives, and 

justification of the study. Next, an overview of the research design is provided to summarise 

the data collection method, followed by the delimitations of the scope of the thesis. Lastly, 

the chapter provides an outline of the structure of the thesis.  
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1.1 Research Background 

 

Surfing is a popular and established sport and is enjoyed as a leisure activity by millions 

around the world and as a profession adopted by a talented few. Buckley (2003) revealed that 

there were over 10 million surfers in the world in the early 2000s and more recently O’Brien 

and Eddie (2013) revealed participation of 35 million people in the sport worldwide. There 

are also many popular surfing destinations around the world such as Hawaii, California, 

Florida, Chile, Ireland, Japan, Indonesia, Australia (Gold Coast in particular) and Costa Rica, 

predominantly locations with good surf conditions and waves.  

 

The sport of surfing was introduced to Australia in the early 1900s and has grown to become 

one of the most renowned water sports after swimming (Pearson, 1979; Young, 1983). The 

sport received international recognition in Australia in the 1960s when the first professional 

surfing event was held at Sydney’s Manly Beach (Stewart, Skinner, & Edwards, 2008). The 

event was sponsored by Ampol Petroleum and approximately 40,000 spectators attended to 

have a glimpse of the world’s best surfers competing for the surfing title. In the 1970s to 

1980s, the sport established its commercial foundation with the emergence of surfwear 

companies (Edwards, Gilbert, & Skinner, 2003). In fact the top three surf companies which 

emerged during that period (Quiksilver, Billabong and Rip Curl, known as the ‘big three’) 

were founded in Australia and dominated the industry in the 1990s and 2000s (Bergin, 

Chinniah, Njuguna, & Urn, 2000; Lanagan, Skinner, Gilbert, & Edwards, 2003). In 2009, the 

estimated revenue for all three companies was $4 billion with Quiksilver holding the largest 

market share (BillabongBiz, 2009; Donkin, 2010; QuiksilverInc, 2009). Over the years, 

competitive business practices of key surf companies have led to the commercialisation of the 

surfing industry with the companies using pro surfers as brand ambassadors for their products 
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and sponsoring major surf events. Despite the popularity of surfing and the surfing industry 

there has been little academic research attention on the phenomena, especially within an 

event context. This is surprising, considering the major market players within the industry 

continue to invest in surfing events without a clear understanding of the impact of 

sponsorship on future revenue generation. 

 

1.2 Research Objectives 

 

The overall goal of the study was to investigate whether sport events will generate benefits 

which represent a return on investment to sponsors from the viewpoint of both the private 

sponsors (Quiksilver) and public sponsors (Gold Coast City Council). To achieve this goal, 

the ‘Quiksilver Pro’ was used as a case study to gain understanding of the spectator’s 

attitudes towards sponsor’s brands.  

 

A key contribution of the study is to increase knowledge about the role sport events can play 

in creating a positive attitude towards a sponsor’s brand, which has received limited attention 

in the existing literature. One of the benefits sought by sponsors is increased positive attitudes 

toward the sponsors’ product (Aaker, 1996). In the case of Quiksilver, this would be a 

favourable attitude toward their surf apparel and equipment. In the case of Gold Coast City 

Council, this would be a favourable attitude toward the destination. Moreover, the 

relationship between the profile of spectators and the heterogeneity within the group of event 

attendees visiting an event with the image of destination and sponsors has not been explored.  
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Therefore, the objectives of the study are:  

 

1) To investigate different spectator attitudes towards the brand of the key private 

sponsor based on: 

a. Motivations to attend events 

b. Identification with brands 

c. Satisfaction with event 

2) To investigate if spectator characteristics moderate the relationship between 

motivations to attend, identification with brands, satisfaction and attitudes towards the 

private brand? 

3) To investigate the impact that variation in attitudes has on purchase intent  

4) To investigate different spectator attitudes towards the brand of the key public 

sponsor based on: 

a. Motivations to attend events 

b. Identification with brands 

c. Satisfaction with event 

5) To investigate if spectator characteristics moderate the relationship between 

motivations to attend, identification with brands, satisfaction and attitudes towards the 

public brand? 

6) To investigate the impact that variation in attitudes has on destination visitation intent  

 

 

 

 



5 

1.3 Justification 

 

Despite coming under scrutiny from the public, business and academics, the sport events 

sector is showing no signs of decline in growth (Gratton & Henry, 2001; Hede & Kellett, 

2008). There have been a multitude of event studies undertaken over the years on larger 

events.  The focus of these studies has included the discussion of the roles of event governing 

bodies, detailed event impact studies and impacts of events on destination image and tourism 

development (Emery, 2002; Fourie & Santana-Gallego, 2011; Frawley, Toohey, & Veal, 

2013; Fredline, 2000b; Ritchie & Smith, 1991; Solberg & Preuss, 2007). However, there has 

been relatively little assessment of smaller scale events, such as a professional surfing 

competition. Also, the key role of sport events in forming or modifying spectator attitudes 

towards sponsors has neither been the subject of theoretical attention nor exploratory 

research.  

 

In the sport context, studies on attitudes, identification and intentions to purchase have 

mainly been focused on sport teams (for example Madrigal, 2004) and not on sponsors’ 

brands. Research has also been undertaken on destination-event fit and even sponsor-event fit 

(for example Chalip & Costa, 2005). However, there have been no studies which examine a 

destination-event-sponsor fit within the published literature. The Gold Coast Surfing Industry 

is one such case where there is a clear destination-event-sponsor fit between Gold Coast as a 

destination, Quiksilver Pro as an event and Gold Coast City Council (public) and Quiksilver 

(private) as sponsors. Furthermore, despite its popularity, the surfing industry has received 

little academic research attention especially within an event context and yet major 

stakeholders continue to support, sponsor and invest their marketing budgets in costly surfing  
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events without a clear understanding of the impact of this expenditure on future revenue 

generation (Crompton, 2004).  

 

This thesis seeks to address the above gap by investigating surf event spectator’s attitudes 

towards brands of key public and private event sponsors and variations in these attitudes 

based on: 1) motivations to attend events; 2) identification with brands; and 3) satisfaction 

with brands. The relationship between attitudes and purchase behaviour will then be 

investigated.  

 

From a sponsor’s perspective a good understanding of spectator attitudes towards both public 

and private funders/sponsors can lead to a successful event outcome. An understanding of 

their perceptions would be of interest to: 1) the host region (Gold Coast) to justify investment 

in the sector and get a better understanding of the impact of the event on the destination, and 

2) private sponsors (Quiksilver) to justify the sponsorship dollars spent and how it translates 

into future purchase intentions/revenue. Especially for sponsors, gaining ability to influence 

buyer decisions via event sponsorship can imply millions of dollars of potential revenue to 

the organisation itself, as well as to the overall industry. An understanding of what it takes a 

brand to translate its marketing efforts into more favourable market attitudes, and hopefully 

future dollar sales will benefit market players of the industry and potentially contribute to 

improved decision making for surf event organisers and surf businesses, as they face the 

threat of numerous competitors in Australia and the world today. A study by Hoek, Gendall 

and Sanders (1993) revealed that executives of sponsoring firms usually just assume that the 

sponsorship developed into a positive consumer attitude towards the brand. Therefore the aim 

of this study is to examine these assumptions.  
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1.4 Research Design  

 

To examine the abovementioned research questions, a predominantly quantitative 

longitudinal research design is employed to collect data from spectators and a short 

qualitative phase to inform the study from a sponsor’s viewpoint. The quantitative component 

consists of two surveys which form Phase 1 and Phase 2 and the qualitative component forms 

Phase 3 of the study. Overall this research design was considered the best way of addressing 

the research questions. Figure 1.1 provides an overview of the research design.  

 

Figure 1.1: Overview of Research Design 

 

 

 

Phase 2 (September - October 2012) 
• Online questionnaire  
• N = 121 
• Quantitative data collected to answer RQ6-8 

 

Phase 3 (November 2012) 
• Semi-structure interviews 
• N = 2 
• Qualitative data collected to gain an insight into sponsors’ perception 

Phase 1 (February – March 2012) 
• Onsite self-administered questionnaire and online questionnaire 
• N = 974 
• Quantitative data collected to answer RQ1-5 
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In Phase 1, hand delivered self-administered and online questionnaires are utilised to 

quantitatively support attitudes towards sponsors’ brands and purchase intentions. The 

objective of Phase 1 was to address Research Question 1 to 5. This data is collected over the 

two-week period of the event. In Phase 2, longitudinal data is collected to determine how 

attitudes towards sponsors’ brands and purchase behaviour changed over time. The objective 

of Phase 2 was to address Research Question 6 to 8. This data is collected 6 months after the 

event. In both these quantitative studies, data is collected from spectators of the 2012 

Quiksilver Pro event. In Phase 3, qualitative data is collected after Phases 1 and 2 to gain an 

insight into sponsor’s perspective and investigate how sponsors measure the benefits of their 

event sponsorship.  

 

1.5 Delimitations of Scope 

 

There are several delimitations that may affect the generalisability of the results of this study 

and the following section clarifies the boundaries of this thesis. The first involves the scope 

of the factors affecting spectator attitudes towards the sponsors’ brands which were selected 

from the investigation. The conceptual model was derived from examining the literature and 

three key factors were identified from the review of literature which presented gaps in current 

research. However, there could be other factors which may influence spectator attitudes 

which are beyond the scope of this study. In reducing the conceptual framework to a 

manageable size, the risk of model mis-specification is present.  
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The second delimitation related to the sampling frame used for the study. This sample does 

not represent spectators of all sporting events. Lastly, data were collected over a 6 month 

time frame capturing a period of during and after the 2012 Quiksilver Pro event. Thus, results 

pertain to this time frame only and cannot be generalized to events which may have occurred 

outside of this period.  

 

1.6 Structure of Thesis  

 

This thesis is presented over six Chapters and organised according to the following structure. 

Chapter 1, the introduction provided an overview of the research and summarised the basis 

for conducting the research. This chapter also presented the research objectives and questions 

and the research design implemented for the study. In Chapter 2, the research context is 

presented, including an overview of the Surfing Industry and the case study of the Quiksilver 

Pro.  

 

Chapter 3 includes a review of literature relevant to the study including sponsorship, 

motivations to attend events, identification theory, satisfaction and purchase behaviour which 

forms the basis of the conceptual framework. The literature review begins with an 

introduction to sport, event and tourism. Next, a discussion of the factors affecting attitudes 

towards sponsors’ brands is included to enable exploration of three factors; 1) motivation to 

attend events, 2) brand identification and 3) satisfaction with event. Subsequently, destination 

and brand image literature is reviewed to provide an insight into attitudes towards brands and 

behavioural outcome literature is reviewed to provide an insight into purchase intentions and 

behaviour of spectator. Lastly, the literature review concludes by outlining the research 

problems and providing a summary of the chapter.  
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Chapter 4 outlines the research methods undertaken for the study. Within the chapter, the 

paradigmatic position of the research is described, followed by the research design and 

justification for the predominantly quantitative approach taken is presented. The research 

design outlines the processes used to collect the data including the instrument development, 

sampling selection and administration procedure Next, the data analytical techniques used are 

described and the chapter concludes with a summary of the methods.  

 

Chapter 5 provides the results from the data analysis on all three phases of the study. These 

results are used to address all eight research questions and used data analysis techniques such 

as exploratory factor analysis (EFA), correlations (point biserial), regression analysis (linear, 

multiple, logistic and hierarchical) and repeated measures analysis. Chapter 6 provides a 

discussion of the findings in reference to the literature relevant to answering the eight 

research questions. The chapter also includes an overview the theoretical contributions and 

practical implications that stem from this research. Finally, the limitations of this research 

and suggestions for future research directions are outlined before a conclusion summarising 

the entire thesis is provided. A structure of the thesis is provided in Figure 1.2 below.  
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Figure 1.2: Structure of Thesis 
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1.7 Chapter Summary  

 

This chapter has identified that sport events can play an important role in creating positive 

attitudes towards brands and represents an area of research that holds interest not only to 

academics in the field but also to market players of the industry. This chapter outlined the 

research purpose and research design to provide a better understanding of spectator’s 

attitudes towards a sponsor’s brand and their purchase intentions of that brand. Although the 

existing literature outlines substantial contribution in this area of research, there are still many 

facets that require additional investigation which this study aims to make a contribution 

towards. To position this research, the following chapter discusses the research context and 

provides an overview of the Australian Surfing industry. 
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Chapter 2 : Research Context  

 

This chapter sets the scene for this research and describes the context in which the current 

research is conducted. The 2012 Gold Coast Quiksilver Pro event provides the context for 

this research. Therefore, this chapter begins with a synopsis of the Surfing Industry and The 

Quiksilver Pro event. Within this outline, an overview of the Gold Coast region and its 

involvement in surfing is also provided.   

 

2.1 The Surfing Industry 

 

The Surfing Industry turned into a multi-billion dollar sector since the emergence of world 

renowned brands such as Billabong, Quiksilver and Ripcurl since the 1970s and 1980s (ABC, 

2003). These three brands were founded in Australia in 1973, 1969 and 1969 respectively and 

dominated the burgeoning surf clothing and lifestyle industry and cemented Australia’s 

image as a surf culture destination in the 1990s and 2000s.  

 

The ‘big three’ Australian firms (Billabong, Quiksilver & Ripcurl) are however, not the only 

firms that make up the industry. The Australian surf clothing and lifestyle industry has grown 

since, and it has seen the emergence of other surf brands such as Volcom, Jetpilot Hurley, 

O’Neill and Rusty and the sponsorship of high profile surfers such as Kelly Slater, Mick 

Fanning and Joel Parkinson. In the middle of its maturity and shakeout stage in the 2000s, the 

industry trend was set by the bigger and more dominant firms such as Billabong and 

Quiksilver gaining market share and acquiring smaller firms, who were otherwise forced to 

exit the industry. An example is the acquisition of Xcel wetsuits by Billabong in 2008 and 

Quiksilver’s acquisition of DC shoes in 2004. At that time, many firms remained on the edge 



15 

and wanted to join the ‘big three’ in partnership or develop breakthrough products that may 

see them in the front line (Lanagan, 2002). Many brands did not have the same status as that 

of the ‘big three’ due to their inability to remain linked with surfing. For instance, some 

brands have opted to distribute their brands to non-surf retailers and hence lose their market 

share of core surfers (Lanagan, 2002). However, in recent years, changes in the industry such 

as supply chain scrutiny, failed business acquisitions, marketing strategies and management 

restructures have caused a change in the retail landscape whereby the majority of surf brands 

and manufacturers are now driving their business through their links with independent 

retailers such as Costco and Trade Secret (News.com.au, 2016; SMH, 2015).  

 

The commercialisation of the surf industry, otherwise known as the concept of “surfing 

capital” has been discussed by Lanagan (2002). The economic value of surfing as a sport 

includes the value of the surf apparel and hardware industry and surf tourism (Buckley, 

2002a). However there has been limited research conducted so far that can provide an 

indication of the total economic value of the global surf industry. A study conducted by AEC 

(2009) estimated that surf tourism itself generated a revenue of $820 million to the Gold 

Coast region. Another study by  O’Brien and Eddie (2013) provided an estimate that the 

annual economic value of the global surf industry is between $70 and $130 billion dollars. 

Although these are estimated figures, it provides a clear indication of the rising trend and 

significant growth of the surfing industry.  

 

An  important fact to note is that the major sponsors for the world’s top surfers and surf 

events make most of their money not from selling surf wear and equipment to surfers but by 

selling surf branded fashion clothing to non-surfers (Buckley, 2003; SMH, 2015). Surf brands 

are also progressively becoming more aware of product consumption patterns and have 
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directed their marketing and design strategies to their target markets (Booth, 2001; O'Rourke, 

2006), including designing athlete specific ranges (eg. Taj Burrow or Andy Iron Collection) 

designed to attract fans. The trend of sport athletes turning into celebrities has also driven the 

commercialisation of the industry. These athletes have turned into role models that people 

idolise and look up to (Andrews & Jackson, 2001). The increase in expenditure, 

predominantly from the youth market, on surf-oriented fashion clothing and accessories has 

resulted in economic prosperity for the surfing industry (Booth, 2001). Within this 

competitive environment, companies and associations are increasingly seeking methods to 

gain an edge over the other brands for a share of the market. Therefore, companies engage in 

marketing, of which event sponsorship plays an important role. Potential customers are also 

reached through social media, surf and lifestyle magazines, surf or corporate brand websites, 

in store posters and television (Barbieri & Sotomayor, 2013; Buckley, 2003).  

 

Surfing events and professional surfers are also heavily dependent on corporate sponsorship 

(AEC, 2007), whereby major surf companies such as Billabong and Quiksilver contribute a 

portion of their marketing budget to sponsor such events. Major surf apparel and hardware 

manufacturers also sponsor established surfers under contractual agreements which include 

endorsement of their brands, publicity and most importantly sponsorship for major 

competitions (Buckley, 2003). The sponsorship is perceived as a powerful 

promotional/marketing effort for the surf companies as many aspiring surfers view the pro 

surfers as icons and events as inspiration, in turn sponsors hope that these spectators will buy 

the products of the brand they endorse. 

 

The surf events industry has been gathering strength over the years in Australia, accelerated 

by the hosting of major Association of Surfing Professionals (ASP) events, including a world 
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tour ‘Quiksilver Pro’ and a world qualifying series ‘Burleigh Breaka Pro’ held at the Gold 

Coast (GoldCoast.com.au, 2010; SurfingAustralia, 2009). According to Gold Coast Tourism, 

the Gold Coast, Australia has been ranked as one of the best surf destinations worldwide 

(GoldCoast.com.au, 2010), suggesting that the surf industry presents a significant opportunity 

for the Gold Coast.  

 

A study conducted by the AEC group in collaboration with the Gold Coast City Council ‘Surf 

Industry Review and Economic Contributions Assessment’ provides an updated evaluation of 

the industry including surf tourism and surfing events in terms of its contribution to the Gold 

Coast economy (AEC, 2009). The study revealed the Gold Coast Surf Industry contributes 

approximately $1.4 billion to the Gold Coast economy annually (GCCC, 2009a). The study 

also indicated that surf tourism is a key contributor to the industry ($819.9 million annually) 

as participants and spectators usually travel from interstate or internationally for these events. 

 

2.2 Case Study – Gold Coast & Quiksilver Pro 

 

For the current study, the Gold Coast was selected as an appropriate destination for two 

reasons. Firstly, the researcher is based on the Gold Coast, so it is a convenient destination 

for investigation. Secondly, the Gold Coast has a reputation as a premier beach holiday and 

surf destination in Australia and has a competitive advantage compared to other cities with an 

annual visitation of approximately 12 million people (GCCC, 2016). It also makes an 

interesting case study as the Quiksilver Pro is held on the Gold Coast annually and brings in 

approximately $1.8 million in tourism revenue (AEC, 2009). The move of surfing into the 

professional sport event industry impacts the Gold Coast economy by supporting local 

industry and attracting tourists to the region. There is also a sponsor/event/destination fit as 
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the Gold Coast has long been associated with the surfing industry and is known worldwide as 

a “Surfers Paradise” (GCCC, 2009a). Quiksilver, one of the ‘big three’, is a well established 

surf brand and major competitor to other surf brands and surf events such as Billabong (Gold 

Coast) and Rip Curl (Torquay) which all originated in Australia. 

 

2.2.1 Gold Coast and Surfing 

 

The Gold Coast region is home to about 500,000 people and with a growing population rate 

of approximately 13,000 people per year, it is considered the sixth largest city in Australia 

(GCCEC, 2016). The main iconic attraction on the Gold Coast is the stretch of 70 kilometres 

of beaches which makes any form of water sport attractive. The Gold Coast is often referred 

to as a region with the best surfing beaches and world class waves that are of great value to 

the surf tourism industry (GCCC, 2009a, 2013; GoldCoast.com.au, 2010; Lazarow, 2007). In 

fact, the Gold Coast has been acknowledged as the world’s eighth surfing reserve, joining 

Sydney’s Manly beach and California’s Malibu beach in their prestige (ABC, 2016). A study 

by Raybould and Lazarow (2009) estimated that Gold Coast residents and visitors made 

approximately 50 million visits to the beach in 2007. The region encourages participation in 

surfing and attracts many surfers. 

 

The Gold Coast also has high quality coaching programs to develop promising surfers (AEC, 

2009). These aspiring surfers rely on major surf brands such as Billabong, Rip Curl and 

Quiksilver, giving them greater exposure for sponsorship. There are also many sports 

management companies that manage professional surfers on the Gold Coast, therefore many 

professional surfers from across the world and Australia have relocated to the Gold Coast to 

advance their surfing (AEC, 2009).  
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Surfing has been a way of life on the Gold Coast for many years and the surf industry has 

significantly contributed to the overall Gold Coast economy (AEC, 2009). A major 

contribution of the industry is through tourism. As the key driver in the local economy of 

Gold Coast City, tourism contributes almost one dollar in every five generated within the city 

(GCCC, 2009b). Visitors to Gold Coast City spend on average $4 billion annually and the 

city's tourism sector employs almost 18,500 people (GCCC, 2009b). This appropriately 

reflects the Gold Coast's position as a tourist destination. Although not a capital city, the Gold 

Coast region has grown into one of the largest regions apart from state capitals and attracts 

more visitors than any other non-capital city in Australia (GCCC, 2009b).  

 

From the Pan Pacific Masters Games, Gold Coast 600 (previously known as the Gold Coast 

Indy), Coolangatta Gold, Magic Millions and Gold Coast Marathon, to the Quiksilver and 

Roxy Surfing Pros, Gold Coast City attracts numerous sport event visitors to the region 

annually (GoldCoastTourism, 2010). Despite the significance of surfing as a sport and the 

Quiksilver Pro surfing event as a form of tourist attraction, it is surprising that little academic 

research attention has been given to the sector. 

 

The Gold Coast is well represented in the area of organisations engaged in the administration 

and control of the sport of surfing. Surfing Queensland (state), Surfing Australia (national) 

and the Association of Surfing Professionals (international) are responsible for the sport’s 

administration at the various levels and are all located on the Gold Coast. Surfing Queensland 

manages many annual surf events from its Gold Coast office, including the Quiksilver Pro 

and Burleigh Pro. The association has been successful in gaining private industry support 

(example surf brand sponsorship) for the events and its development initiatives. Table 2.1 

below shows a list of the 2011 sponsors of the Quiksilver Pro. This study examined 
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Quiksilver as the key private sponsor whose brand is Quiksilver and Gold Coast City Council 

as the key public sponsor whose brand is Gold Coast.  

 

Table 2.1: Sponsors of 2011 Quiksilver Pro 

 
 
 
 
 
 
 
 
 
 

Quiksilver Pro Sponsors 

Quiksilver / Roxy 
Land Rover 
Corona 
Olympus 
Telstra 
Events Queensland (Qld Govt) 
Nature Valley Muesli Bars 
Power Balance 
Red Bull 
Lipton Ice Tea 
ONE HD 
Gold Coast Airport 
Gold Coast City Council 
Pacific Fair 
Surfing World 
Connecting Southern Gold Coast 
Rainbow Bay Surf Lifesaving 
Club 
Sharpie 
Pages Event Equipment 
Coastal Watch 
DC Shoes 
VX Sport 

                               Source: Quiksilver (2011) 
 

 

2.2.2 Quiksilver Pro 

 

The Quiksilver Pro is the first of many annual surf events held on the Gold Coast. The event 

attracts the world’s top surfers, members of the surfing community, global media coverage 

and a substantial number of spectators from Gold Coast and around the world. Many of the 

world’s best surfers compete, alongside numerous local and other Australia surfers, which 

ensures the event will attract keen interest among the surf community. It is held in 

February/March annually for approximately two weeks. The 2011 event took place between 
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26 February and 9 March during which the pilot study for this project was undertaken. The 

2012 event took place between 25 February and 7 March during which the main study was 

undertaken. The event is easily accessible for visitors and there are no ticket costs. It also 

offers opportunities for all age groups to attend and enjoy the event while out in the sun. 

From an event planning perspective, very little infrastructure is required other than a few 

marquees for sponsors and a VIP area. One major downside of the event is that it is reliant on 

the weather and surf conditions for the day, which in turn means that there is no fixed timing 

and schedule to watch surfers compete. The schedules are made up every morning after 

investigating the weather and surf conditions.  

 

With millions of spectators globally viewing the event live on the Gold Coast or from 

computers through webcasts, this event brings about significant international exposure for the 

Gold Coast as a destination, surfing as a sport and brand awareness of sponsoring brands 

including the naming rights sponsor, Quiksilver (GCBulletin, 2016). Of all available 

opportunities, the Quiksilver Pro can capitalise most from its location on the Gold Coast 

which is likely to attract visitors and the event has experienced an increase in the number of 

visitors over the years it has been run (personal communication CEO Surfing Qld, December 

8, 2010). The city also offers a wide range of other activities for visitors which in turn benefit 

the region.  

 

An opportunity exists for the Quiksilver Pro event to effectively capitalise on the lack of a 

direct competitor. According to Quiksilver, the Quiksilver Pro is the biggest surf event held 

annually in the region with the 2010 event attracting approximately 76,000 visitors of which 

34% were local Gold Coast residents, 51% from interstate and 13% from overseas 

(Quiksilver, 2010).   
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2.3 Chapter Summary 

 

This chapter has provided an overview of the context in which the current research was 

conducted. First, a review of the Surfing Industry outlined how commercialisation of the surf 

industry has driven companies to engage in competitive marketing of which event 

sponsorship plays a key role. The Gold Coast region was then described as a suitable setting 

to host a surf event to due to the destination-event fit. Lastly, an overview of the Quiksilver 

Pro was provided to identify the popularity and prestige of the sport event. This context is 

suitable for the current research because there is a lack of research in the surf sector in 

Australia and there needs to be more research attention to understand it better and provide 

interesting theoretical and practical contributions. Overall, this chapter explained the context 

in which the current research took place and highlighted the importance of this context. A 

review of literature relevant to the study, which begins with the explaining the relationship 

between sport, event and tourism, will be discussed next.  
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Chapter 3 : Literature Review 

 

The previous chapter provided an overview of the research context. The literature review in 

this chapter summarises previous research relevant to understanding spectator’s attitudes 

towards an event sponsor’s brand. Five areas of study namely; sponsorship, motivations to 

attend events, identification theory, satisfaction and purchase intentions forms the basis of the 

conceptual framework for the study. The literature review consists of the following sections. 

First, the relationship between sport, event and tourism is provided to understand linkages 

between the sport, event and tourism industries. Second, the definition of special events is 

provided to understand how various events differ in size and their attributes. Third, an 

overview of event stakeholders is provided followed by a discussion on why companies 

engage in sponsorship. Fourth, factors which can affect spectator attitudes are explored 

referring to motivations to attend, identification with brand and satisfaction literature. This 

approach is purely exploratory where established models have not been used. However, it 

does extend on previous research on the notion that attitudes can be influenced by social 

surroundings (Tajfel, 1974). Finally, an overview of the behavioural outcomes (eg. purchase 

intention) is provided. The conceptual framework and research questions are identified at the 

end of this chapter. 
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3.1 Sport, Event and Tourism  

 

Sport can be consumed widely by patrons at a sporting venue, viewers in front of the 

television or computer, listeners of radio and readers of newspaper, magazines and books 

(Ritchie & Adair, 2004). Sporting activities can either be formal or recreational (Ritchie & 

Adair, 2004). In a formal sporting activity, at least two competitors must engage in a 

competition judged by a referee to determine a winner. Today, sports competitions or events 

are highly organised with proper schedules and record keeping. In a recreational sporting 

activity, one or many persons can engage in a sport without having to keep a formal record of 

the score. This in turn brings about two types of tourist behaviour in sport tourism 1) passive 

and 2) active (Gibson, 1998a). A passive event visitor usually attends a sport event to witness 

the sport while an active tourist usually takes part in the sport. It is therefore clear that sport 

has the capacity to generate tourism of various types.   

 

There has been much debate on the definition of a tourist over the years. To be considered a 

tourist, a criterion of a 24-hour stay in earlier studies (Leiper, 1979) has been adapted to an 

overnight stay in more recent work (Oppermann & Weaver, 2000; Ritchie & Adair, 2004). 

The tourism definition used by Goeldner and Ritchie (2006) is adopted for the purposes of 

this study. Tourism is defined as the sum of phenomena and “relationships arising from the 

interaction of tourists, business suppliers, host governments and host communities in the 

process of attracting and hosting these tourists and other visitors” (Goeldner & Ritchie, 2006, 

p. 5). This definition takes into consideration the potential impacts that an event may have on 

sport event visitors which is important for this study. 
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Literature on sport tourism is abundant, of which event tourism is a component. In their 

study, Deery, Jago, and Fredline (2004) questioned if sport tourism and event tourism are the 

same thing. Their formulation revealed that sport tourism is at the core of event tourism and 

sport, and sport tourism and event tourism are sub-sets of tourism. 

 

However, their study does not provide an insight into the relationship between sport, event 

and tourism. The sport, event and tourism nexus in Figure 3.1 shows the inter-linkages 

between the sport, event and tourism industries and the extent to which they overlap. This 

study is particularly interested in sport event tourists and local sport event visitors who are 

the target population in this study. 

 

Figure 3.1: Sport, Event and Tourism Nexus 
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Many studies have recognised that people have travelled the world to watch and participate in 

sport activities and studies undertaken at international and national level, demonstrate the 

significance of the sport tourism industry to a destination (C. Brown & Stahura, 2014; Butler, 

2006; Gibson, 1998b; C. Jones, 2001; C. K. Lee & Taylor, 2005; Lim & Patterson, 2008) . 

However, limited research on spectator attitudes towards the destination brand and sponsor 

brands has been published.     

 

The concept of travelling to participate in or watch sporting events has existed since 776 BC 

when the Ancient Olympic Games or Olympic Festival as it was known then, attracted 

hundreds and thousands of visitors from around the world (Swaddling, 1980). In more recent 

decades, the desire for tourists to watch or participate in a range of sporting activities and 

events while travelling for leisure or business has increased significantly (C. Brown & 

Stahura, 2014; Butler, 2006; Gibson, 1998b; Green & Chalip, 1998; Hinch & Higham, 2001; 

Pennington-Gray & Holdnak, 2002; Ritchie & Adair, 2002; Standeven & De Knop, 1999). 

Spectators may even travel to specific destinations primarily to attend sporting events to 

support their favourite sports events, athletes or teams (Butler, 2006; Gibson, 1998b; K. F. 

Jones, 2015; Lamont & Dowell, 2008).  

 

In turn spectators are engaging in various tourist activities and expanding their travel within 

event destinations (Pennington-Gray & Holdnak, 2002). The popularity of this form of travel, 

known as ‘Sport Tourism’ can be explained by changing social attitudes, the importance 

placed on health and fitness, the use of sports events by cities or regions to attract visitors, the 

numerous renowned attractions and venues associated with sports and technological advances 

such as television and web broadcasting (Gibson, 1998b; Higham, 2005; Standeven, 1998).  
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Sport events range from mega to intermediate events that are frequently visited, including the 

Soccer and Rugby World Cups, Olympic and Commonwealth Games, major Golf and Tennis 

tournaments such as the PGA Tour and Wimbledon, to a Surfing Pro such as the Quiksilver 

Pro. 

 

According to Standeven (1998), sport tourism can be explained as an amalgamation of two 

dimensions which includes a cultural experience of physical activity (sport), either as a 

participant or spectator, associated with a cultural experience of place (tourism). Either one of 

the dimensions could be more important to a sport tourist. The tourism component could be 

more important depending on the activities or events being held in an attractive and 

established location whereas the sport component could be more important depending on the 

type of sporting activities and events the tourist is passionate about. This two-dimensional 

characteristic of sport tourism is particularly important to tourism and event marketers as they 

attempt to satisfy the wants and needs of sport tourists in both aspects of sport and tourism. 

However a situation may arise whereby both components are equally important and this is 

only relevant to events that are held in an attractive region renowned for the sport such as a 

Surfing Pro being held in Gold Coast. 

  

Pitts (1999) breaks down sport tourism into two categories: 1) sports participation travel, 

which is travel for participating in sports (active); and 2) sports spectatorial travel, which is 

travel for the purpose of watching sports (passive). On the other hand, Gibson (1998b) 

suggests that there are three main categories of sport tourism: active sport tourism, nostalgia 

sport tourism, and event sport tourism. Active sport tourism entails travelling primarily for 

sport participation. Results of studies on active sport tourism reveal that the active sports  
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travellers tend to be wealthier, better educated and more active than other travellers (Gibson, 

1998b). Nostalgia sport tourism, which is the least popular of the three categories, entails 

travelling primarily to visit attractions and venues related to sports such as stadiums and sport 

museums. Some major sport attractions include the Wembley Stadium in London, the 

Toronto Sky Dome, and even venues of previous Olympic Games (Gibson, 1998b). Another 

trend in this category of sport tourism is the meeting of sport personalities while travelling. 

For example, ‘NBA Basketball Cruise’ allows basketball fans to meet their idols on board the 

vessel and this has parallels in Surfing as often famous surfers such as Taj Burrow and Joel 

Parkinson visit their sponsored retail shops such as Billabong Burleigh to sign posters and 

merchandise for fans and supporters.  

 

Event tourism is defined as “the systematic planning, development and marketing of festivals 

and special events as tourist attractions, catalysts and image builders” (Getz & Wicks, 1993, 

p. 2). Much of the special events research is tourism based due to the power of such events to 

function as a tourist attraction, attracting visitors from both outside and within the region.  

 

Events can play many roles, from a means of businesses achieving economic and social 

objectives (Hede & Kellett, 2008); regional development (Moscardo, 2008); destination 

marketing (Dimanche, 2003); developing destination brands (Jayswal, 2008); adding to a 

city’s range of tourist attractions (G. Brown, Chalip, Jago, & Mules, 2004); to a key 

motivator for travel behaviour (G. Brown, et al., 2004).  

 

Event sport tourism involves travelling to an event to be a spectator.  From the host 

destination’s perspective, the main reasons that regions host sport events is to attract sport  
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event visitors (both local and tourists), provide entertainment, increase community pride and 

encourage expenditure in the region (Daniels & Norman, 2003). This can generate significant 

tourism revenue, boost commercial activity and provide a promotional opportunity for global 

recognition of the region in which the event is being held as it attracts substantial media 

coverage (Dolles & Soderman, 2008; Gibson, 1998b; Horne & Manzenreiter, 2006).  

 

However, much of the event sport tourism studies have focussed on large scale mega or 

hallmark events. For example, Chalip’s (2004) leveraging strategies, Barker’s (2001) social 

impact study on sports tourism and Fredline’s (2000a) host community attitudes towards a 

sport event have focussed on larger events. Higham (1999) notes that smaller-scale events are 

just as important to the host destination in terms of economic development particularly in 

smaller regions. Smaller-scale events such as the Quiksilver Pro justify equal attention 

because they usually function within the available resource capacity of the local economy and 

often result in low opportunity costs and high community benefit such as civic pride (Burgan 

& Mules, 1992; Gibson, 1998b; Gursoy, Kim, & Uysal, 2004; Higham, 1999; Walo, Bull, & 

Breen, 1996). This is evident through the support of local industries and participation by local 

community groups in volunteering. This in turn means that the smaller-scale events not only 

benefit the visitors to the region, they also generate value to the host region (Daniels & 

Norman, 2003; Lamont & Dowell, 2008; O'Brien, 2007). In contrast, mega or hallmark 

events normally involve the building of additional infrastructure in the region and this 

diversion of resources can be an opportunity cost to the local economy (Walo, et al., 1996).  
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Research on event sport tourism is also mainly focussed on economic event impact 

assessment of mega events, especially on the spending patterns of event visitors (Daniels & 

Norman, 2003; Gibson, 1998b; Horne & Manzenreiter, 2006; Pennington-Gray & Holdnak, 

2002; Yusof, Omar-Fauzee, Shah, & Geok, 2009). Tourism and hospitality organisations are 

said to make on average, as much money from event visitors in one week of the sporting 

event being held in the region as they would in a normal six-week period (Mules, 1998; 

Standeven, 1998). For instance, the occupancy rates in Coolangatta, Gold Coast during the 

Quiksilver Pro are higher in February/March than over the rest of the year 

(GoldCoast.com.au, 2010). Moreover, sport event visitors are likely to stay beyond the period 

of the event and engage in tourist activities such as sightseeing (Gibson, 1998b; Green & 

Chalip, 1998). The further visitors travel to attend an event, the more likely they will 

complement their trip with other tourist activities (Chalip & McGuirty, 2004). An added 

advantage of hosting sports events is that they promote tourism beyond the event. A clear 

example is when people who have attended an event previously may return to the region for a 

vacation, or people who watch the event via television or webcasts may choose to visit the 

destination in the future (Gibson, 1998b). Hence, tourism providers can clearly receive a 

boost from an event. Even though the concept of revisitation is obvious from these studies, 

there have been relatively few studies undertaken to measure revisitation intentions during an 

event and actual revisitation after the event.  

 

Gibson, Willming and Holdnak (2003) suggest that the extent of sport or team affiliation can 

also impact sport event visitors’ expenditure and their length of stay in the region with 

devoted fans more likely to spend more and stay longer. On the other hand, tourists and locals 

who do not associate themselves with the sport or event stay away from the event venue or  
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destination due to the inflated prices and overcrowding in the region for the duration of the 

event (Hall, 1992). If the event visitor only arrives to attend the event and departs without 

engaging in tourist activities in the region, the net gain for the destination hosting the event is 

minimal. This could be the main reason why some local communities are not always in 

favour of spending money on sport events as many of these events are funded through public 

tax money (Pennington-Gray & Holdnak, 2002).  

 

Therefore, organisations can package sport and tourist services and facilities as a promotion 

for tourists to extend their stay while travelling to the destination for the sporting event 

(Pennington-Gray & Holdnak, 2002; Standeven, 1998). In their study, Pennington-Gray and 

Holdnak (2002) suggested that ‘place marketing’ also provides a solution to the problem 

whereby the event and location should be packaged in such a way that event visitors can 

associate the event with the location (destination/event fit). Some examples of sport tourism 

venues that illustrate this concept include Wimbledon for the tennis grand slam tournament, 

the Tour de France and the Gold Coast Quiksilver Pro.  

 

It has been observed over the years that tourists’ attitudes and motivations for travel are 

changing as demonstrated by the development of new forms of special interest tourism 

including surf tourism. Event tourism, outdoor and adventure tourism, health and spa tourism, 

educational tourism, cultural tourism, surf tourism and many other forms of tourism niche 

markets are sub-sets of two larger fields of study; leisure and travel (Neirotti, 2005). Surfing 

and travelling are activities well suited to each other (Dolnicar & Fluker, 2003a). The quest 

of the ‘perfect’ wave is a passion many surfers share and they are keen to travel to discover 

these new waves (Ponting & O'Brien, 2014). Surf tourism does not only include active  
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surfers who participate in the sport but also includes spectators and travel companions 

(Dolnicar & Fluker, 2003b) who travel to engage in surf related activities including surf 

events.  

 

There are a few studies that discuss the importance of surf tourism, predominantly in the 

Indo-Pacific region and Central America (Buckley, 2002a, 2002b; Dolnicar & Fluker, 2003b; 

Martin & Assenov, 2012; O'Brien & Ponting, 2013). Other research in the area has been 

conducted on coastal management, sustainability and impact on host communities (Lazarow, 

2007; O'Brien, 2007; Ponting, 2009; Ponting & O'Brien, 2014; Towner, 2016a; Towner & 

Orams, 2016). 

 

Moreover, only a few studies of the surf tourism market and travel behaviour exists (Barbieri, 

Henderson, & Santos, 2014; Barbieri & Sotomayor, 2013; Dolnicar & Fluker, 2003a; 

Raybould & Lazarow, 2009; Sotomayor & Barbieri, 2016; Towner, 2016b). As suggested by 

Lazarow, Miller and Blackwell (2007), a possible reason for the lack research attention given 

to the field of study is the fact that surfing is usually associated with leisure and recreation. 

However, it is estimated that over 2.5 million Australians and 3.5 million Americans are 

reported to surf on a regular basis (Lazarow, et al., 2007) and up to 35 million participants 

worldwide (O’Brien & Eddie, 2013). Therefore with the growing population of surfers 

worldwide, the field of surf tourism should not be neglected.  

 

In earlier studies, Pearson (1979), Young (1983), Farmer (1992) and Poizat-Newcomb (1999) 

described the popularity of surfing as a water sport and surf culture in various countries but 

fall short of providing empirical data on the surf tourism market. More recently, studies 

undertaken by Buckley (2002a, 2002b) illustrate the structure of surf tourism in the Indo-
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Pacific Islands and describes the economic, social and environmental impacts of the industry 

to the host region which justifies the attention the industry has received to date. Dolnicar and 

Fluker (2003a) constructed segments of the surf tourism market based on important 

destination attributes such as crowding, safety and the quality of tourism products and 

services such as accommodation. They discovered that the demographic profile of surfers is 

male dominated, high weekly income, average age of 30 years and highly mobile in travel. It 

must be noted however, that with the convenience sampling method used, the results have to 

be treated with caution. Barbieri and Sotomayor (2013) explored the relationship between 

surf travel behaviour and serious leisure which  revealed a weak relationship between the 

two. However their study also reiterates that surfers tend to be mobile and majority have 

taken a surfing trip within 5 years. Similarly, Sotomayor and Barbieri (2016) explored the 

travel behaviour of a group of American, Asian and European surfers. Their study revealed 

that destinations can market themselves to more serious surfers as they reported higher wages 

and are also more inclined to travel in pursuit for the perfect waves. However, they suggested 

further exploration of travel preference across an individual’s level of surf participation is 

required.  

 

Aside from recreational surf tourists, surfing events generate significant tourism spending in 

regions. State governments often recognise the importance of these events to regional 

economies and frequently provide funds to support major surfing events (AEC, 2009). 

However, other than an evaluation of service quality at a surfing event (O'Neill, Getz, & 

Carlsen, 1999), there has been limited scholarly efforts to better understand this market 

segment (spectators to surfing events), hence, it is an objective of this study to determine the 

profile of surf event attendees to the Quiksilver Pro event.  
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The Quiksilver Pro is a relatively large event on the Gold Coast calendar. Events range in a 

size which determines their impact on a region. Hence it is important to define different types 

of events to gauge their relative impact on spectator perceptions.  

 

3.2 Definition of Special Event  

 

In the early 1980s, the majority of studies on sport events were focussed on mega/hallmark 

sporting events such as the Olympic Games or FIFA World Cup (C. Jones, 2001). The 

predominant focus of such events was impact assessment, including the evaluation of the 

economic, social and environmental impacts of these events on their host community 

(Standeven & De Knop, 1999). This emphasis suggests that sporting events have a higher 

public exposure compared to other special events which have made them ideal events to host 

in cities (Bull & Lovell, 2007; Hall, 1992; Horne & Manzenreiter, 2006; R. Jones, Pilgrim, 

Thompson, & Macgregor, 2008).  

 

Research in the early 1990s developed an interest in the field of special events and there were 

numerous discussions of the definition and classification of events. It can be noted that the 

classification of an event is often based on the implication of its impact on the host region 

(Dolles & Soderman, 2008). Moreover, events with different characteristics are likely to have 

different impacts on the host region. Special events are predominantly considered tourist 

attractions, responsible for providing activities and a great experience for locals and visitors 

which also augments the region’s overall image (Gursoy, et al., 2004). Gursoy et al. (2004) 

note that while literature on tourism focuses on the rationale that special events are held 

primarily for their economic advantage, sociology literature points out that special events 

strengthens the unity within a community. To avoid the oversight of other event related 
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studies in considering the characteristics of the event, it is important to distinguish between or 

define different types of sport events so that different criteria can be applied to the events. Of 

all the definitions, for the purpose of this research, two from Jago and Shaw’s (1998) study 

stand out - Special and Major events. 

 

Jago and Shaw (1998) developed an event framework, shown in Figure 3.2, exploring a range 

of expressions used in event literature. Their framework divides events into two main 

categories, ordinary and special. Special events are then further broken down into three 

groups; minor, festival and major, with the latter category obviously representing the larger 

scale events. Major events are separated as being either hallmark or mega. Hallmark being 

the type of large scale event that brings renown to a destination and mega being the type of 

large scale event that is of international scale, such as the Olympics. However, it is important 

to note that a smaller event (neither hallmark nor mega) could nonetheless be regarded as 

major in a smaller region.   

 

Figure 3.2: Jago & Shaw’s Event Framework 

 
        Source: Jago & Shaw (1998, p. 29) 
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Based on this framework, the event under investigation in this research can be categorised as 

a special event as it has all the seven attributes of special events shown below in Table 3.1. A 

Special Event is “a one time or infrequently occurring event of limited duration that provides 

the consumer with a leisure and social opportunity beyond everyday experience. Such events, 

which attract, or have the potential to attract, tourists, are often held to raise the profile, 

image, or awareness of a region” (Jago & Shaw, 1998, p. 29).  

 

Within the range of special events, the event under investigation would be regarded as a 

special major event as it possesses some of the attributes of a major special event as shaded in 

Table 3.1 below. A Major Event is “a large-scale special event that is high in status or 

prestige and attracts a large crowd and wide media attention. Such events often have a 

tradition and incorporate festivals and other types of events. They are expensive to stage, 

attract funds to the region, lead to demand for associated services, and leave behind legacies” 

(Jago & Shaw, 1998, p. 29). 
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Table 3.1: Jago and Shaw’s Special and Major Event Attributes 

 Attributes of Special Events Attributes of Major Special Events 
1. Attracting tourists or tourism 

development 
Attracting media attention 

2. Being of limited duration Attracting large crowds 
3. Being a one-off or infrequent occurrence Involving prestige and status 
4. Raising awareness, image or profile of a 

region 
Attracting funds to the region 

5. Attracting media attention Leaving behind legacies or urban 
renewal 

6. Having a large economic impact Involving demand for related services 
7. Being out of the ordinary or unique Being of a national or international scale 
8.  Incorporating festivals or other events 
9.  Involving tradition or symbolism 
10.  Involving a large cost 
11.  Being of a large scale 

            Adapted from Jago & Shaw (1998) 
 

 

To be able to attract media attention and large crowds of people at a major special event 

involves the coordination and cooperation of many event stakeholders whose participation in 

the event can determine its success. The next section identifies the key stakeholders involved 

in an event which is useful in informing the study. 

 

3.3 Event Stakeholders  

 

A popular trend in business literature is the recognition of stakeholders, which has been used 

as a research framework known as ‘Stakeholder Theory’. Established by Freeman (1984), 

stakeholder theory identifies and distinguishes the relationship between groups of people in a 

company, event or project known as stakeholders. These can include customers, suppliers, 

employees, governments and members of the community. Many of the studies that have used 

the framework have concentrated on categorising stakeholders into groups that present the 

http://www.sciencedirect.com.libraryproxy.griffith.edu.au/science?_ob=ArticleURL&_udi=B6V7Y-3WBFG05-4&_user=79777&_coverDate=04%2F01%2F1999&_rdoc=1&_fmt=high&_orig=search&_origin=search&_sort=d&_docanchor=&view=c&_acct=C000006418&_version=1&_urlVersion=0&_userid=79777&md5=1dc54aaf5276f6c225be0d33bc1753e4&searchtype=a#b8
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influential and functional nature of each stakeholder to a firm and how a firm reacts to the 

influence (de Chernatony & Harris, 2000; Merrilees, Getz, & O'Brien, 2005; Reid & Arcodia, 

2002; Rowley, 1997).  

 

From an event perspective, the key stakeholder groups are those that provide tangible and 

intangible resources to run the event (Merrilees, et al., 2005). This can be in the form of 

assistance in marketing and sponsorship or even supporting and spectating at the event. 

Examples of event stakeholders include organisers, spectators, sponsoring companies, 

residents in the vicinity, other organisations or agencies who support the event.  

 

Clarkson (1995) categorised stakeholders into two groups; 1) primary and 2) secondary. 

Primary stakeholders are highly involved and are fundamental for the continued existence of 

the organisation while secondary stakeholders can affect or be affected by the organisation 

but are not involved in decision making within the organisation (Clarkson, 1995). Thus in a 

sport event context, the primary stakeholders include mostly commercial entities such as 

international and national TV networks, major commercial private sponsors (eg: Quiksilver), 

public sponsors (eg: Gold Coast City Council) and merchandisers. Secondary stakeholders 

include tourism bodies and sporting associations who are represented indirectly through the 

government (eg: Events Queensland, Australian sport commission – national sporting 

organisations such as Surfing Australia). 

 

One of the key primary stakeholders of an event are the sponsoring organisations who engage 

in sponsorship predominantly to transfer the support that consumers feel toward an event to 

their brands (Gwinner, 1997; Madrigal, 2001). Hence it is the objective of this study to 

investigate spectator attitudes towards the brand of key sponsors.  
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Sport event spectators can be defined as individuals who invest their time, money, effort and 

emotions into watching/following sport events. They can be further categorised into mere 

observers, keen followers or even highly committed fans who continue their interest in the 

sport/event/athlete beyond the event (Trail & James, 2001).  

 

While, there are many studies focused on other event stakeholders such as residents and their 

attitudes, this study will focus on the spectator attitudes towards sponsors’ brands of which 

residents could be a subgroup. Studies on residents’ attitudes are important as they measure 

the support for tourism development within the region. Residents’ perceptions of the impacts 

of event tourism has received much research attention in recent years (Buch, 2007; Bull & 

Lovell, 2007; Fredline, 2000a; Hisham S, 2003; Jackson, 2008; Ritchie, Shipway, & Cleeve, 

2009; Tasci & Gartner, 2007). In particular, Jackson (2008) explored resident’s perception of 

the social, economic and environmental impacts of special event tourism at a destination to 

minimise the negative impacts of tourism development on the local community. The influx of 

visitors to a region seasonally has discernible impacts on the local community who have to 

constantly adjust their way of life to accommodate the tourists. The importance of such 

studies cannot be emphasised enough as with annual occurring events, the lack of support 

from the local community can threaten the continuation of the event in future (Fredline & 

Faulkner, 2001). Also of relevance to this study, the role played by the local community is 

extremely important to businesses that depend substantially on the local market for patronage 

on a daily basis (Getz, 2005).   

 

While studies on resident attitudes have received much attention in the event tourism field, 

research on event spectator attitudes has been limited. Sneath, Finney and Close (2005) 

examined the effects of sponsorship at a sporting event, concluding that sponsoring an event 
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does not assure that customers will patronise the sponsor brand. However, the study also 

revealed that event attendance led to favourable perceptions of the sponsoring firm and its 

brand. A similar study by Irwin, Lachowetz, Comwell and Clark (2003) examined the 

attitudes, beliefs and purchase intentions of consumers exposed to a sponsor at a sporting 

event. The study revealed positive attitudes including purchase intentions towards the 

sponsor. However, both studies were conducted at non-profit events and suggest that 

sympathy with the cause could be a reason for the positive response received. This is 

supported by d’Astous and Bitz (1995) who found that improvement of corporate/brand 

image is more apparent for events related to a cause (philanthropic in nature) and it is likely 

to create positive consumer reactions based on compassion.  

 

Other areas of study whereby spectator studies have been undertaken include identification 

with a sports team (Wann & Dolan, 1994; Wann, Dolan, McGeorge, & Allison, 1994), event 

service quality evaluations (Ko, Kim, Kim, & Lee, 2010; O'Neill, et al., 1999), motives for 

travel and event attendance (Crompton & McKay, 1997), and event impacts (Daniels & 

Norman, 2003; Emma, 2005; Hodur & Leistritz, 2006).  

 

Some studies have used the terms spectators and fans interchangeably without a clear 

distinction between the two (Branscombe & Wann, 1991; Madrigal, 2000; Wann & 

Branscombe, 1993; Wann & Dolan, 1994). However, a fan should only be considered a 

subset of spectators as not all spectators are fans. A few studies have argued that only true 

fans would patronise a brand (Crimmins & Horn, 1996; Daneshvary & Schwer, 2000; 

Gwinner & Swanson, 2003; Madrigal, 2000). However, it seems unlikely for only fans to 

engage in purchasing from a brand and broader spectators may also have intentions to 

purchase from a brand which will be investigated in this study. Pooley (1979) suggested that 
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casual sport spectators who attend a sport event just to observe, forget about it after an event. 

However, the impact that sponsorship can have over these casual spectators could also lead to 

sponsor patronage which is what the current study will try and explore. The next section 

presents literature on sponsorship to get a more in depth insight about the motivations behind 

sponsoring an event. 

 

3.4 Sponsorship  

 

The success of a sport event is heavily reliant upon event organisers being able to come up 

with revenue to meet staging costs, which includes promotion, infrastructure, employment 

and insurance to name a few (Lamont & Dowell, 2008). Allen, McDonnell, O’Toole and 

Harris (2005) identified eight sources of revenue that can fund an event including 

sponsorship, tickets sales, merchandising, advertising, broadcast rights, grants, fundraising 

and clients. Sponsorship has consistently been a significant source of revenue for events 

(d'Astous & Bitz, 1995). 

 

Sport sponsorship is a contractual agreement in which a sponsor provides funding or other 

type of support to establish an association between the sponsor’s image, brands or products in 

return for the right to promote this alliance and for granting certain arranged benefits (Dolles 

& Soderman, 2008). In an event context, this agreement caters to the financial requirements 

needed for staging the event (Crompton, 1994) and also allows a company to expose its brand 

to promote consumer awareness and enhance brand image.  

 

In Australia, there is no official estimated figure reported on the amount of money companies 

spend on event sponsorships. Scott Gillies, CEO, Surfing Queensland (personal 
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communication, December 8, 2010) commented that an estimate for running a surfing world 

championship tour (WCT) event is approximately AUD $2.5 million. Thus, with the growing 

number of major special events taking place all around the country today, it is certain that 

organisations support, sponsor and invest in costly events with the hope to build brand 

awareness that eventually results in increased sales. Therefore, generating awareness about 

the attitudes of a consumer towards a corporate sponsor and how that influences and 

translates into purchase intention is an important research area that can inform understanding 

of the viability of the sport event industry.  

 

In their study, d’Astous and Bitz (1995) reviewed four components of sponsorship (nature of 

sponsorship – either commercial or social; origin of sponsorship – either pre-existing or 

newly created; frequency of sponsorship – either continuous of one-off; strength of event-

sponsor fit and consumer interest) and their impact on consumer attitudes. The study revealed 

that research on sponsorship has neglected the impact of corporate image and consumer’s 

attitude towards the sponsored event (d'Astous & Bitz, 1995).  

 

Nicholls, Roslow and Laskey (1994) investigated the effectiveness of brand promotion at a 

sports event. Place based marketing ensures delivery of promotional messages at particular 

event sites in order to influence immediate or subsequent purchase behaviour. People are 

attracted to these sites by a common interest such as interests in sports or products and the 

sport event offers opportunities for brands to advertise and offer sponsorship which can 

account for billions in revenue. In fact, sponsors can reach more than one audience by 

advertising at sport events - those physically present and those who are tuning in through 

radio and television broadcasts, webcasts or news. Hence, the importance of sport events can 
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be seen through the increase in sponsorships, the large amounts of money paid for broadcast 

rights, and dedicated sport television networks such as ESPN (Gwinner & Swanson, 2003).  

 

While achieving promotional goals is one main reason to assess the effects of sport 

sponsorship, some studies have explored other reasons such as sponsor recognition, attitude 

towards sponsors, satisfaction with sponsors and also sponsor patronage (Biscaia, Correia, 

Rosado, Ross, & Maroco, 2013; Dean, 1999; Gwinner & Swanson, 2003; Ngan, Prendergast, 

& Tsang, 2011). A study by Olson and Thjømøe (2009) explored the effect of the level of 

recognition a consumer has of the sponsor and the type of exposure the sponsor receives. 

Their study revealed that sponsorships with a high sponsor-event fit can increase purchase 

intentions, however low fit sponsors can benefit from recognition. Another study by Cornwell 

and Coote (2005) explored three factors; 1) the type of communication used to relay the 

message to consumer, 2) knowledge/recognition of the sponsoring brand by the consumer, 

and 3) the fit of the sponsor with the sponsored object. A common theme in all these studies 

is the research is done on sport teams or fans or and not specifically on the naming right 

sponsor’s brand which is a research gap this study hopes to fill.  

 

As explained above, sponsorship plays a key role in the event industry and sponsors desire 

marketing opportunities in order to gain a share of the market. Moreover, the higher the 

consumers’ level of involvement in an event, the greater will be their response to the sponsors 

(Merrilees, et al., 2005). Sponsorship of events can also result in the transfer of image 

through co-branding which is determined by the consumer’s perception of the fit between 

sponsor and event (Merrilees, et al., 2005). This implies that the level of prior knowledge, 

strength of opinions a respondent holds about the sponsor and identification with a sponsor’s 

brand can determine the extent to which a consumer engages in sponsor patronage. Sponsor 
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patronage, intention to purchase or increase in sales are known as the most important 

corporate sponsorship objectives (Mazodier & Merunka, 2012; Meenaghan, 2013) and they 

drive sponsors to engage in marketing/advertising (Gilaninia, Mousavian, & Rezvani, 2011) . 

From this, it can be deduced that most advertisers aim to create a favourable image and 

anticipate increased purchase intentions of their brands, which will be explored in this study. 

However, before a discussion of purchase intentions, factors which may influence the 

effectiveness of sponsorship, that is, attitudes towards the sponsors also need to be considered 

and these are discussed in next section. The three factors that will be considered in this study 

include: 1) motivations to attend events, 2) identification with brands and 3) satisfaction with 

the event.  

 

3.5 Factors affecting attitudes towards brands 

 

3.5.1 Motivation to attend events  

 

Generally, apart from being an important market potential for sponsors, sporting events also 

offer a strong emotional connection to consumers and therefore occupy an important role in 

their lives (Chanavat, Martinent, & Ferrand, 2010; Wann, et al., 1994). A growing concern, 

shared by sports marketers and researchers, is to recognise and understand the different 

motivations of individuals in attending sporting events and the consumption of related goods 

and services. Previous research has highlighted a number of factors which can motivate 

individuals to attend events which will be investigated in this study and shown in Table 3.2 

below. 
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Table 3.2: Motivations to attend events 

Motivations to attend events References 
Education (Gibson, 1998a; Hinch & Higham, 2004) 
Entertainment, recreation and relaxation (Getz, 2008; Wann, 1995) 
Pleasure, excitement and enjoyment (Funk, Filo, Beaton, & Pritchard, 2009) 
Social interaction (Savinovic, Kim, & Long, 2012; Trail & 

James, 2001) 
Escape (Kim, Trail, & Magnusen, 2013; Wann, 

1995) 
Involvement in sport (Wakefield, 1995) 
Physical fitness (McDonald, Milne, & Hong, 2002; Trail 

& James, 2001) 
Culture (including being a resident in a city) and Passion (T. H. Lee & Hsu, 2013; Neirotti, Bosetti, 

& Teed, 2001) 
Business (Neirotti, et al., 2001) 
Experience and past attendance (Neirotti, et al., 2001) 
Identification (Kim, et al., 2013; McDonald, et al., 

2002) 
Competition (McDonald, et al., 2002; Weed, 2007) 
Attraction (Standeven & De Knop, 1999) 
Celebrity (Hinch & Higham, 2004) 
 

 

It is important to note that event attendance and travel behaviour is hardly ever the result of a 

single motive, but in fact involves multiple motives, some with higher priority over others 

(Crompton & McKay, 1997; Funk, Toohey, & Bruun, 2007; Robinson & Gammon, 2004). 

From escaping, active and passive tourists, primary and secondary motives, psychological 

needs and even nostalgia as a motivator to attend events, research in the area of event and 

festival motivation and experience is well established (Funk, et al., 2009; Getz, 2008; Gibson, 

1998a; Hinch & Higham, 2004; Robinson & Gammon, 2004; Standeven & De Knop, 1999).  

 

People attend events for numerous reasons, the main reason being to receive a particular 

benefit which is dependent on attitudes, expectations, experiences and factors such as time, 

cost and influence (Neirotti, et al., 2001). A common reason is escaping which provides 
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entertainment, opportunity for socialising, ability to learn and do something new or just 

wanting to get away from the routine activities of daily life (Getz, 2008).  

 

Another key motivation to attend an event is its function as a tourist attraction. As depicted 

by Standeven and Knop (1999), ‘sportification of society’ has resulted in sporting facilities 

and events turning into tourist attractions. This means that sport has a far superior control in 

society than it used to in the past.  Moreover, the concept of ‘sportification’ has offered brand 

managers, sport teams and destinations the opportunity to commercialise from a sport. For 

example, the image of the sun, sea and surf comes to mind when one thinks of the Gold Coast 

and hence the region is associated with the sport of surfing and it is very likely a tourist is 

able to purchase surf related products (boardshorts, surfboards etc) in the region compared to 

elsewhere as there is a higher concentration of surf retail outlets in the region.  

 

Leiper’s (1990) presumption of the tourist attraction structure can be used to explain how a 

sporting event can be considered a tourist attraction. There are three elements of a tourist 

attraction that includes the tourist/event visitor, the event site and media. The first element 

includes sport event visitors who attend sporting events and can vary from a casual spectator 

to sport fans, the athletes themselves, coaches that accompany the athlete or sport team, 

media representatives, managers or staff of the athlete or team, friends, supporters and even 

family members (Gratton, Shibli, & Coleman, 2005; Leiper, 1990; Yusof, et al., 2009). The 

second element is the location of the sporting event that the sport event visitor goes to. This is 

often considered an important factor as it can influence the tourist’s decision to travel (Yusof, 

et al., 2009). The final element is media attention in the form of advertisements, live casts or 

any other type of event publicity which encourages the sport event visitor to travel to a 

destination to attend the sporting event (Yusof, et al., 2009). Hinch and Higham (2004) also 
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identified the concept of the celebrity sportsmen/women functioning as tourist attractions, 

which is a key motivator for fans who idolise these sport personalities.  

 

More commonly, studies on motivations to travel/attend events have been based on multi-

attribute scales (Trail & James, 2001; Wann, 1995). Wann (1995) developed a ‘sport fan 

motivation scale’ (SFMS) which revealed eight motives responsible for sport fandom. These 

include eustress, self-esteem, escape, entertainment, economic, aesthetic, group affiliation, 

and family needs. McDonald, Milne and Hong (2002) developed motivation constructs 

(‘motivations of sport consumer’ – MSC) which include physical fitness, risk taking, stress 

reduction, aggression, affiliation, social facilitation, self esteem, competition, achievement, 

skill mastery, aesthetics, value development and self actualisation. Of all the constructs, 

affiliation, which refers to building and sustaining associations, is applicable to this study as a 

spectator’s involvement in sport is often motivated by their sense of identity with the sport. 

Likewise, a spectator’s involvement in an event could be motivated by their sense of identity 

with a sponsor’s brand. This will be further discussed in Section 3.5.2 below. 

 

Trail and James (2001) argued that both the SFMS and MSC are limited in their validity and 

reliability and developed a motivation scale for sport consumption which comprises nine 

motives including achievement, acquisition of knowledge, aesthetics, drama/eustress, escape, 

family, physical attractiveness of participants, quality of physical skill of participants and 

social interaction. However, Funk et al. (2009) suggests that these multi-attribute scales are 

more appropriate for attitude-related studies compared to event attendance studies as the 

variance explained was rather low for event attendance studies as compared to the former. 

Other researchers have also looked at different aspects of sport motivations (eg. Seo & Green, 
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2008) however because they were measuring a different dimension of motivation, their scale 

was not suitable for use in this study. 

 

There has also been some research effort focused on the determinants and extent of social 

influences on sport event attendance (Melnick, 1993; Wakefield, 1995; Wakefield & Sloan, 

1995). A study undertaken by Wakefield (1995) revealed five attributes that affect event 

attendance which include: 1 perceived quality and satisfaction associated with venue and 

environment; 2) value of the event; 3) importance of being present at the event; 4) 

involvement with the sport; and 5) community perception of the event/sport.  

 

Despite the various attempts to understand motivations to travel/attend events, there is no 

consensus on any one framework to be used in sport event tourism based on the nature of the 

field, differing human desires and differing methodologies used in studies. The concept has 

also not been used to investigate its influence on spectator attitudes. Moreover, motives to 

attend an event can differ depending on the location it is held in, the type of sport and 

emotional attachment to the event/sport (Funk, et al., 2009). Hence, this study will explore 

the effect of motivations to attend an event on attitude towards sponsor brands using a self-

developed motivation scale adapted from the literature summarised in Table 3.2 relating to 

the case study of the Quiksilver Pro. To contribute to current understandings and address 

these identified gaps the following research question has been developed: 

 

RQ1: Does ‘motivations to attend events’ have a direct effect on attitude towards a 

sponsor’s brand? 
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As mentioned above, another reason why sport event visitors travel to watch sport events is 

their identification with a brand, team or athlete which is discussed next.  

 

3.5.2 Brand Identification  

 

Social identity theory was developed in the early 1970s and has predominantly been used in 

social psychology research (Hogg & Abrams, 1988). More recently, the theory has been 

utilised in numerous fields, and specifically within the business field has focused on social 

identification with organisations (Ashforth & Mael, 1989; Cornwell & Coote, 2005; Fisher, 

Maltz, & Jaworski, 1997; Hogg & Terry, 2000; Riketta, 2005). In a sport context however, 

the theory has been used mainly in sport team identification (Branscombe & Wann, 1991; 

Funk & James, 2004; Gwinner & Swanson, 2003; Kolbe & James, 2003; Madrigal, 2000, 

2001, 2004; Sutton, McDonald, Milne, & Cimperman, 1997; Wann & Branscombe, 1993).  

 

Social identity theory (Tajfel, 1974) can be defined as the need for a consumer to be part of a 

membership or affiliation to a group whereby the levels of identification increase with sense 

of belonging (Ashforth & Mael, 1989; Branscombe & Wann, 1991; R. Brown, 2000; 

Madrigal, 2001; Trail, Anderson, & Fink, 2005; Wann & Dolan, 1994; Wann, et al., 1994). In 

contrast, individuals tend to avoid association with a group when there is a threat of negative 

consequences such as poor performance by the group (Wann, Hamlet, Wilson, & Hodges, 

1995). Turner (1999) states that a person’s attachment to a group (ingroup) could also create 

discrimination and competition towards an opposing group (outgroup).  

 

Social identity also refers to as a person’s self-concept based on their affiliations. Self-

concept involves a number of self-identities which range from personal identity 
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(characteristics of an individual) to social identity (derived from a group affiliation) 

(Madrigal, 2001; Turner, 1999). The distinction between the two identities is known as self-

categorisation. Therefore, a person is likely to conduct oneself as a group member when 

social identity is significant and as an individual when personal identity is significant. An 

example is when individuals support and possess strong identification with organisations that 

they see as compatible with their self-image (Ashforth & Mael, 1989). For instance a 

member/staff of an organisation will have an apparent connection with the organisation and 

likewise, an avid surfer will have a strong association with a surf brand.  

 

Similarly, a spectator’s emotional attachment or sense of belonging to an event, sport or 

brand can be explained using social identity theory. A sponsored event has the ability to draw 

an audience while concurrently informing the audience of the event’s core values. An 

important principle of social identity theory is that group members desire to be distinct from 

other groups (Madrigal, 2001). For example, those with high identification with a sport/brand 

may show favouritism to anything associated with the sport/brand including event attendance 

and merchandise purchase.  

 

In a surfing context, the wearing of surf apparel is an evident form of identification with a 

lifestyle, group or brand. The bold colours, slogans (example Quiksilver’s ‘superfine since 

69’ and Billabong’s ‘since 1973’) and logos of the apparel make it clear which brand a 

consumer is affiliated to. Moreover, the images seen on store fronts, posters, television, 

events, websites, social media, magazines and newspapers drive this identification to a new 

height whereby consumers feel a sense of pride looking at the advertised brand. Another 

sense of identification is achieved through destination. An ongoing link with a particular 
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region’s beaches conjures a sense of identity with the location and hence encourages frequent 

patronage (Lanagan, 2002).    

 

As mentioned above, a vital principle of social identity theory is a group’s aspiration to be 

distinct from other groups from which discrimination and competition can arise. An example 

of this is when highly identified members of a group offend members of an outgroup (Wann 

& Branscombe, 1993). Highly identified members of a group also tend to share a special 

bond with other ingroup members and are likely to be influenced in many ways to adhere to 

the goals and values of the group, such as intentions to purchase from a sponsor who supports 

a team/event. 

 

Based on social identity theory, identification is comprised of cognitive, affective and 

evaluative components (Tajfel, 1974). On the contrary, studies on identification in a sport 

context have been mainly based on uni-dimensional scales such as the ‘Sport Spectator 

Identification Scale’ (SSIS) (Wann & Branscombe, 1993) and the ‘Team Identification 

Index’ (TII) (Trail & James, 2001). A multidimensional measure of identification called the 

‘Team Identification Scale’ (TIS) was developed by Dimmock, Grove and Eklund (2005) to 

mirror the tri-dimensional structure of social identity theory. However, their study resulted in 

a three factor model whereby the items which corresponded to the cognitive and affective 

components loaded onto one factor and items which were intended to measure the evaluative 

component loaded onto two factors. The final TIS consisting of cognitive/affective, personal 

evaluative and other evaluative factors has since been supported in numerous studies 

(Dimmock & Grove, 2006; Kwon, Trail, & James, 2007; Theodorakis, Dimmock, Wann, & 

Barlas, 2010; Theodorakis, Wann, & Weaver, 2012). Dimmock et al. (2005) suggested 

context-specific measures of identification as it is apparent that the variation in the 
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characteristics of different groups and domains can also vary the dimensionality of 

identification.  

 

Existing literature suggests that increased team identification leads to positive attitudes and 

behaviours towards the teams (e.g., Kwon, et al., 2007) and team merchandise (e.g., Ahn, 

Suh, Lee, & Pedersen, 2013). However, there has been no exploration of the same concept 

towards an event sponsor’s brand. The current study builds on existing knowledge by 

examining identification in the context of sponsor’s brands and explores how brand 

identification can influence attitudes towards the sponsor’s brands. Brand identification refers 

to an applied social identification where a brand represents the group and source of 

identification. Determining how brand identification may influence attitudes towards brands 

is likely to add to knowledge on the utilisation of uni or multi-dimensional identification 

measures in a different application/context. Seeking to expand upon current knowledge that is 

pertinent to identification and address the research gap, the following research question is 

offered: 

 

RQ2: Does ‘identification with a brand’ have a direct effect on attitude towards a 

sponsor’s brand? 

 

Social identification with a brand can stimulate a consumer to obtain satisfaction from a 

product (Ashforth & Mael, 1989). If the identification has led to positive recognition, attitude 

and patronage, then the level of satisfaction derived from the three outcomes should be high 

unless affected by negative performance of the product or service (Gwinner & Swanson, 

2003). 
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Satisfaction is usually a post-consumption evaluation and is an important outcome for any 

study. Satisfaction with the event is likely to influence attitudes towards the sponsor’s brand 

and eventually lead to event-related expenditure and or repeat visitation and these factors are 

discussed next. 

 

3.5.3 Satisfaction with event 

 

According to Hede, Jago and Deery (2004) while motivation refers to the longing/desire and 

readiness to carry out something, satisfaction refers to the pleasurable and emotional effect in 

response to the accomplishment of the initial longing/desire. Satisfaction has received 

widespread attention in studies from numerous fields using various frameworks to explain the 

concept (Anderson, 1982; Oh & Parks, 1997; Rust & Oliver, 1994; Weber, 1997). For 

instance, equity theory explains that satisfaction is the result when comparing consumer 

expenditure (input) and benefit anticipated (output) (Oliver & Swan, 1989), the value-percept 

theory considers consumers view of satisfaction in relation to values and desires (Westbrook 

& Reilly, 1983) and the comparison level theory explains satisfaction based on consumers’ 

previous experiences (Thibaut & Kelley, 1959). More commonly, consumer satisfaction can 

be explained with the Expectancy-disconfirmation theory, which compares consumers’ 

expectations and actual performance of a product or service that has led to the development 

of the expectancy-disconfirmation paradigm (EDP), which has been a widely applied method 

to measure satisfaction (Howard & Sheth, 1969; Pizam & Milman, 1993; Rust & Oliver, 

1994; Weber, 1997).  

 

According to the EDP, consumers develop an expectation before a purchase is made and 

compare the actual performance of the product and service to their expectations after the 
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purchase. If actual performance is better than expectation, then the consumer is satisfied and 

vice-versa. However, the reliability of the EDP measure in evaluating consumer satisfaction 

has been questioned (Yi & Zeithaml, 1990; Yüksel & Yüksel, 2001). According to the EDP, 

if expectations decrease, satisfaction increases. For instance, if consumers expect and receive 

poor performance, they will be satisfied; which is far from reality (LaTour & Peat, 1979).  

A similar issue arises as with the other factors such as ‘motivations to attend’ and ‘brand 

identification’ mentioned above, in diverse domains/contexts; various individuals can have 

different expectations which can yield an incomparable level of satisfaction. Hence, instead 

of using the EDP measure, researchers have argued that a single and direct measure of 

satisfaction may be better for research applications (Assaker, Vinzi, & O’Connor, 2011; Tse 

& Wilton, 1988). Therefore, the current research measures satisfaction using a single and 

direct measure and deriving at the third research question: 

 

RQ3: Does ‘satisfaction with an event’ have a direct effect on attitude towards a 

sponsor’s brand? 

 

And to assess which of the three factors (‘motivation to attend events’, ‘identification with 

brands’ or ‘satisfaction with event’) has a more significant effect on perceptions of a 

sponsor’s brand, the fourth research question is: 

 

RQ4: Which independent variable has a more substantial effect on attitude towards a 

sponsor’s brand? 
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3.6 Attitudes towards brands 

 

There have been a number of studies conducted in recent years with the aim of identifying 

impacts of events. Literature on event impacts largely concentrates on positive economic 

impacts, as negative impacts do not validate hosting events in a region (Bull & Lovell, 2007; 

Chalip, Green, & Hill, 2003; Crompton & McKay, 1997; Davies, Coleman, & Ramchandani, 

2013; Fredline, Deery, & Jago, 2006; Getz, 2008; Gursoy, et al., 2004; Hiller, 1998; R. Jones, 

et al., 2008; Ritchie, 1984; Schut & Pierre, 2016). There is also a growing body of literature 

on social and environmental impacts of events (Carlsen, Getz, & Soutar, 2000; Collins, Jones, 

& Munday, 2009; Djaballah, Hautbois, & Desbordes, 2015; Horrocks & Stewart, 1999; R. 

Jones, et al., 2008; Parkes, Lettieri, & Bogle, 2016; Ritchie & Hall, 1999; Small, Edwards, & 

Sheridan, 2005).  

 

Shorter term event impacts are well investigated in event impact literature; however this 

study focuses on the longer term impacts of events such as overall attitudes towards brands 

and patronage/purchase intentions. Literature on destination and brand image is useful in 

informing this study and understanding the concept of attitude formation towards brands 

which is discussed next.  

 

3.6.1 Destination Image 

 

There is a broad range of literature with regards to destination image, which is useful in 

informing this study. A complete review of destination image/branding literature is beyond 

the scope of this thesis. Therefore relevant destination image and branding findings are 

outlined here. Chalip and Costa (2005) and García, Gómez and Molina (2012) state that 
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‘destination image’, which is a more familiar term used in tourism research, can be used 

interchangeably with destination brand.  Hence literature on both destination image and 

destination brand has been reviewed to provide an insight into the public sponsor’s brand. 

 

People today have access to resources such as rising levels of disposable income, more 

efficient transportation networks and increased leisure time to be able to enjoy the benefits of 

the burgeoning tourism industry (Echtner & Ritchie, 2003). In order to be successful in 

attracting visitors to a sport event, a destination must be favourably differentiated and distinct 

from competition. One major aspect of this differentiation is the ability to create an appealing 

image of the destination (Echtner & Ritchie, 2003; Yangzhou Hu & Ritchie, 1993). The 

image projected by a destination can influence visitor attitudes and hence affect visitation 

(Dwyer, Mellor, Livaic, Edwards, & Kim, 2004).  

 

A commonly adopted definition of a destination image is that it is a set of beliefs, ideas, 

impressions, associations and overall notion of the best and distinctive features of a 

destination when it comes to mind (Echtner & Ritchie, 2003; Fakeye & Crompton, 1991; 

Tasci & Gartner, 2007). There are several factors which make it difficult to research 

destination image such as the complexities and multi-dimensionality of the destination itself 

(Gartner, 1989; S. L. J. Smith, 1994). Also, images in every individuals mind are mixed with 

other impressions about the destination including residents, retailers, tourists and employees 

(Gallarza, Saura, & García, 2002). Nevertheless, destination images are considered to be 

more important than other tangible factors as it is consumer perceptions and attitudes, not 

reality, that affects a consumer’s behavioral intentions (Echtner & Ritchie, 2003; Gallarza, et 

al., 2002).  
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Destination image is influenced by many factors, including promotional information from 

travel brochures, the opinion of family/friends or travel agents, general media attention from 

newspapers, magazines, television, books or movies and even by firsthand experience of 

visiting the destination (Echtner & Ritchie, 2003). It is said that actual visitation to the 

destination creates a more realistic image than that which exists before the visit (Tasci & 

Gartner, 2007) and until then, promotional materials used to represent the intangible traits of 

products/services at the destination become more significant to the visitor. 

 

Culture is another essential influencing factor in a visitor’s perception about a region (Tasci 

& Gartner, 2007). Differences in values, behaviour and views can influence the interaction 

between the tourist and the locals. Other important determinants of destination image include 

variables such as length of stay, attraction, socio-psychological motivation, knowledge and 

demographics (Baloglu & McCleary, 1999; Beerli & Martín, 2004; Fakeye & Crompton, 

1991; Milman & Pizam, 1995; Tasci & Gartner, 2007; Vogt & Andereck, 2003).  

 

References to destinations usually conjure up images of the popular attractions (Yangzhou 

Hu & Ritchie, 1993), including renowned sport events. Sport events are not only tourist 

attractions, but can build the brand of their host destinations (Chalip & Costa, 2005). Events 

can act as co-branding partners, extensions or features of the destination brand (G. Brown, et 

al., 2004; Chalip & Costa, 2005; Jago, Chalip, Brown, Mules, & Ali, 2003). In other words, 

when an event or destination has a reputable brand, the images associated with the event or 

destination may be transferred to one another, the objective being to transfer only desirable 

aspects of the brand image. For example, a study undertaken on the effects of the Gold Coast 

Indy (more recently known as the Gold Coast 600) on the image of the Gold Coast is an 

example of undesirable aspects of an event transferring to its destination (Chalip & Costa, 
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2005). The event’s loud and technical image was mismatched to Gold Coast’s natural 

environment image. On the other hand, if the sport event visitor regards the event as 

favourable, the benefits also pass on to the destination brand.  

 

It is not important for the event name to include the host destination’s name but to be a clear 

component of the destination’s brand for the image to be transferred (Chalip & Costa, 2005). 

For this study, it appears that there is a clear match (destination-event fit) of brands between 

the event (Quiksilver Pro) and its host destination (Gold Coast). For example, the image of 

the sun, sea and surf comes to mind when one thinks of the Gold Coast and hence the region 

is associated with the sport of surfing.  

 

There is also an apparent match (sponsor-event fit) between the key private sponsor 

(Quiksilver) and the event (Quiksilver Pro – surfing event). Sponsor-event fit can be 

distinguished either by functional fit, whereby both the sponsor and event is related by a 

common theme, or image fit whereby the sponsor and sponsored event are linked by their 

attributes (Grohs, Wagner, & Vsetecka, 2004). The concept of event-sponsor fit is often used 

by consumers when linking an event to its sponsors and vice-versa. Ambush marketers are 

often misidentified as official sponsors when there is a clear event-sponsor fit. Ambush 

marketing is an approach whereby consumers are led to believe that some brands are official 

sponsors, even though they are not (Johar & Pham, 2000). While there is literature on 

destination-event fit and sponsor-event fit, the concept where there is a fit between all three 

dimensions (destination-event-sponsor fit) has not been fully explored. Chalip (2004) 

acknowledged the need for the association between all three to protect sponsors from 

ambush.  
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Hence leading to the fifth research question to examine whether certain fit characteristics 

mediate the relationship between motivations to attend, identification with brands, 

satisfaction and attitudes towards brands: 

 

RQ5a: Does ‘participation in surfing’ moderate the relationship between motivations to 

attend, identification with brands, satisfaction and attitudes towards the private brand? 

 

RQ5b: Does ‘favouritism towards surfing as a sport’ moderate the relationship between 

motivations to attend, identification with brands, satisfaction and attitudes towards the 

private brand? 

 

RQ5c: Does ‘destination visitation because of event’ moderate the relationship between 

motivations to attend, identification with brands, satisfaction and attitudes towards the 

public brand? 

 

RQ5d: Does ‘frequency of destination visitation’ moderate the relationship between 

motivations to attend, identification with brands, satisfaction and attitudes towards the 

public brand? 

 

While destination image/brand literature provides an insight into the public sponsor’s brand 

and explains the image of a destination, brand image literature is reviewed in the following 

section to provide insight into the private sponsor’s brand and explain the image of a 

commercial brand. 
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3.6.2 Brand Image 

 

There is hardly a major sporting event, team, athlete, league, competition or stadium that is 

not directly associated with or does not carry the name of a company (Edwards, et al., 2003). 

As with the definition of destination image, brand image can be defined as attitudes towards a 

brand based on brand associations held in consumer memory (Keller, 1993, 2003). Brand 

association is the information linked to a brand and includes the meaning of the brand, its 

benefits and qualities to consumers (Keller, 1993). These associations can be developed from 

a range of sources such as awareness, experience, marketing, packaging, celebrity 

endorsement, event sponsorship, identification and even price. These associations can 

influence attitudes towards a brand and its products (Aaker, 1996; Keller, 2003).  

 

Brand identity on the other hand, can infer brand associations which allows a consumer to 

establish a relationship with a brand (Aaker, 1996). The relationship can be towards the brand 

as a product (considers the brand’s attributes such as quality, value and function of product), 

organisation (considers the strength of the corporate image as a brand), person (considers the 

persona of the brand which can reinforce the customer-brand relationship) or symbol 

(provides a consumer with a logo to associate with a brand which illustrates its traits to 

consumers). The ability of a strong brand to incorporate all these into its identity, can build a 

brand-customer relationship and eventually influence consumer attitudes into purchase 

decisions (Aaker, 1996).  

 

Brand perceptions have been widely studied in the field of marketing (de Chernatony & 

Harris, 2000; Keller, 2003; Parent & Séguin, 2008). It is the power of a brand that can 

provide an organisation with a competitive advantage over others and connect personally to a 
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consumer (de Chernatony & Harris, 2000; Keller, 2003). The products and services of a 

strong brand are usually prominent and stand out from competition. In the long run, the 

connection conveys a message of value and quality which can form an emotional relationship 

and in turn brand/customer loyalty which is advantageous to a company (Chalip & Costa, 

2005). Similarly, an emotional connection can be formed on various types of sport and events 

which can build loyalty toward a dominant sport brand and hence affect purchase decisions. 

Therefore, consumer’s attitudes towards a brand plays a significant role towards the 

associated brand’s product or service (Jago, et al., 2003) resulting in a decision on whether to 

purchase it.  

 

Not only does this influence the consumers, brand power can also draw in substantial 

sponsorship revenue (Parent & Séguin, 2008). Firms enter sponsorship agreements mainly to 

increase their brand awareness and strengthen their brand image (Gwinner & Eaton, 1999).  

For this reason, companies with strong brands and a positive brand image gain much support 

during the staging of events, which is an objective to be explored in this study. However, 

existing research is limited to assessing the effectiveness of sponsorship at one point in time 

(Woisetschläger & Michaelis, 2012). To assess if attitudes may change during and after an 

event, research question six is offered: 

 

RQ6: Is there a significant difference between attitudes towards brands during and 

after the event? 
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3.7  Behavioural outcomes 

 

Behavioural outcome is the result of an evaluation of the consumed product or service. In 

event and tourism literature, behavioural outcomes can include purchase intentions 

(Papadimitriou, Kaplanidou, & Papacharalampous, 2016; Yoshida, James, & Cronin, 2013), 

revisit intentions (Boo, 2011; Koo, Byon, & Baker, 2014) and word of mouth (S. Smith, 

Costello, & Muenchen, 2010; Tsiotsou & Alexandris, 2009). This study investigates purchase 

intentions and revisit intentions of the sponsors’ brands as behavioural outcomes of attitudes 

towards those brands, where purchase intentions relate to the private sponsor’s brand and 

revisit intentions relates to the public sponsor’s brand. Even though word of mouth is a 

widely examined behavioural outcome, it is near impossible to measure the spread of word of 

mouth of spectators for an event. 

 

The next section moves on to discuss the impact of attitudes towards brands on each 

behavioural outcome.  

 

3.7.1 Purchase Intention 

 

Purchase intention is the first behavioural outcome to be examined in this thesis. As with 

social identity theory, many studies on intentions to purchase in the sport context have also 

mainly focused on sport team alliances (Funk & James, 2004; Hickman, 2015; Madrigal, 

2000; Ngan, et al., 2011) and not on sport events or brands. Purchase intention in this study is 

conceptualised as a spectator’s likelihood to purchase from a sponsored brand following a 

visit to an event. In the case of Quiksilver, it will be a spectator’s likelihood to purchase 



64 

products from Quiksilver and in the case of Gold Coast, it will be a spectator’s likelihood to 

revisit the destination. 

 

Before explaining how a consumer is influenced in their purchase intentions, it is important 

to understand a consumer’s choice process. Fishbein and Ajzen’s (1975) explanation of 

beliefs, attitudes and behavioural intentions can be used to understand a consumers’ choice 

process and Ajzen’s (1991) theory of planned behaviour (an extension of the theory of 

reasoned action) can be used to explain how consumers are influenced in their purchase 

intentions. Fishbein and Ajzen’s (1975) approach suggests that a person’s beliefs 

(thoughts/goals/values) and the importance placed on the beliefs, influences attitude which 

leads to engagement in a particular behaviour. The attitude in turn influences intentions. Thus 

a belief which rates highly in importance (urge to take action), leads to strong attitudes and 

hence influences overall intentions (Madrigal, 2004).  

 

Research related to attitude specifically comes from the social psychology field and can be 

applied to sport and leisure (Funk, Haugtvedt, & Howard, 2000). An attitude refers to a 

positive or negative emotion, feeling or response to an entity or subject (Breckler, 1984; 

Cacioppo & Petty, 1984) and can be cultured, is lasting and usually affects behaviour 

(O'Keefe, 2002). Attitudes can be formed based on experience, exposure to advertisements, 

word of mouth, past behavioural influence and also behavioural intent (Bagozzi, Tybout, 

Craig, & Sternthal, 1979; Funk & James, 2004). These factors emerge from the tripartite 

orientation (affective process, cognitive learning process and behavioural process) of attitude 

research whereas, the uni-dimensional orientation (used in hierarchy-of-effects constructs 

such as Fishbein and Ajzen’s beliefs, attitudes and behavioural intentions model) supports the 

view that the components of attitudes are linked in a series (Funk & James, 2004). The 
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affective process includes the repetitive pairing of an object with a stimulus to form an 

attitude. In the cognitive learning process, an attitude is formed based on experience, word of 

mouth and exposure to advertisements. Whereas, in the behavioural process (conation), an 

attitude is formed based on past behavioural influence and behavioural intent. The uni-

dimensional orientation was developed from the tripartite orientation with the view that an 

attitude is formed from the affective process with cognition and conation separated as 

outcomes of an attitude (Funk & James, 2004).  

 

Related to the above concept of beliefs, attitudes and intention, according to Ajzen (1991), an 

individual’s intention to engage in a particular behaviour is a key factor in the theory of 

planned behaviour. These intentions, together with motivational factors as discussed in 

Section 3.5.1, influence overall behaviour and the stronger the intention, the more likely is 

the individual to engage in a particular behaviours.  

 

Consumers’ attitude towards a sponsor plays an essential role in understanding their 

intentions to attend an event and in turn purchase decisions. A positive attitude towards a 

sponsor may lead to event attendance and subsequently, a positive intention to purchase the 

sponsor’s products (Gwinner & Swanson, 2003). Interestingly, a study by Papadimitriou, et 

al. (2016) revealed that brand attitudes do not necessarily translate into purchase intentions. 

Their differing results could be because of the nature of the sponsor in their study, being a 

telecommunications company which sells products and services on contracts.  
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Table 3.3: Factors influencing purchase intentions 

Factors influencing purchase intentions Author 
Sponsorship Irwin, Lachowetz, Comwell and Clark (2003); 

Cornwell & Coote (2005); Pope & Voges 
(2000); Kinney & McDaniel (1996) 

Service Hellier, Geursen, Carr & Rickard (2003) 
Price/Value Hellier, Geursen, Carr & Rickard (2003); 

Grewal, Krisnan, Baker & Borin (1998); 
Lanagan (2002) 

Satisfaction Hellier, Geursen, Carr & Rickard (2003) 
Loyalty Hellier, Geursen, Carr & Rickard (2003); 

Biscaia, Correia, Rosado, Ross & Maroco 
(2013) 

Endorsement by experts/celebrities Daneshvary & Schwer (2000); Ohanian 
(1991); Tripp, Jensen & Carlson (1994); 
Lafferty & Goldsmith (1999) 

Identification with group Cornwell & Coote (2005); Pope & Voges 
(2000); Madrigal (2000, 2001); Wang, Jain, 
Cheng & Aung (2012); Hickman (2015) 

Product quality Lanagan (2002) 
Brand preference Hellier, Geursen, Carr & Rickard (2003) 
Product availability  Lanagan (2002) 
Brand familiarity/preference/exposure Close, Finner, Lacey & Sneath (2006); 

Grewal, Krisnan, Baker & Borin (1998); 
Laroche, Kim & Zhou (1996) 

Corporate Image Pope & Voges (2000) 
Prior experience Close, Finner, Lacey & Sneath (2006); 

Laroche, Kim & Zhou (1996); Pope & Voges 
(2000) 

Product knowledge/confidence Laroche, Kim & Zhou (1996) 
 

 

There have been many studies which have investigated factors influencing purchase 

intentions as shown in Table 3.3. In an event context, it seems clear that brand image, price, 

quality, product knowledge, experience, endorsement by celebrities and identification can 

determine product purchase intentions. Research assessing the influence of attitudes towards 

a sponsor’s brand on purchase intention of the sponsored brand’s products has been under 

researched; therefore this study aims to address this gap; leading to the seventh research 

question: 
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RQ7a: Does attitude towards a sponsor’s brand have a direct effect on future purchase 

intentions? 

 

3.7.2 Purchase Behaviour 

 

There have been an increasing number of studies focused on measuring purchase intentions 

in different sport settings (Biscaia, et al., 2013; Crompton, 2004). However, using purchase 

intentions to evaluate the effectiveness of sponsorship can be misleading as intentions may 

not translate into actual purchase (Zaharia, Biscaia, Gray, & Stotlar, 2016). A more accurate 

assessment of the effectiveness of sponsorship could be achieved by measuring actual 

purchase behaviour (Hickman, 2015). This is because there could be a gap between what 

consumers intend to purchase and what they actually purchase; leading to the seventh and 

eighth research question: 

 

RQ7b: Does attitude towards a sponsor’s brand have a direct effect on actual purchase 

6 months after the event? 

 

RQ8: Is there a significant relationship between purchase intentions during the event 

and actual purchase after the event? 
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3.8 Conceptual Framework 

 

In addressing these issues that have emerged from the literature review undertaken on 

sponsorship, motivations to attend events, identification theory, satisfaction and purchase 

intentions, this study presents a conceptual framework, as shown in Figure 3.3, which has 

been developed to inform the study. The framework suggests that three independent 

variables; 1) motivations to attend events; 2) identification with brands; and 3) satisfaction 

with the event can influence spectator attitudes towards brands of both public and private 

sponsors which can in turn impact on future purchase intentions.  

 

Figure 3.3: Conceptual Framework 
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3.9 Chapter Summary 

 

This chapter presented the review of literature in the field to address the research problem 

and to highlight the research gaps. Addressing these gaps, the current research explores the 

factors which can affect spectator attitudes which facilitate people to develop strong bond 

with the brand and within this process affect their purchase decisions. Integrating key theories 

on topics such as motivations to attend event, brand identification, satisfaction, brand and 

destination image, purchase intentions and purchase behaviour the conceptual framework for 

this study was developed as shown in Figure 3.3 above. Eight research questions were 

formulated from the literature review and were identified as areas where current knowledge 

could be extended. Table 3.4 provides a summary of the research questions for this study.  

 

Table 3.4: Summary of Research Questions 

Model Research Qns 
1 Does ‘motivations to attend events’ have a direct effect on attitude towards a 

sponsor’s brand? 
2 Does ‘identification with a brand’ have a direct effect on attitude towards a 

sponsor’s brand? 
3 Does ‘satisfaction with an event’ have a direct effect on attitude towards a 

sponsor’s brand? 
4 Which independent variable has a more substantial effect on attitude towards a 

sponsor’s brand? 
5a Does ‘participation in surfing’ moderate the relationship between motivations to 

attend, identification with brands, satisfaction and attitudes towards the private 
brand? 

5b Does ‘favouritism towards surfing as a sport’ moderate the relationship between 
motivations to attend, identification with brands, satisfaction and attitudes towards 
the private brand? 

5c Does ‘destination visitation because of event’ moderate the relationship between 
motivations to attend, identification with brands, satisfaction and attitudes towards 
the public brand? 

5d Does ‘frequency of destination visitation’ moderate the relationship between 
motivations to attend, identification with brands, satisfaction and attitudes towards 
the public brand? 

6 Is there a significant difference between attitudes towards brands during and after 
the event? 



70 

7a Does attitude towards a sponsor’s brand have a direct effect on future purchase 
intentions? 

7b Does attitude towards a sponsor’s brand have a direct effect on actual purchase 6 
months after the event? 

8 Is there a significant relationship between purchase intentions during the event and 
actual purchase after the event? 
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Chapter 4 : Research Methods 

 

The growth of event and tourism management as a field of research is a reflection of the 

emergence of tourism as a major sector of the global economy (Eadington & Redman, 1991). 

Tourism and event research is a multi-disciplinary field of study in which the methods used 

to examine the phenomena are derived from a range of social science disciplines (Faulkner, 

1997). As research involves the generation of new knowledge (Veal, 1997), choosing the 

most appropriate research methods is vital for any study.  

 

In Chapter 2, the review of the literature highlighted the gaps in this field and laid the 

foundation for this study. The review of literature has found a lack of exploratory research 

examining the role of events in creating a positive attitude towards the associated brands and 

identification theory has predominantly been used in the sport team context, not brands or 

sponsors. The lack of research in the surf sector globally justifies the need to place more 

research focus on this burgeoning industry. This is especially significant given the emphasis 

of surfing as a sport on the Gold Coast and the region being announced as the 8th World 

Surfing Reserve in the world (ABC, 2016). Based on the issues discussed in Chapters 2 and 

3, eight research questions were formulated and presented in Table 3.4. In this chapter, the 

research methods undertaken for this study to investigate the research issues and to collect 

and analyse information deemed essential for the study are described and justified.  

 

The research design and methods has been developed based on the theoretical framework 

presented in Chapter 3. The first part of this chapter starts with a discussion on the research 

paradigm and research design to determine the most appropriate means of gathering all the 

information needed. In the collection and analysis of data, the researcher has a choice 
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between two main research perspectives: quantitative or qualitative (Walle, 1997). As mainly 

a quantitative approach was used, a discussion on the advantages and disadvantages of this 

design is presented. The next section follows with the details of the data collection 

procedures including sampling method, the operationalisation of variables used in the study. 

This is followed by the design and development of the survey instruments as well as the 

administration procedure of the surveys in Phase 1 and 2 and the data analysis techniques 

used. Lastly, the qualitative approach and procedure used to collect data in Phase 3 is 

outlined. 

 

4.1 Paradigm Rationale  

 

A research paradigm explains the reasons behind what should be studied, how research 

should be done, why certain methodological steps were taken and how results should be 

interpreted (Byrman & Bell, 2007; Nueman, 2006). Research paradigms in the field of social 

science revolve around the following two main traditional orientations: 1) positivism and 2) 

interpretivism.  

 

The quantitative perspective tends to be aligned with the positivist paradigm which states that 

there is an objective reality that can be expressed numerically (Faulkner, 1997). On the other 

hand, the qualitative perspective emphasises an interpretivist view, in which reality is seen as 

intrinsic in the opinion of individuals (Faulkner, 1997). Whereas qualitative data analysis is 

grounded in an inductive approach and is mostly text-based, quantitative analysis is deductive 

in nature and relies on data coded numerically. It involves comparison between variables and 

the use of statistical tests to assess relationships. Both approaches have their own strengths 

and weaknesses and the trend in the social sciences in recent years is to undertake a mixed 
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methods approach which draws upon paradigmatic viewpoints of both positivism and 

interpretivism. Researchers who engage in this method do so in the hope to minimise the 

limitations of using one method in isolation (Olsen, 2004). However, there have been many 

opposing the use of such a design. Silverman (1993) argues that the two methodologies are 

simply incompatible and should remain distinct. Bryman (2001) in turn states that if the 

theory of knowledge being employed identifies that only one type of data is valid, then it is 

incoherent to employ two types of data unless the research is enriched by the addition of the 

other method. Johnson and Onwuegbuzie (2004) argues about data validity issues, quantised 

data issues and time and budgetary restrictions for using mixed methods can cause the 

researcher to compromise on the quantity and quality of the data collected; in turn being 

vulnerable to concerns such as collinearity which can cause factor redundancy. 

 

As the purpose of this study is to examine the factors affecting spectator attitudes and the 

effects of an event on creating a positive attitude towards involved brands, the unit of analysis 

is the spectator attending an event and data was collected from the event spectators of the 

‘Quiksilver Pro’ event. Given the complexities of the research and the desire to make some 

generalisable conclusions about spectator attitudes towards brands of key sponsors at a 

sporting event, a quantitative design was considered most appropriate for the study and the 

study took on a post-positivist approach which does not only describe the social phenomena 

experienced but also generates new knowledge in the area (Johnson & Onwuegbuzie, 2004). 

Quantitative research involves deductively testing research questions through the analysis of 

large quantities of numerical data and is useful in determining the strength of the constructs 

being examined and their relationships and how they function and change over time. 

Qualitative research was not considered as a major component for this study, because even 

though it allows for deeper exploration of the social phenomena, it can be highly influenced 
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by biases introduced by the researcher as data is subjectively interpreted (Creswell, 2009). 

Also due to budgetary and time restrictions to collect data at a live event, this method was not 

considered appropriate for Phase 1 and 2.  

 

4.2 Research Design 

 

A research design is a plan required to determine the most appropriate way of gathering the 

information needed (Jennings, 2001). The first thing to do is to find out, the second is to 

provide an explanation and lastly to evaluate the success of the research (Veal, 1997). 

Research designs have to be well planned to ensure they address the research questions of the 

study. The current research employed a research design to best address the overall research 

objective which was to examine the factors affecting spectator attitudes and if these attitudes 

translate into purchasing from the brand. After ruling out a mixed methods design, a 

quantitative design consisting of two quantitative questionnaires was adopted to investigate 

the research problem and is consistent with both an exploratory and an explanatory approach, 

whereby the background information of the topic is relatively limited but relationships 

between variables also have to be examined. As potential determinants derived from the 

literature were adequate, quantitative data was collected and analysed for the first phase of 

this study, followed by a follow-up quantitative questionnaire for the second phase as seen in 

Figure 4.1. Further justification for using this type of design and for collecting longitudinal 

data is provided in the following section. 
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Figure 4.1: Sequence of research 
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social science using survey research (Neuman, 2005; Singleton Jr, Straits, & Straits, 1993). 

Survey research is a systematic method of collecting quantitative or numerical information 

from a sample population of interest to understand aspects of their behaviour (Fowler Jr, 

2013). Aspects of behaviour can include characteristics, experiences, motivations and 

intentions. Survey research is predominantly simple to conduct and provides reliable data as 

respondents usually answer close-ended questions (Weisberg, Krosnick, & Bowen, 1989). 

Data for this type of research can be acquired from a range of modes and in the case of this 

study, self-administered hand-delivered and online surveys were selected.  

 

To address the objectives of the study which were presented in Chapter 3, two phases were 

designed for the study. The main research objective was to investigate the factors that can 

have a significant influence on spectator attitudes towards brands of key sponsors associated 

with a sporting event and the impact this has on their purchase intentions. The primary source 

of data was therefore spectators of a sporting event and given the desire to make some 

generalisable conclusions about spectator attitudes towards brands of key sponsors at a 

sporting event, a quantitative design was used for the main study (Phase 1). As consumers 

gain more experience, knowledge and favourable attitude towards a brand, their intentions to 

purchase might change. Hence a longitudinal approach (Bryman, 2015) to observe the 

changes in attitude over time and its translation into actual purchase was undertaken 6 months 

post event (Phase 2).  

 

The following sub-sections describe and justify the survey instrument development, sampling 

selection, data administration procedures, and data analysis for the study. 
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4.3.1 Instrument development 

 

The design of the survey instrument is very important as it will produce valid and reliable 

results only if the questions are well designed. For this study, combinations of open and close 

ended questions were used. The predetermined selection in close-ended questions force 

subjects to choose one of the options while open-ended questions results in responses which 

are less influenced by the wording of predetermined responses (Veal, 1997). Although close-

ended questions require less effort from the respondent and makes the analysis process much 

easier (De Vaus, 1991), the options presented may not represent the complete range of 

possible responses (Veal, 1997). Hence, a compromise can be achieved by using a 

combination of question styles. Given that the questionnaire was handed out to spectators at a 

surfing event, it was important to consider the length of the questionnaire and therefore only 

questions which address the research objectives and are highly relevant to the research were 

included. Subjects were asked to respond to a questionnaire with approximately 50 questions 

which took 10 to 15 minutes to complete.  

 

The study developed both single and multi-item measurement scales by adapting and 

extending existing scales from the literature. That is, for two of the main constructs, 

previously published scales were adapted and used as a basis and statements were 

subsequently altered and adapted to suit the surfing event and destination context. For phase 

1 of the instrument development, questions were developed to represent the five main 

constructs (motivations to attend events, brand identification, satisfaction with event, 

attitudes towards brands and purchase intentions) which were proposed in the conceptual 

model as shown in Figure 3.4. Three constructs reflected the independent variables 

(motivations to attend events, identification with brands and satisfactions with event) while 
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the fourth and fifth constructs reflected two dependent variables (attitudes towards brands and 

purchase intentions). The same process was undertaken for phase 2, adding two more 

constructs to the study; post event attitudes and actual purchase. The process that was 

undertaken to develop the survey questionnaire to measure each of these seven constructs is 

presented in this section together with the procedures for substantial testing of the instrument.  

 

Three key steps were undertaken to develop the measurement scales for the study. Firstly, 

existing scales from the literature (e.g., SSIS by Wann & Branscombe, 1993) were selected to 

provide a foundation of the measures and the individual items for each scale were altered to 

suit the context of the study. Secondly, expert review (university lecturers) was used to assess 

the measurement of the constructs. Finally, a pre-test and pilot test was conducted to finalise 

the items in the survey to prepare the survey instrument for the administration procedure. 

Table 4.1 shows the measures of the constructs for this study.  

 

Table 4.1: Measure of constructs 

Construct Measurement Scale Source 

Motivations to attend events Multi-dimensional 

Self-developed adapted from multiple 
studies (Hinch & Higham, 2004; Wann, 
1995; McDonald, et al., 2002; Trail & 

James, 2001; Neirotti, et al., 2001) 

Identification with brands Uni-dimensional 

Modified Sport Spectator Identification 
Scale (SSIS) & Team Identification 
Scale (TIS) (Wann & Branscombe, 

1993; Dimmock, et al., 2005) 
Satisfaction with event Single Item Self-developed 
Attitude towards brands Single Item Self-developed 

Purchase Intentions Single Item Self-developed 
Post-event Attitude towards brands Single Item Self-developed 

Actual Purchase Single Item Self-developed 
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4.3.1.1 Measurement Scales 

 

A series of multi-item scales were developed to measure two of the seven constructs for this 

study. A multi-item scale is when two or more items are used in each construct (Hair, Money, 

Samouel, & Page, 2007).  In terms of reliability and validity, multi-item scales have been 

evidently known to surpass single-item measures in practical applications (Diamantopoulos, 

Sarstedt, Fuchs, Wilczynski, & Kaiser, 2012; Neuman, 2005). However under some 

circumstances, single items can perform as well as multi-item scales if tested before use. A 

study undertaken by Kwon and Trail (2005) on sport team identification and commitment 

revealed that on occasions the multi-item scale can outperform the single-item measure, but 

sometimes there is no difference between using either measures and at times a single-item 

measure could surmount using a multi-item scale. Moreover, given that the length of the 

survey can be an issue when conducting field surveys; the use of multi-item scales on all the 

constructs would make it near impossible to collect complete responses from the event 

attendees. Gogol, et al. (2014) suggests that when multiple constructs need to be assessed, 

shorter scales may be used as an alternative to avoid problems such as: 

 

- common method variance (similarly worded items in scales leading to high reliability 

and validity) 

- long questionnaires which can cause respondents to feel bored, irritated and fatigued  

- long scales which may lead to careless and random responses and skipping questions 

- long time taken to complete surveys may also lead to refusal to participate in 

longitudinal studies 

- low response rates leading to sampling bias as the most interested respondent will be 

the only ones willing to complete the survey fully 
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Hence, given the nature of the study, the decisions to use single item measures were carefully 

considered. In addition, given the unique nature of this event, and the research questions 

being considered, it was necessary to modify existing scales. Hence this study selected the 

best items to represent each construct being measured, resulting in two multi-item constructs 

(motivation to attend events and identification with brands) and five single-item constructs 

(satisfaction with the event, attitude towards brands, purchase intentions, post-event attitudes 

towards brands and actual purchase) which were tested before use in the study.  

 

The most widely used question format in social science research is the Likert-type scale 

(DeVellis, 2003). The likert-type scale is a popular measure in event, travel and tourism 

research for measuring a wide range of attitudinal dimensions including psychographics and 

opinions as it is easy to construct and administer (McDougall & Munro, 1994). A likert-type 

scale is represented by several points along a range that can measure the level of importance, 

agreement, likelihood, favourability or satisfaction of a single attribute or group of attributes. 

Respondents are given a choice of a numbered point scale with the middle being a neutral 

point to express how they would rate the scale. Using a 5 or 7 point scale is common practice 

for a questionnaire, however, given that the main survey was being conducted at an event 

site, the smaller 5-point was selected so as not to confuse the event attendees with too many 

options. For example, for the ‘motivations to attend event’ construct, a 5-point importance 

likert-type scale was used, with 1 = very unimportant, 2 = unimportant, 3 = neither important 

nor unimportant, 4 = important and 5 = very important. Event attendees were asked to rate 

how important each of the motivation factors were in their decision to attend the event.  
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4.3.1.2 Operationalisation of variables  

 

The first independent variable, motivations to attend events, was operationalised by the event 

spectator’s perception of the importance of 27 motivational items for attending an event. The 

event spectators were asked to rate the importance of each of these items on a 5 point likert-

type scale ranging between very unimportant (1) and very important (5). Table 4.2 shows the 

list of items for the ‘motivation to attend’ construct. 

 

Table 4.2: List of items for ‘motivation to attend’ construct  

To watch surfers compete against each other  
To get a feeling of achievement when my favourite surfer wins 
To support my favourite surfer 
For my love of surfing 
To track the statistics of specific surfers competing in a world tour event 
To meet/mingle with my favourite surfer 
To escape from my day to day activities 
For a change of pace from what I do regularly 
For a change of environment 
For the fun and excitement 
To be entertained from the stimulation and thrill of the competition 
To enjoy the skilful performance of the professional surfers  
To enjoy the unique atmosphere 
Because I enjoy surf events 
To spend time/socialise with my family or friends 
To be with/meet people who have similar interests 
To make new friends 
To make new business contacts 
To do/experience something different 
To learn about myself 
To expand my knowledge of surfing  
Because I was curious 
To discover something new 
Because Quiksilver Pro is such a prestigious event 
Because this event is special to me 
Because Gold Coast is such a good tourist destination 
Because I have been to the event previously 
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The second independent variable, identification with brands, was operationalised by the event 

spectator’s agreement with 12 brand identification statements for the private sponsor’s brand 

(Quiksilver) and 11 brand identification statements for the public sponsor’s brand (Gold 

Coast). The event spectators were asked to rate their agreement with each of these statements 

on a 5 point likert-type scale ranging between strongly agree (1) and strongly disagree (5).  

Table 4.3 shows the list of items for the ‘identification with brands’ construct. 

 

Table 4.3: List of items for ‘identification with brand’ construct  

Brand – Quiksilver 
I would support the Quiksilver brand even if they did not sponsor the event. 
I like the Quiksilver logo. 
Quiksilver is a brand I can trust. 
I am well aware of the history and products of Quiksilver. 
I often display the Quiksilver brand name on my clothing/accessories. 
I like the Quiksilver brand because my family and friends like it. 
When someone criticises Quiksilver, it feels like a personal insult. 
I am very interested in what others think about Quiksilver. 
When I talk about Quiksilver, I usually say “we” rather than “they”. 
The successes of Quiksilver are my successes. 
If a story in the media criticises Quiksilver, I would feel embarrassed/angered.  
When someone praises Quiksilver, it feels like a personal compliment. 
Brand – Gold Coast 
I would support Gold Coast as a destination even if Gold Coast City Council 
did not sponsor the event. 
Gold Coast is a surf destination that I identify with. 
I am familiar with Gold Coast as a holiday destination. 
I often display the Gold Coast name on my clothing/accessories. 
I like the Gold Coast because my family and friends like it. 
When someone criticises the Gold Coast, it feels like a personal insult. 
I am very interested in what others think about the Gold Coast. 
When I talk about the Gold Coast, I usually say “we” rather than “they”. 
The successes of the Gold Coast are my successes. 
If a story in the media criticises the Gold Coast, I would feel 
embarrassed/angered.  
When someone praises the Gold Coast, it feels like a personal compliment. 
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The third independent variable, overall satisfaction with the event, was operationalised by the 

event spectator’s level of overall satisfaction with the event which was measured on a 5 point 

likert-type scale ranging between very dissatisfied (1) and very satisfied (5).  

 

The first dependent variable, spectator attitudes towards private and public sponsor’s brands 

was operationalised by the event spectator’s attitudes towards the brands which was 

measured on a 5 point likert-type scale ranging from very unfavourable (1) to very favourable 

(5).  

 

The second dependent variable, intentions to purchase was operationalised by the event 

spectator’s intentions to purchase products from the private brand or revisit the destination of 

the public brand which was measured on a 5 point likert-type scale ranging from very 

unlikely (1) to very likely (5).  

 

4.3.1.3 Questionnaire Design  

 

The questionnaire design is an important process as it determines the data collected for the 

study. A well-designed questionnaire is clear and easy to complete, which can boost response 

rates. The questionnaire design for this study involved the measurement scale development 

and addition of questions to help answer the research objectives of the study. Some other 

industry based questions were also added to assist the Gold Coast City Council and 

Quiksilver attain useful information.  

 

When designing a questionnaire, the format and layout of the final survey is very important 

as it can affect the quality of the data collected and also affect respondent biasness (De Vaus, 
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2002). A common problem that can occur in self-administered surveys is when respondents 

answer positively to socially desirable behaviour and negatively to socially undesirable 

behaviour (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). To avoid this phenomenon, a 

pre-test was conducted with an expert panel consisting of 8 university lecturers and a pilot 

test was conducted a year prior to main study at the 2011 Quiksilver Pro event. The results 

from the pre-test would identify any issues with wording, layout and formatting.  

 

The survey instrument utilised for Phase 1 of this research was divided into 3 parts; 1) 

welcome message, 2) actual survey and 3) lucky draw information. The first part was a 

welcome message. Usually a welcome message follows with an information sheet detailing 

the aims of the study, the contact details of the researchers as well as ethics information. For 

this study, the information sheet was provided separately by the research assistant prior to the 

respondents completing the survey. Likewise, for the online version of Phase 1, a link to the 

information sheet was provided to the respondents to read through at their own time. The 

welcome message usually sets the tone for the survey and assures prospective respondents 

that their responses are anonymous and identities are confidential, thus reducing their 

reluctance to participate in the survey.  

 

The next part comprised of the actual survey which was separated into 7 parts. The first 

section of the survey consisted of questions relating to background information of the 

spectators, including their interest in the sport of surfing and their current travel to the Gold 

Coast. Section two consisted of a likert-type scale matrix about motivations to attend the 

event. This section required respondents to indicate the importance level of multiple items for 

each motivation factor on a five point scale ranging from ‘very unimportant’ (1) to ‘very 

important’ (5). The third section consisted of likert-type scale matrices about the level of 
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identification with the sponsor brands. This section required respondents to indicate their 

level of agreement with multiple identification statements on a five point scale ranging from 

‘strongly disagree’ (1) to ‘strongly agree’ (5). Section 4 consisted of questions relating to 

spectator’s attitudes towards the sponsor brands while section five asked participant’s 

questions regarding their intentions to purchase from the sponsors after their attendance at the 

event. Section 6 consisted of questions relating to satisfaction of spectators with the event and 

if the spectators would attend another Quiksilver Pro on the Gold Coast again. The last 

section comprised of demographic questions which were age, gender, ethnicity, education 

and income; used to determine the demographic profile of the sample population. 

 

The survey instrument utilised for Phase 2 of this research included follow-up questions 

derived from the questionnaire in Phase 1. The online questionnaire started off with a 

welcome note and provided respondents with the ethics and lucky draw information. A series 

of background and demographic questions were then asked to ensure that the data provided 

matched the data in Phase 1. Next, questions relating to spectator’s post-event attitudes 

towards the sponsor brands and their actual purchase behaviour were asked.  

 

For Phase 1 of the study, the questionnaire had the same format for both the on-site and 

online surveys and Phase 2 only had an online survey for the follow-up. For the onsite-

surveys, the questionnaires were printed in a booklet form with clear headings and guidelines 

for the respondents to follow and complete. For the online survey, a software program, 

Qualtrics, was utilised to generate the questionnaire. The software professionally presented 

the questions on each page for the respondents to answer and if a section did not apply, it 

automatically redirected the user to the appropriate section. A copy of the questionnaire for 

both Phase 1 and 2 are attached in Appendices A and B respectively.  
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4.3.1.4 Pre-test and Pilot Test 

 

Conducting pre-tests and pilot tests for a survey instrument is essential when conducting 

research as they can assist the researcher to detect and rectify potential problems with the 

questionnaire. Some common issues identified during the pre and pilot tests include 

ambiguous questions, unclear instructions and even spelling errors (Yin, 2011). A pre-test 

and pilot test was conducted for the survey instrument developed for this study to enhance the 

quality, reliability and validity of the questions asked and to ensure that they are clear and 

simply understood by the respondents (Bryman & Bell, 2015).  

 

For the pre-test, an expert panel consisting of 8 university lecturers in the field were engaged 

to review the draft questionnaire to check for face validity and ensure the content was 

relevant for the study. After the pre-test, the suggestions made by the expert panel were 

reviewed and appropriately amended. The revised questionnaire was then used in a pilot test 

undertaken during the 2011 Quiksilver Pro event using the same sampling methods intended 

for the main survey. The data collection method used in the pilot test was identical to the 

main survey so that if any potential problems arose in the process, they would be resolved for 

the main study. The major changes made for the main study were wording changes. For 

example, an additional option was added in the demographics, place of residence question (I 

live across the border, Tweed, NSW) as some respondents from the pilot study who were 

from Tweed Heads selected NSW as their place of residence and others selected the Gold 

Coast given that Tweed Heads is located at the border of both NSW and QLD. In response to 

concerns in terms of survey length, some questions surrounding sponsor recognition were 

deleted from the questionnaire.  
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4.3.2 Sampling Selection  

 

The procedure used for selecting the sample for the study is discussed in this section. Given 

that the main purpose of survey research is generally to provide accurate estimates of 

population characteristics from a sample of the population, the sampling process is a critical 

step (Tasci & Gartner, 2007). As the overall purpose of the study was to investigate spectator 

attitudes towards brands of key public and private sponsors, the primary source of data is the 

spectators (event visitors) of a surfing event who form the population of the study. Both 

probability and non-probability sampling techniques were reviewed but given the quantitative 

nature of the study and the desire to make general conclusions about the population, it was 

decided that a probability method was most appropriate.  

 

In probability sampling, spectators are selected randomly or systematically and have an equal 

chance of being selected, ensuring that the overall sample is representative (Hair, et al., 

2007). In a field based survey, where no sampling frame is available, systematic sampling is 

the only option as true random sampling requires a sampling frame which lists all members 

of the population. In stratified sampling, the population is separated into homogenous 

groups/strata based on certain variables. For this study, there were three main groups of 

people: 1) spectators who viewed the event from the surf club, 2) spectators with access to 

the VIP area, and 3) spectators who viewed the event from the beach as shown in Figure 4.2. 

Therefore the population would be stratified into these three groups and a disproportionate 

fraction would be drawn from each strata. In this case, as the three strata vary substantially in 

size, therefore a disproportionate fraction will allow sufficient numbers in each group to 

facilitate statistical comparison. A systematic sample was then proposed to be chosen from 

each group for the study. 
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Figure 4.2: Image of three main groups of spectators at the event 

 
 

 

However, while collecting data on site, the proposed sampling selection did not go as planned 

as many participants selected systematically initially declined to participate. To avoid a low 

response rate, the sampling method which was finally used was the convenience sampling 

approach which is a very common approach used in event research when there is lack of 

accessibility or participation (Bryman, 2015). In order to ensure temporal representativeness, 

data was collected throughout the duration of the event, especially on days that the event 

organisers predicted the highest attendance (i.e. semi-finals and finals). The local Gold Coast 

community was expected to be the main source of spectators for the Quiksilver Pro event, 

followed in descending order by the rest of Queensland, other parts of Australia and the rest 

of the world as discussed in the next chapter. 

 

To ensure the sample is representative of the population, a proportionate sample size needs to 

be drawn from the populations. There are several measures to determine the sample size 

1) SURF CLUB 

3) GENERAL PUBLIC 

2) VIP AREA 
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required for a study and often a large sample size is necessary when conducting quantitative 

research. Furthermore, when conducting statistical analyses, there is a cut-off for the sample 

size required to carry out various tests. For instance, Tabachnick and Fidell (2007) suggests a 

minimum of 300 cases when conducting factor analysis and no less than 50 cases for 

correlation and regression analyses. As these analytical techniques were important in this 

study, the minimum sample size for the tests was considered during data administration.  

 

4.3.3 Administration Procedure 

 

For Phase 1 of the study, data was obtained through an (on-site) hand delivered self-

administered survey. This survey method has been the most commonly employed research 

design in event research (Nelson & Rhys, 2000; Robinson & Callan, 2002; Crouch & 

Louviere, 2004; Oppermann, 1996; Kim & Kim, 2003; Choi & Boger, 2002). Another 

common technique used in event research is interviews (Kim & Kim, 2003; Enright & 

Newton, 2004). Face to face personal interviews would also have been a good for this type of 

study as it allows the respondent to clarify questions and the interviewer to check for 

consistency and missing data (De Vaus, 2002). However, given the limited budget and time 

restrictions to collect data from a vast number of spectators at the event, another appropriate 

method was required. Therefore, for this study, a self-administered hand delivered survey 

was selected as it still gives respondents the opportunity to clarify any questions they have to 

the person handing out the surveys. A key advantage of this method is that there is less 

potential for the interviewer to instil bias in the way questions are answered (De Vaus, 2002). 

This technique also seemed to be the most effective way of achieving a high response rate for 

the event and allow several questions to be asked at the one time (Neuman, 2006). In an event 
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scenario, data obtained from questionnaires can be reliable because the responses are limited 

to pre-coded answers which also make data entry and analysis relatively simple.  

 

To further maximise response rates, a cover letter with a supportive message from the CEO 

of Surfing Queensland was attached to the survey. To boost the response rate, an incentive to 

win up to $1000 worth of Quiksilver products in a lucky draw for all fully completed surveys 

was offered to the spectators.  

 

To make the process easier for the event spectators, they were also given the option of 

completing the survey online at a later date. Email addresses were collected with the 

permission of spectators if they did not consent to complete the survey on the spot. A follow 

up reminder with the link to the online questionnaire was sent to each one of the spectators 

who provided their email addresses one week after the event. For those who did not wish to 

provide their email address, they were provided with a card containing details of how to 

complete the survey online as a last resort to try and get a response.  

 

In Feb 2012, a total of 1500 surveys were handed out to the spectators of the ‘Quiksilver Pro’ 

event with a cover letter explaining the purpose of the study. At the end of the on-site data 

collection phase over the two week event period, 1251 questionnaires were completed and 

collected. A further 57 questionnaires were completed online, resulting in a combined total of 

1308 responses from Phase 1. 

 

To best understand the attitudes towards brands and purchase intentions, longitudinal 

quantitative data was collected six months after the event was held. Longitudinal research 

involves investigating the trend of data collected over time (Neuman, 2005). For Phase 2 of 
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the study, longitudinal data was collected through an online survey, which was sent out to 

event spectators who indicated an interest to participate in a follow-up research measuring 

post-event consumption. An online survey was selected for phase 2 of the study as it is a fast 

and effective method to get in touch with respondents who completed the survey in Phase 1. 

Although web surveys do not provide an opportunity for the respondent to clarify any 

questions, it does reduce the problem of missing data as the survey can be designed to force a 

response and the respondent is not able to proceed to the next question without selecting an 

answer (Veal, 2006). As there was concern that respondents might change their mind about 

participating in the follow-up survey they had agreed to six months ago, an incentive to win 2 

x $100 Quiksilver vouchers was also offered to the respondents for all fully completed 

surveys.  

 

The follow-up questionnaire was distributed six months later to 244 respondents of the 

previous survey who indicated their willingness to participate in the follow-up study. An 

email invitation containing the survey link was sent out on 29 September 2012 and two 

reminder emails were sent out, one 2 weeks later and the other 4 weeks later. The online 

survey was made available for 8 weeks, generating 140 returned surveys. 

 

4.3.4 Data Analysis 

 

The data which was collected from the surveys in Phase 1 were entered into a data file using 

a statistical package, SPSS version 21. Data were entered and coded in SPSS according to 

their measurement level which was either nominal or ordinal. Next, data from spectators who 

completed the questionnaire online was downloaded from Qualtrics and added to the same 
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data file. After data entry, data screening was conducted first, followed by data analysis to 

address the research questions.  

 

4.3.4.1 Data Screening 

 

When screening data, the researcher looks out for incomplete and missing data and conducts 

multiple checks to examine the assumptions of statistical testing, such as outliers, normality, 

sphericity, homoscedasticity, linearity and independence, depending on the type of statistical 

analysis required (Field, 2009; Hair, Black, Babin, Anderson, & Tatham, 2006; Tabachnick 

& Fidell, 2007). The researcher first screens through the data file and looks out for any cases 

with unanswered questions or incomplete answers and also if a respondent has the same 

answer for the majority of the questions. These inappropriate patterns of responses were 

removed from the data file before proceeding with the next step which is looking out for 

outliers.  

 

Field (2009) describes an outlier as an observation that differs vastly from other data points in 

the same data set. The presence of an outlier can result in inflated parameter and statistical 

estimates which could result in bias with interpreting the results (Tabachnick & Fidell, 2007). 

Outliers can be either univariate, bivariate or multivariate and can be detected using simple 

tests with SPSS. Any data point which appears three or more standard deviations away from 

the mean can be considered as a univariate outlier and can be detected when looking at the 

distribution of the data among dichotomous variables (Tabachnick & Fidell, 2007). For 

continuous variables, a case with a high standardized z score is considered an outlier. An 

alternative is also to inspect plots such as box plots or histograms and an outlier is usually a 

case that is detached from the rest of the distribution (Tabachnick & Fidell, 2007).  
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On the other hand, bivariate or multivariate outliers are detected by using indices of leverage 

or distance (Tabachnick & Fidell, 2007). Mahalanobis distance is a common multivariate test 

which can be calculated using SPSS. The Mahalanobis D2 statistic calculates the distance of 

each case from the centroid of the means of the remaining cases (Tabachnick & Fidell, 2007). 

A case that lies some distance away from the centroid can be considered a multivariate 

outlier. The threshold value to consider when identifying an outlier is an alpha level of the 

probability of Mahalanobis D2 to be less than 0.001 (Hair, et al., 2006). Some statisticians 

warn that Mahalanobis D2  can be misleading at times and should be interpreted in 

conjunction with graphical methods. Thus, scatterplots were also observed for any outliers 

present. Using these methods, four cases were removed from Phase 1 and one case was 

removed from Phase 2.  

 

For phase 1, of the 1308 responses, 334 cases were deleted due to missing data, response bias 

or outliers, resulting in 974 usable cases for analysis.  For phase 2, of the 140 responses, 19 

cases were deleted due to missing data, response bias or outliers, resulting in 121 cases usable 

for data analysis. The responses to the survey in Phase 2 were transferred into SPSS and 

merged with the variables of the survey from Phase 1. The responses were then matched up 

using the respondent’s email addresses.  

 

Once the data has been screened for any missing values and outliers, appropriate statistical 

tests were undertaken to assess whether the assumptions for the underlying statistical theory 

have been met (Hair, et al., 2006). These assumptions included tests of normality, linearity, 

homogeneity of variances, sphericity and multicollinearity. Normality is assessed based on 

the shape of the distribution via an examination of skewness and kurtosis, linearity is 

assessed by inspecting scatterplots, Levene’s test is used to assess homogeneity of variances 
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and Mauchly’s test (repeated measures) or Bartlett’s test (factor analysis) is used to assess 

sphericity (Hair, et al., 2007). Variance inflation factors (VIF) can be used to examine if 

multicollinearity is present when conducting regression analyses (Hair, et al., 2006). If the 

correlations between variables exceed a Pearson coefficient of 0.8, then multicollinearity may 

be present (Hair, Anderson, Babin, & Black, 2010) resulting in unstable parameter estimates. 

However, multicollinearity was negligible in this study.  

 

4.3.4.2 Data Analytical Techniques 

 

This section presents the details of the analytical techniques used to interpret the data in this 

study.  Prior to the main analysis, the data was organised and screened to identify errors in 

data entry, any missing values and outliers. After data screening, tests were conducted to 

ensure the assumptions for the key analytical techniques were met. To answer the research 

questions, several analytical techniques were employed, such as exploratory factor analysis 

(EFA), correlations, regression analysis and repeated measures analysis. A series of linear 

and multiple regression analyses is the major statistical test used to examine the relationships 

between the independent and dependent variables. Regression analyses for this study were 

conducted to observe if the determinant variables are significant in explaining attitudes 

towards sponsors’ brands. The coefficient R2 assessed the percentage of total variance of the 

dependent variable, explained by the independent variables (Tabachnick & Fidell, 2007). 

However, prior to that, EFA was conducted to assist with scale development, assess the 

dimensionality of the constructs and ensure reliability and validity of the data (Field, 2009). 

Common techniques used for factor extraction include Principal Component Analysis (PCA) 

and Principal Axis Factoring (PAF). PAF was the preferred method for this study as the key 

objective of this method is to identify the underlying or latent factors in the variables as 
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opposed to PCA (Hair, et al., 2006) whereas the objective of the PCA is to retain as much 

information as possible from the original variables. Additionally, descriptive statistics (means 

and standard deviations) and frequency distributions (percentages) were used to ensure 

content validity and provide information on the demographic profile of the event attendees.  

 

4.4 Qualitative Approach 

 

The following section provides an overview of the qualitative component undertaken within 

Phase 3. Although the study incorporates a small qualitative component in terms of 

interviews, this is not a mixed method design hence issues of integrating the quantitative and 

qualitative studies are not discussed here. The qualitative component was designed to support 

the justification for conducting the quantitative studies and gain an insight into the perception 

of the main private and public sponsors. The aim of this phase of the study was to investigate 

if sponsors have procedures in place to measure the benefits that sponsoring a sport event can 

bring to the organisation and if so, what procedures are in place and how do sponsors 

measure the benefits, including purchase intentions towards their products. To achieve this 

aim, semi-structured interviews were conducted face to face by the researcher with key 

representatives of the both the private and public sponsor.   

 

Semi-structured interviews allowed for consistency with the questions asked through an 

interview guide as well as provided sufficient flexibility to probe the interviewees for more 

information (Bryman, 2015). The questions in the interview guide were designed after the 

quantitative study to expand upon the quantitative results by providing insights into how 

sponsors measure the benefits that their sponsorship brings to their organisation.  
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The qualitative phase consisted of two semi-structured interviews and the researcher 

conducted the interviews after the 2012 Quiksilver Pro event. An information sheet was 

distributed to both participants informing them about the research, to gather informed consent 

and also to comply with the university’s ethical standards and procedures. Both interviews 

lasted approximately 20 minutes each. A copy of the information sheet and interview guide is 

provided in Appendix C. The questions in the interview guide provided some form of control 

over the content to be discussed but also allowed for flexibility to expand into issues that 

were brought up by the participants (Creswell, 2009). 

 

4.4.1 Procedure 

 

A suitable time was arranged for the representative of both the private and public sponsor to 

meet with the researcher and conduct the interview. As the researcher was familiar with the 

interviewees, there was already a comfortable rapport between both and given that the 

researcher possessed sufficient knowledge surrounding the event and the brands, the 

interview sessions were facilitated with ease and interactively. Then general information 

about the research was explained to the interviewees such as the purpose of the research, 

confidentiality of the data and subsequent usage of the data for research purposes. Permission 

was sought to use a digital recorder prior to conducting the interviews. The respondents were 

then asked to respond to six open-ended questions regarding brand sponsorship, such as; 1) 

the reason for sponsoring the event, 2) perceived benefits from sponsoring the event, and 3) 

evaluation of benefits and sales generated from their event sponsorship. Prior to ending the 

interviews, the representatives were thanked and offered to be notified of the research data in 

a special event report provided in Appendix D. 
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The interview data was then downloaded from the voice recorder used at the interview and 

transcribed verbatim. The transcripts were compiled together with notes taken at the 

interviews and entered into a spreadsheet to commence qualitative analysis. Given that there 

were only two interviews conducted, the data was analysed using basic level content analysis 

and simple coding. Basic content analysis is a procedure for providing a descriptive account 

of the data and categorising it into simple ideas or themes (Vaismoradi, Turunen, & Bondas, 

2013). When conducting the content analysis, the interview transcripts were reviewed several 

times to ensure response patterns and issues raised by the respondents were uncovered. 

  

4.5 Chapter Summary 

 

This chapter was dedicated to explaining the research methods employed for this study to 

address the abovementioned research questions. The researcher adopted a post-positivist 

viewpoint overall and used a predominantly quantitative approach to address the research 

purpose. Both quantitative and qualitative data were collected, however, the qualitative study 

in Phase 3 was a small study to understand the perspective of the sponsors better. Phase 1 and 

2 of the study were quantitative in nature and utilised self-administered as well as online 

questionnaires from spectators of the 2012 Quiksilver Pro event. The longitudinal approach 

for this study allowed for a time comparison in changes in attitudes and purchase behaviours. 

Table 4.4 provides a summary of the research methods used for the study.  

 
 
 
 
 
 
 
 
 
 



99 

Table 4.4: Summary of Research Methods 

Section Description 
Research paradigm Post positivism 
Research design Exploratory and explanatory 
Research strategy Quantitative, longitudinal  
Developing instrument & 
Pilot Test  

Sampling 
Instrument 
Procedure 

Data Analysis 

 
 
Convenience sampling 
Open and Close-ended questions 
Self-administered survey  
Descriptive statistics, Factor analysis, Reliability analysis 

Main survey (Phase 1) 
Sampling 

Instrument 
Procedure 

Data Analysis 

 
Systematic stratified sampling/Convenience sampling 
Open and Close-ended questions 
Self-administered and Online survey  
Descriptive statistics, EFA, Correlations, Multiple regression  

Follow-up survey (Phase 2) 
Sampling 

Instrument 
Procedure 

Data Analysis 

 
Convenience sampling  
Open & Close-ended questions 
Online survey  
Descriptive statistics, Correlation, Linear regression, Repeated-
measures analysis 

Sponsor Interviews (Phase 3) 
Sampling 

Instrument 
Procedure 

Data Analysis 

 
Expert sampling  
Semi-structured/open questions 
Face-to-face interviews 
Coding, Content analysis 
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Chapter 5 : Results 
 

This chapter presents the results of the data analysis to answer the research questions for this 

study. The results for the three phases; Phase 1 (data collected at the event), Phase 2 (data 

collected 6 months post-event) and Phase 3 (interview data) are presented in separate 

sections. The first section presents the results of Phase 1 which focused on factors affecting 

spectator attitudes towards sponsors’ brands and their future purchase intentions. The second 

section presents the results of Phase 2 which focused on post-event attitudes towards 

sponsors’ brands and their actual purchases. The third section presents the results of Phase 3 

which focused on sponsor’s perception of the benefits of their event sponsorship.  

 

5.1 Phase 1  

 

The results from the pilot test were used to refine the scale for each construct as well as the 

survey instrument to ensure it was ready to be administered for the main study. The results 

from the data collected from a self-administered survey at the 2012 Quiksilver Pro is reported 

in this section. The results are presented in four main sub-sections. Firstly, the demographic 

profile of the event attendees is presented in Section 5.1.1. Secondly, the measurement scale 

analysis, using exploratory factor analysis (EFA) is reported in Section 5.1.2. Thirdly, 

correlations analysis which examined the relationships among the variables is reported in 

Section 5.1.3. Lastly results from the EFAs were used in multiple regression analyses which 

examine the relationship between the variables in the study and is reported in Section 5.1.4.  

 

Phase 1 focused on factors affecting spectator attitudes towards sponsors’ brands and their 

future purchase intentions while at the event. This phase of the study included factors such as 



102 

demographics, motivations to attend events, identification with brands and satisfaction with 

an event and their relationship with spectators’ attitude towards sponsors’ brands and future 

purchase intentions. Before elaborating on the analysis procedures and respective results, 

descriptive statistics for demographics are reported in the following section.  

 

5.1.1 Demographic and Background Information – Phase 1  

 

This section reports the pattern of response resulting from the 974 surveys in the first phase 

of this research including, demographic profile and background of the sample. Information 

such as level of education, gender, ethnicity, age and income is presented using descriptive 

statistics including mean, percentage and minimum-maximum values. A total of 1500 

questionnaires were handed out at the 2012 Quiksilver Pro event from which 1251 

questionnaires were completed and returned back to the researcher throughout the duration of 

the event. Another 57 questionnaires were completed online. The questionnaire data derived 

from the event and online were entered into the same data file using SPSS software resulting 

in a combined total of 1308 responses. Three hundred and thirty four cases were subsequently 

deleted due to large amount of missing data or response biasness, hence resulting in a sample 

of 974 usable cases for analysis.  

 

Among the sample of 974, the gender breakdown was more or less even with 48.5% male 

respondents and 51.5% female respondents. The event appears to draw a younger crowd with 

majority of the attendees (75.8%) aged between 15 and 40. In terms of ethnicity, the majority 

of the sample were Oceanic with 58.5% of them originating from either Australia, New 

Zealand or the Pacific Islands and 26.4% were Europeans. The majority of the sample 

(95.9%) had completed higher education with 42.6% completing a graduate degree or higher. 
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Twenty-eight percent reported an annual income of AUD$60,000 and above, while 23.9% 

earned less than AUD$20,000. The majority (40.8%) of the sample were from the Gold Coast 

and ‘prior experience attending the event’ was the main source (38.9%) for knowing about 

the event. The majority of the event attendees attended the event with their friends (58.1%), 

partner/spouse (36.6%) or children (15.7%). A summary of the demographic profile of the 

event attendees is shown in Table 5.1. 

 

Table 5.1: Event Attendee Profile – Individual Characteristics 

Variables Categories N Percentage 
Gender Female 490 51.50 
 Male 462 48.50 
    
Age 15-20 187 19.20 
 21-30 358 36.76 
 31-40 193 19.82 
 41-50 117 12.01 
 51-60 45 4.62 
 60+ 19 1.95 
 Prefer not to say 55 5.65 
    
Ethnicity Oceanic (Aus, NZ, Pacific Islands) 554 58.50 
 European 250 26.40 
 North American 42 4.40 
 South American 41 4.30 
 African 21 2.20 
 Asian 21 2.20 
 Middle Eastern 1 0.10 
 Other  17 1.80 
    
Education High School 278 29.30 
 Undergraduate Degree 253 26.70 
 Postgraduate Degree 151 15.90 
 Technical College / TAFE Diploma 141 14.90 
 Trade Qualification 86 9.10 
 No formal qualifications 30 3.20 
 Other  9 0.90 
    
Income Less than $20,000 227 23.90 
 $20,000 - $39,999 131 13.80 
 $40,000 - $59,999 174 18.30 
 $60,000 - $79,999 129 13.60 
 $80,000 - $99,999 59 6.20 
 Over $100,000 82 8.60 
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 Prefer not to say 147 15.50 
    
Place of Residence I am a Gold Coast Resident  397 40.80 
 International  174 17.90 
 Southeast Queensland 148 15.20 
 I live across the border, Tweed, 

NSW 
104 10.70 

 Elsewhere in New South Wales 82 8.40 
 Elsewhere in Queensland 37 3.80 
 Victoria 14 1.40 
 Western Australia 7 0.70 
 Tasmania 6 0.60 
 South Australia 3 0.30 
 Northern Territory 1 0.10 
 Australia Capital Territory 1 0.10 
    
Hear about event* Prior experience attending event 379 38.90 
 Word of mouth 318 32.60 
 Friends and family 271 27.80 
 Internet 265 27.20 
 Television 218 22.40 
 Print media (magazine/newspaper 

etc) 
172 17.70 

 Radio 121 12.40 
 Organisation you work for 44 4.50 
 Other  78 8.00 
    
Attended event with* Friends  566 58.10 
 Spouse or partner 356 36.60 
 Children 153 15.70 
 No one, I am on my own 75 7.70 
 Parents 62 6.40 
 Colleagues 31 3.20 
 Other  29 3.00 
*Note: Respondents ticked all options that applied 
 

 

Further, the event attendees were asked to provide information about their involvement in the 

sport of surfing and the surfing industry. Table 5.2 displays the surf participation 

characteristics as indicated by the event attendees. More than half of the sample indicated that 

Surfing (54.1%) is their favourite sport and Quiksilver (52.2%) is their favourite surfing 

brand. Thirty-three percent reported that they surfed frequently, while 22.9% surfed 

occasional and 26.2% were only surf spectators. The majority of the event attendees (81.2%) 

are interested in Surfing as a sport and more than half of the sample (53.1%) are interested in 
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the Quiksilver Pro event and watch it when they can. Thirty-two percent of the sample were 

inspired to take up surfing after the event. 

 

Table 5.2: Event Attendee Profile - Surf Industry Characteristics 

Variables Categories N Percentage 
Surfing Favourite 
sport 

Yes 524 54.10 

 No 444 45.90 
    
Favourite surf brand Quiksilver / Roxy 506 52.20 
 Billabong 164 16.90 
 No particular favourite 160 16.50 
 Rip Curl 73 7.50 
 Other  67 6.90 
    
Participation in 
surfing* 

I am a frequent surfer 318 32.60 

 I am a surf spectator (only watch 
the sport) 

255 26.20 

 I am an occasional surfer 223 22.90 
 I am an active surf tourist (engage 

in surfing while on vacation) 
144 14.80 

 I do not participate but my 
family/friend is one of the above  

128 13.10 

 I am a passive surf tourist (only 
travelled to attend a surf event) 

68 7.00 

 I am neither a surfer nor spectator 38 3.90 
 I am a professional surfer 14 1.40 
    
Inspired to take up 
surfing  

I am already a surfer 441 45.50 

 Yes 308 31.80 
 No  221 22.80 
    
Level of interest in 
Surfing 

Extremely Uninterested 46 4.70 

 Uninterested 11 1.10 
 Neutral 125 12.90 
 Interested 461 47.50 
 Extremely Interested 327 33.70 
    
Level of interest in 
Quiksilver Pro 

I have absolutely no interest in 
the event or the associated 
festivities, even when the event is 
held on the Gold Coast  

7 0.70 

 I am not interested in the event 
but enjoy the other festivities 
associated with the event  

24 2.50 
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 I am not particularly interested in 
the event but I like to see it when 
it is on the Gold Coast 

148 15.30 

 I am interested in the event and 
watch it when I can 

513 53.10 

 I am an avid fan of the event, and 
I try to never miss it 

275 28.40 

    
Annual GC Quiksilver 
Pro attendance 

2002 105 10.80 

 2003 116 11.90 
 2004 127 13.00 
 2005 141 14.50 
 2006 166 17.00 
 2007 203 20.80 
 2008 250 25.70 
 2009 304 31.20 
 2010 412 42.30 
 2011 489 50.20 
 2012 974 100.00 
*Note: Respondents ticked all options that applied 
 

 

Destination related data was also collected from the event attendees as shown in Table 5.3. 

For close to one third of the event attendees (27.9%), it was their first visit to the Gold Coast. 

Thirty-two percent of the sample visited the Gold Coast several times a year. More than half 

of the sample (57.1%) visited the Gold Coast just to attend the Quiksilver Pro. One third 

(34.7%) of the sample stayed either in a hotel/motel or rented apartment while on the Gold 

Coast. The event attendees participated in shopping (31.1%), dining (34.5%), entertainment 

(23.5%), recreation (27.2%), visiting friends and relatives (20.2%) and other activities 

(6.8%). 
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Table 5.3: Event Attendee Profile – Destination GC Characteristics 

Variables Categories N Percentage 
First GC visit No   406 72.10 
 Yes  157 27.90 
    
Frequency of GC visit Less than once a year 48 11.90 
 Once a year 53 13.20 
 Several times a year 127 31.50 
 Once a month 37 9.20 
 Several time a month 50 12.40 
 Once a week 24 6.00 
 Several times a week 34 8.40 
 Daily 30 7.40 
    
Primary purpose of GC visit To attend the 2012 Quiksilver Pro 324 57.10 
 Holiday 105 18.50 
 Education 29 5.10 
 Visiting friends and relatives 26 4.60 
 Other outdoor recreation 25 4.40 
 Entertainment 19 3.40 
 Personal 11 1.90 
 Business 8 1.40 
 Some other reason  20 3.50 
    
Likelihood of GC visit if 
not for event 

Yes, probably 355 62.50 

 No, probably not   213 37.50 
    
Participation in GC 
activities* 

Dining 336 34.50 

 Shopping 303 31.10 
 Recreation 265 27.20 
 Entertainment 229 23.50 
 Visiting friends and relatives 197 20.20 
 Other  66 6.80 
    
Accommodation GC Travelled daily from home 153 27.20 
 Rented apartment/unit/house 98 17.40 
 Hotel/Motel   97 17.30 
 Stayed with friends or relatives 73 13.00 
 Hostel/Backpackers 58 10.30 
 Camping/caravan 47 8.40 
 Own apartment/unit/house 19 3.40 
 Other  17 3.00 
*Note: Respondents ticked all options that applied 
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5.1.2 Exploratory Factor Analysis 

 

A series of factor analyses was undertaken using principle axis factoring with varimax 

rotation for the constructs ‘motivations to attend’ and ‘identification with brands’. 

Exploratory factor analysis (EFA) was performed to investigate the underlying dimensions 

that indicate commonalities among spectators’ motivations to attend an event and 

identification with brands. As discussed in methods section 4.3.1.2, the scale used for both 

these constructs was adapted from multiple studies and include self-developed items specific 

for this study. The results from the EFA are reported in this section. 

 

For the first construct of motivation to attend events, principle axis factoring (PAF) was 

conducted using the sample of 974 cases with varimax rotation for 27 items. The Kaiser-

Meyer-Olkin (KMO = 0.921) measure which was above the acceptable limit and Bartlett’s 

Test of Sphericity (Chi-Square = 15818.171, df = 351, Sig. = 0) which was significant, 

verified the sampling adequacy for the analysis. 

 

Results indicated a six factor solution based on eigenvalues <1, which explained a variance of 

60.85 percent of the variance. Within the six factors, all factor loadings of the 27 items 

surpassed 0.3 upon their specific factors. The six factors were named ‘entertainment’, ‘surf-

related’, ‘learning’, ‘escape’, ‘socialisation’ and ‘reputation’. The six items that clustered on 

the first factor ‘entertainment’ had factor loadings ranging from 0.50 to 0.78 and the factor 

reliability indicated high internal consistency for the scale, which was satisfied with a 

Cronbach’s alpha of 0.87. Item EN6 (To watch surfers compete against each other) which 

was initially expected to load strongly onto ‘surf-related’, had a slightly stronger loading onto 

‘entertainment’ as compared to ‘surf-related’, hence the item was grouped as part of the 
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‘entertainment’ variable as watching athletes compete in a sport can be entertaining for 

spectators.  

 

The five items clustered on the second factor ‘surf-related’ had factor loadings ranging from 

0.52 to 0.76, with Cronbach’s alpha of 0.85. The five items clustered on the third factor 

‘learning’ had factor loadings ranging from 0.55 to 0.82, with Cronbach’s alpha of 0.84. The 

three items clustered on the fourth factor ‘escape’ had factor loadings ranging from 0.77 to 

0.89, with Cronbach’s alpha of 0.90. The four items clustered on the fifth factor 

‘socialisation’ had factor loadings ranging from 0.41 to 0.71, with Cronbach’s alpha of 0.76 

and the three items clustered on the sixth factor ‘reputation’ had factor loadings ranging from 

0.34 to 0.73 with Cronbach’s alpha of 0.79. Using summated scores, the most popular 

motivation to attend the event was ‘entertainment’ and the least popular was ‘socialisation’. 

Table 5.4 shows the EFA results for the motivation to attend event construct.  
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Table 5.4:  EFA Results Motivation to Attend Event 

Label Scale, Dimensions, Items Mean Std. Dev Load. a      Com. b α  
 

 Entertainment (EN) 4.13 0.666        .874 
EN3 To enjoy the skilful performance of the professional surfers  4.29 0.823 .786 .204 .102 .051 .024 .086 0.680  
EN2 To be entertained from the stimulation and thrill of the competition 4.04 0.825 .711 .162 .166 .134 .145 .209 0.642  
EN4 To enjoy the unique atmosphere 4.17 0.804 .683 .079 .191 .222 .146 .132 0.597  
EN1 For the fun and excitement 4.16 0.798 .666 .048 .239 .236 .161 .145 0.606  
EN5 Because I enjoy surf events 4.09 0.874 .663 .328 .037 .000 .148 .216 0.616  
EN6 To watch surfers compete against each other 4.03 0.963 .501 .455 .000 .133 -.035 .089 0.485  
 Surf-Related (SR) 3.39 0.918        .854 
SR1 To get a feeling of achievement when my favourite surfer wins 3.37 1.132 .210 .762 .067 .138 .115 .183 0.696  
SR2 To support my favourite surfer 3.57 1.148 .255 .761 -.021 .154 .080 .185 0.709  
SR4 To track the statistics of specific surfers competiting in a world tour 2.98 1.185 .085 .637 .115 .037 .219 .187 0.511  
SR5 To meet/mingle with my favourite surfer 3.20 1.280 .195 .566 .163 .100 .246 .204 0.497  
SR3 For my love of surfing 3.85 1.021 .478 .522 .037 -.011 .022 .183 0.536  
 Learning (LE) 3.41 0.849        .844 
LE5 To discover something new 3.44 1.092 .092 -.020 .827 .164 .144 .009 0.740  
LE4 Because I was curious 3.49 1.045 .127 -.007 .723 .176 .087 -.031 0.578  
LE1 To do/experience something different 3.59 1.032 .247 .043 .624 .308 .166 .054 0.577  
LE3 To expand my knowledge of surfing 3.62 1.056 .269 .241 .576 .136 .134 .232 0.552  
LE2 To learn about myself 2.90 1.174 -.021 .320 .554 .068 .319 .264 0.586  
 Escape (ES) 3.78 0.934        .904 
ES2 For a change of pace from what I do regularly 3.79 0.992 .142 .083 .205 .895 .057 .056 0.875  
ES3 For a change of environment 3.77 1.025 .143 .118 .258 .781 .095 .051 0.723  
ES1 To escape from my day to day activities 3.77 1.041 .145 .136 .165 .779 .075 .108 0.691  
 Socialisation (SO) 3.31 0.856        .768 
SO3 To make new friends 3.21 1.141 .094 .225 .345 .054 .711 .117 0.700  
SO2 To be with/meet people who have similar interests 3.56 1.036 .285 .239 .175 .084 .695 .163 0.685  
SO1 To spend time/socialise with my family or friends 3.89 0.985 .364 .041 .129 .276 .463 .093 0.449  
SO4 To make new business contacts 2.59 1.276 -.123 .399 .293 .030 .411 .229 0.482  
 Reputation (RE) 3.55 0.921        .791 
RE2 Because this event is special to me 3.45 1.159 .255 .396 .089 .062 .160 .735 0.799  
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RE1 Because Quiksilver Pro is such a prestigious event 3.76 1.068 .356 .278 .185 .112 .088 .617 0.640  
RE4 Because I have been to the event previously 3.39 1.292 .222 .296 -.039 .060 .148 .525 0.439  
RE3 Because Gold Coast is such a good tourist destination 3.61 1.169 .188 .185 .266 .192 .209 .342 0.338  
 Variance extracted (total 60.851)   14.218 12.508 10.795 9.388 6.977 6.966   
 Eigenvalues   9.681 2.956 2.202 1.628 1.136 1.037   
Note: aFactor loadings. bCommunalities.  
Extraction Method: Principal Axis Factoring. Rotation method: Varimax with Kaiser Normalization. Rotation converged in 9 iterations.  
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=0.92.  
Bartlett’s Test of Sphericity: Chi-Square=15818.171, df=351, Sig.=0 
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The second construct under investigation was identification with brands. This construct was 

measured separately for each of the brands under investigation; 1) the private sponsor’s brand 

(Quiksilver) and 2) the public sponsor’s brand (Gold Coast). The construct was initially 

treated as uni-dimensional based on Wann and Branscombe’s SSIS (Wann & Branscombe, 

1993). However, EFA provided a two-factor solution for each brand. Principle axis factoring 

was conducted using the sample of 974 cases with varimax rotation for 12 items for the 

private sponsor’s brand and 11 items for the public sponsor’s brand. Identical items were 

measured for both brands, except for an additional item QS2 (I like the Quiksilver logo) 

which was only measured for Quiksilver and not the Gold Coast as there is no brand single 

logo for the Gold Coast as a destination.  

 

For the private sponsor’s brand, the Kaiser-Meyer-Olkin (KMO = 0.943) measure which was 

above the acceptable limit and Bartlett’s Test of Sphericity (Chi-Square = 10272.336, df = 

66, Sig. = 0) which was significant, verified the sampling adequacy for the analysis. EFA 

extracted a two-factor solution which explained 68.97 percent of the variance. Seven items 

loaded on factor 1 represented a Cognitive-Affective scale with factor loadings ranging from 

0.61 to 0.91 with Cronbach’s alpha of 0.95. Another five items that loaded on factor 2 

represented an Evaluative scale, with factor loadings ranging from 0.55 to 0.81 with 

Cronbach’s alpha of 0.84. Table 5.5 shows the EFA results for identification with the private 

brand. 

 

Likewise, for the public sponsor’s brand, the Kaiser-Meyer-Olkin (KMO = 0.931) measure 

and Bartlett’s Test of Sphericity (Chi-Square = 9309.617, df = 55, Sig. = 0), verified the 

sampling adequacy for the analysis. A two-factor solution was also extracted and explained 

67.99 percent of the variance. Eight items which clustered on factor 1 represented a 
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Cognitive-Affective scale with factor loadings ranging from 0.59 to 0.91 with an alpha level 

of 0.95. Consistent with Dimmock, Groove and Eklund’s (2005) findings, the cognitive and 

affective factors in this study are related and consistently loaded on a single factor. Another 

three items that clustered on factor 2 represented an Evaluative scale, with factor loadings 

ranging from 0.68 to 0.78 with Cronbach’s alpha of 0.79. Table 5.6 shows the EFA results for 

identification with the public brand. 

 

The difference between the private and public sponsor’s factor loadings for identification 

with brands was 1 item, (I often display the [brand] name on my clothing/accessories). This 

item loaded on the cognitive-affective scale for the private sponsor’s brand but loaded on the 

evaluative scale for the public sponsor’s brand. This outcome is appropriate as the brands 

differ in how an identified member would display its brand name on their clothing. 

Cognitive-Affective identification is the degree of knowledge and sense of belonging a 

spectator has towards the brand (Dimmock, et al., 2005), hence for a private brand such as 

Quiksilver, an identified member feels a sense of belonging to Quiksilver and would display 

the Quiksilver brand name on their clothing. On the other hand, evaluative identification is 

the degree of positive thoughts a spectator holds towards the brand (Dimmock, et al., 2005), 

hence for a destination such as the Gold Coast (public brand), an identified member who has 

positive thoughts of the destination is likely to display the Gold Coast brand on their clothing.  
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Table 5.5: EFA Results Social Identification Private Brand 

Label Scale, Dimensions, Items Mean Std. Dev Load. a  Com. b α  
 

 Affective-Cognitive (AFC) 2.67 1.070    .958 
QS10 The successes of Quiksilver are my successes. 2.52 1.215 .911 .220 0.878  
QS9 When I talk about Quiksilver, I usually say “we” rather than “they”. 2.56 1.225 .895 .231 0.854  
QS12 When someone praises Quiksilver, it feels like a personal compliment. 2.66 1.241 .876 .222 0.816  
QS11 If a story in the media criticises Quiksilver, I would feel embarrassed/angered. 2.60 1.215 .858 .253 0.801  
QS7 When someone criticises Quiksilver, it feels like a personal insult. 2.66 1.192 .854 .282 0.808  
QS8 I am very interested in what others think about Quiksilver. 2.74 1.163 .831 .299 0.780  
QS6 I like the Quiksilver brand because my family and friends like it. 2.96 1.120 .615 .351 0.501  
 Evaluative (EV) 3.76 0.707    .847 
QS3 Quiksilver is a brand I can trust. 3.99 0.768 .158 .817 0.692  
QS2 I like the Quiksilver logo. 4.01 0.796 .154 .759 0.600  
QS1 I would support the Quiksilver brand even if they did not sponsor the event. 3.80 0.866 .204 .712 0.548  
QS5 I often display the Quiksilver brand name on my clothing/accessories. 3.45 1.053 .446 .611 0.573  
QS4 I am well aware of the history and products of Quiksilver. 3.59 0.976 .348 .552 0.426  
 Variance extracted (total 68.979)   44.519 24.460   
 Eigenvalues   7.074 1.815   
Note: aFactor loadings. bCommunalities.  
Extraction Method: Principal Axis Factoring. Rotation method: Varimax with Kaiser Normalization. Rotation converged in 9 iterations.  
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=0.94.  
Bartlett’s Test of Sphericity: Chi-Square=10272.336, df=66, Sig.=0 
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Table 5.6: EFA Results Social Identification Public Brand 

Label Scale, Dimensions, Items Mean Std. Dev Load. a  Com. b α  
 

 Affective-Cognitive (AFC) 2.97 1.092    .951 
GC9 The successes of the Gold Coast are my successes. 2.87 1.256 .916 .213 0.885  
GC11 When someone praises the Gold Coast, it feels like a personal compliment. 2.97 1.263 .883 .222 0.829  
GC10 If a story in the media criticises the Gold Coast, I would feel embarrassed/angered. 2.91 1.255 .879 .192 0.810  
GC8 When I talk about the Gold Coast, I usually say “we” rather than “they”. 2.89 1.276 .837 .258 0.767  
GC6 When someone criticises the Gold Coast, it feels like a personal insult. 3.03 1.298 .837 .305 0.793  
GC7 I am very interested in what others think about the Gold Coast. 3.19 1.264 .780 .316 0.709  
GC4 I often display the Gold Coast name on my clothing/accessories. 2.72 1.272 .681 .233 0.518  
GC5 I like the Gold Coast because my family and friends like it. 3.16 1.227 .597 .345 0.475  
 Evaluative (EV) 3.97 0.776    .792 
GC2 Gold Coast is a surf destination that I identify with. 4.02 0.865 .244 .783 0.673  
GC1 I would support Gold Coast as a destination even if Gold Coast City Council did not 

sponsor the event. 
3.84 0.975 .235 .687 0.527  

GC3 I am familiar with Gold Coast as a holiday destination. 4.05 0.926 .173 .682 0.495  
 Variance extracted (total 67.998)   48.773 19.225   
 Eigenvalues   6.681 1.471   
Note: aFactor loadings. bCommunalities.  
Extraction Method: Principal Axis Factoring. Rotation method: Varimax with Kaiser Normalization. Rotation converged in 9 iterations.  
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=0.93.  
Bartlett’s Test of Sphericity: Chi-Square=9309.617, df=55, Sig.=0 
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There is no set answer in literature regarding item retention in factor analysis 

(Matsunaga, 2015). Often, there can be a need to make a judgement-call on whether to 

retain an item. A decision was made to retain several items that cross loaded with other 

factors due to their meaningfulness in explaining the construct (eg. EN6 – ‘To watch 

surfers compete against each other’ was retained as an entertainment item as watching 

spectators compete can be entertaining for spectators).  

 

Items should be dropped if there are several strong loaders on each factor (eg. 0.50 and 

above) (Osborne & Costello, 2005). For this study, even though items loaded on more 

than one factor (Eg. EN6, QS6, SR3), there was only 1 strong loader among them and 

hence those items which loaded higher on a factor were retained. Moreover, given the 

large sample size of this study, there is lesser room for error.  

 

It is suggested by Costello and Osborne (2005) that after the factor extraction process, 

confirmatory factor analysis (CFA) is to be conducted to;  i) confirm the reliability and 

validity of the measurement scales from the EFA conducted as well as; ii) confirm the 

supporting theory for each construct. However, as suggested by Henson and Roberts 

(2006), following an EFA with a CFA on the same data set is potentially misleading, 

and/or not informative. In other words, identification of factors (EFA) and verification of 

factors (CFA) cannot be done on same data set. Given the exploratory nature of this study 

and limited resources to collect a second data set at the event, a CFA was not conducted 

after the factor extraction process and the results (factor scores) from the EFA were used 

in the regressions analyses. 
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5.1.2.1 EFA Summary 

 

EFA was conducted on a sample of 974 cases to refine the measurement items on two 

constructs; i) motivation to attend events and ii) identification with brands. The results for 

motivation to attend events indicated a six-factor solution for the 27 items. The results for 

identification with brands indicated a two-factor solution for the 12 items for the private 

sponsor’s brand and 11 items for public sponsor’s brand. As shown above in Table 5.4 to 

5.6, all the measurement scales met the standards of construct reliability and validity.  

 

5.1.3 Correlations  

 

Pearson’s correlation coefficient was employed to observe the relationship among the 

variables for both the private and public brands. As described in methods Section 4.3.4.1, 

the data fulfilled the tests of normality and hence correlation analysis was conducted on 

three independent variables and two dependent variables for this study. Overall the 

relationships were statistically significant at the 0.01 level and the coefficients were 

positive ranging from 0.13 to 0.63. The results of the correlation analyses are shown in 

Table 5.7.  

 

Additionally, the strongest relationship between the dependent variables and independent 

variables was between attitude towards private brand and evaluative identification (r. = 

.57) and the weakest relationship was between attitude towards the private brand and 
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escape (r. = .16). All factors were positively associated with attitudes towards the private 

brand and purchase intentions. 

 

Table 5.7: Pearson correlations for all variables – Private Brand 

 Variables 1 2 3 4 5 6 7 8 9 10 
1. Surf-related           
2. Escape .294**          
3. Entertainment .580** .372**         
4. Socialisation .520** .337** .432**        
5. Learning .349** .458** .404** .562**       
6. Reputation .629** .317** .569** .522** .407**      
7. Evaluative ID .524** .193** .415** .367** .248** .504**     
8. Affective-Cognitive ID .520** .176** .173** .412** .292** .464** .577**    
9. Satisfaction .337** .169** .406** .229** .193** .395** .350** .232**   
10. Attitude QS .365** .160** .306** .200** .179** .360** .573** .380** .339**  
11. Purchase Intentions .413** .133** .360** .228** .178** .382** .568** .378** .329** .545** 
**p < .01 

 

 

As for the public brand, the overall relationships were also statistically significant at the 

0.01 level and the coefficients were positive ranging from 0.11 to 0.63. The results of the 

correlation analyses are shown in Table 5.8.  

 

In addition, the strongest relationship between the dependent variables and independent 

variables was between attitude towards public brand and evaluative identification (r. = 

.49) and the weakest relationship was between attitude towards the public brand and 

escape (r. = .16). All factors were positively associated with attitudes towards the public 

brand and purchase intentions. This means that higher levels of motivations to attend, 

identification with brands and satisfaction with event will result in positive attitudes 

towards the brands.  
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Table 5.8: Pearson correlations for all variables – Public Brand 

 Variables 1 2 3 4 5 6 7 8 9 10 
1. Surf-related           
2. Escape .294**          
3. Entertainment .580** .372**         
4. Socialisation .520** .337** .432**        
5. Learning .349** .458** .404** .562**       
6. Reputation .629** .317** .569** .522** .407**      
7. Evaluative ID .268** .163** .312** .210** .182** .417**     
8. Affective-Cognitive ID .422** .162** .183** .396** .249** .500** .494**    
9. Satisfaction .337** .169** .406** .229** .193** .395** .292** .217**   
10. Attitude GC .245** .157** .232** .247** .179** .339** .494** .447** .250**  
11. Revisitation Intentions .249** .109** .190** .234** .125** .314** .327** .340** .127** .261** 
**p < .01 

 

 

5.1.4 Regression 
 

A series of linear and multiple regressions analyses were conducted using three 

dependent variables (attitudes towards the private brand, attitudes towards the public 

brand and future purchase intentions) and three independent variables (motivations to 

attend events, identification with brands and satisfaction with event). To ensure 

reliability, the appropriate assumptions (linearity, normality, multicollinearity, 

homoscedascity) were considered as described in Section 4.3.4. Overall, a sample of 974 

was considered suitable for regression analyses.  

 

This section reports the results from the regression analyses. Several tests were conducted 

based on the research questions proposed in Chapter 3. For this study, regression analysis 

was used to investigate the key influences on the attitude towards a sponsor’s brand and 
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their purchase intentions. First, simple and multiple linear regression analyses were 

conducted to examine which factors have significant effects on spectator attitude towards 

both the private and public brand, and further to determine which factors are most 

influential. A regression analysis was performed separately for the private brand and the 

public brand. Secondly, a series of hierarchical regression analyses were performed to 

investigate any moderating variables on factors affecting spectator attitudes.  

 

5.1.4.1 Factors Affecting Spectator Attitudes 

 

This section reports the results from the regression analyses. Figure 3.3 illustrated the 

model for this study which shows the independent variables (motivations to attend 

events, identification with brands and satisfaction with event) and the dependent variables 

(spectator attitudes and purchase intentions). A set of either simple or multiple linear 

regression analyses were conducted to test which factors significantly affect attitudes 

towards brands which can also affect future purchase intentions. Details of each 

regression model are provided in the following sections, to answer the research questions 

as shown in Table 5.9. 
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Table 5.9: Regression analyses for Research Questions (Phase 1) 

Research Question Data Analysis 
RQ1: Does motivations to attend events 
have a direct effect on attitude towards a 
sponsor’s brand? 

Multiple Regression with 6 MTA factors 
 

RQ2: Does identification with a brand have 
a direct effect on attitude towards a 
sponsor’s brand? 

Multiple Regressions with 2 SID factors 
 

RQ3: Does satisfaction with an event have 
a direct effect on attitude towards a 
sponsor’s brand? 

Linear Regression  
 

RQ4: Which independent variable has a 
more substantial effect on attitude towards 
a sponsor’s brand? 

Multiple Regressions 
 

RQ5a: Does ‘participation in surfing’ 
moderate the relationship between 
motivations to attend, identification with 
brands, satisfaction and attitudes towards 
the private brand? 

Hierarchical Multiple Regressions 
 

RQ5b: Does ‘favouritism towards surfing 
as a sport’ moderate the relationship 
between motivations to attend, 
identification with brands, satisfaction and 
attitudes towards the private brand? 

Hierarchical Multiple Regressions 
 

RQ5c: Does ‘destination visitation because 
of event’ moderate the relationship 
between motivations to attend, 
identification with brands, satisfaction and 
attitudes towards the public brand? 

Hierarchical Multiple Regressions 
 

RQ5d: Does ‘frequency of destination 
visitation’ moderate the relationship 
between motivations to attend, 
identification with brands, satisfaction and 
attitudes towards the public brand? 

Hierarchical Multiple Regressions 
 

RQ7a: Does attitude towards a sponsor’s 
brand have a direct effect on future 
purchase intentions? 

Linear regression 
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As discussed in the Section 4.3.4.1, the assumptions of regression analyses such as 

multicollinearity, normality, linearity, homoscedasticity and independence of residuals, 

were checked in each analysis to ensure the appropriateness of conducting the tests.  

 

Motivation to attend events 

 

In order to answer the first research question (RQ1: Does ‘motivations to attend events’ 

have a direct effect on attitude towards a sponsor’s brand), a multiple regression analysis 

was undertaken consisting of the six ‘motivation to attend’ variables as independent 

variables and attitude towards both the private and public brands as dependent variables. 

Results indicated that model 1 for the private brand was significant (adjusted R2= .16, p < 

0.01), with 4 variables collectively explaining 16 percent of the variance of attitudes 

towards the private brand. The variables ‘entertainment’, ‘surf-related’, ‘escape’ and 

‘reputation’ all had a positive impact on attitudes towards the private brand. The ‘surf-

related’ factor had the strongest effect on spectator attitudes towards the private brand (β 

= 0.25, p < 0.001). Both ‘entertainment’ (β = 0.18, p < 0.001) and ‘reputation’ (β = 0.17, 

p < 0.001) had similar effects on attitudes towards the private brand, while ‘escape’ had a 

smaller influence (β = 0.07, p < 0.05). However, ‘learning’ and ‘socialisation’ were not 

significant (p > 0.05) in the overall model.  

 

Results indicated that model 2 for the public brand was also significant (adjusted R2= .10, 

p < 0.01), with all 6 factors collectively making a contribution by explaining 10 percent 

of the variance of attitudes towards the public brand. The variables ‘entertainment’, ‘surf-
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related’, ‘socialisation’, ‘escape’, ‘learning’ and ‘reputation’ all had a positive impact on 

attitudes towards the public brand. The ‘socialisation’ factor had the strongest 

relationship with spectator attitudes towards the public brand (β = 0.15, p < 0.001) and 

‘learning’ had the least influence (β = 0.06, p < 0.05). Table 5.10 shows the regression 

results for Model 1 and Model 2. 

 

Table 5.10: Regression Results Model 1 and Model 2 

 MTA model 1  
(DV=Attitude towards private brand)  

MTA model 2 
(DV=Attitude towards public brand)  

Variable B Std. Error Beta (β) B Std. Error Beta (β) 
Constant  4.245 .025  4.304 .026  
EN .163 .027 .180*** .125 .028 .135*** 
SR .235 .028 .254*** .113 .029 .119*** 
LE .051 .027 .056 .062 .029 .066* 
ES .070 .026 .079** .091 .028 .100** 
SO .018 .029 .019 .149 .031 .149*** 
RE .173 .029 .178*** .129 .031 .129*** 
R  .401   .318   
R Square  .161   .101   
Adjusted R 
Square  

.156   .095   

Std. Error 
of the  
Estimate  

.766   .817   

F  30.962   18.092   
*p < .05, **p < .01, ***p< .001 
 

 

Identification with brands 

 

To answer the second research question (RQ2: Does ‘identification with a brand’ have a 

direct effect on attitude towards a sponsor’s brand), the multiple regression model 

consisted of the two ‘identification with brand’ variables predicting attitude towards both 
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the private and public brands. Results indicated that model 3 for the private brand was 

significant (adjusted R2= .34, p < 0.01), with both predictors collectively making a 

contribution by explaining 34 percent of the variance of attitudes towards the private 

brand. The ‘evaluative’ factor had a stronger effect on spectator attitudes towards the 

private brand (β = 0.53, p < 0.001) as compared to the ‘affective-cognitive’ factor (β = 

0.21, p < 0.001). Similar results were obtained for the public brand (adjusted R2= .30, p < 

0.01) in model 4, with both predictors collectively explaining 30 percent of the variance 

of attitudes towards the public brand. The ‘evaluative’ factor had a stronger effect on 

spectator attitudes towards the public brand (β = 0.42, p < 0.001) as compared to the 

‘affective-cognitive’ factor (β = 0.31, p < 0.001). Table 5.11 shows the regression results 

for Model 3 and Model 4. 

 

Table 5.11: Regression Results Model 3 and Model 4 

 SID model 3 
(DV=Attitude towards private brand)  

SID model 4 
(DV=Attitude towards public brand)  

Variable B Std. Error Beta (β) B Std. Error Beta (β) 
Constant  4.245 .022  4.304 .023  
AFC .186 .022 .217*** .278 .024 .314*** 
EV .483 .024 .530*** .418 .026 .427*** 
R  .585   .551   
R Square  .342   .304   
Adjusted R 
Square  

.341   .302   

Std. Error 
of the  
Estimate  

.677   .718   

F  252.667   211.850   
*p < .05, **p < .01, ***p< .001 
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Satisfaction with event 

 

To answer the third research question (RQ3: Does ‘satisfaction with an event’ have a 

direct effect on attitude towards a sponsor’s brand?), a simple linear regression model 

consisting of the ‘satisfaction with the event’ variable as the independent variable and 

attitude towards both the private and public brands as the dependent variables. Results 

indicated that ‘satisfaction with the event’ was significantly related (β = 0.34, p < 0.001) 

to attitudes towards the private brand (F = 125.82, p < 0.01, adjusted R2 = 0.11). 

‘Satisfaction with the event’ was also significantly related (β = 0.25, p < 0.001) to 

attitudes towards the public brand (F = 65.04, p < 0.01, adjusted R2 = 0.06). Although the 

regression models are significant, a large proportion of the variance remains unexplained, 

suggesting that there are other factors that can explain the variance in attitudes towards 

brands. Table 5.12 shows the regression results for Model 5 and Model 6.   

 

Table 5.12: Regression Results Model 5 and Model 6 

 SAT model 5 
(DV=Attitude towards private brand)  

SAT model 6 
(DV=Attitude towards public brand)  

Variable B Std. Error Beta (β) B Std. Error Beta (β) 
Constant  2.423 .164  2.915 .174  
SAT .419 .037 .339*** .319 .010 .250*** 
R  .339   .250   
R Square  .115   .063   
Adjusted R 
Square  

.114   .062   

Std. Error 
of the  
Estimate  

.785   .832   

F  125.816   65.035   
*p < .05, **p < .01, ***p< .001 
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Significant factor affecting attitudes towards sponsors’ brands 

 

To find out which independent variable had a more significant effect on attitude towards 

a sponsor’s brand, and to answer the fourth research question (RQ4: Which independent 

variable has a more significant effect on attitude towards a sponsor’s brand?), a multiple 

regression model consisting of all the 3 independent variables predicting attitude towards 

both the private and public brands was undertaken. Results indicated that model 7 for the 

private brand (adjusted R2= .37, p < 0.01) and model 8 for the public brand were both 

significant (adjusted R2= .32, p < 0.01). 

 

‘Identification with brands’ had a more significant relationship on both attitudes towards 

the private and public brands as compared to the other factors. This in turn means that a 

spectator’s affiliation to a sponsor’s brand whereby the levels of identification increase 

with sense of belonging significantly is related to positive attitudes towards the sponsor’s 

brand. Table 5.13 shows the regression results for Model 7 and Model 8. 
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Table 5.13: Regression Results Model 7 and Model 8 

 SIG model 7 
(DV=Attitude towards private brand)  

SIG model 8 
(DV=Attitude towards public brand)  

Variable B Std. Error Beta (β) B Std. Error Beta (β) 
Constant  3.514 .158  3.835 .168  
EN .031 .026 .034 .042 .027 .045 
SR .038 .028 .041 -.025 .027 -.026 
LE .003 .024 .004 .020 .025 .021 
ES .026 .023 .029 .046 .024 .050 
SO -.069 .026 -.072** .067 .027 .067* 
RE .007 .027 .008 -.048 .029 -.048 
AFV .172 .027 .201*** .275 .027 .310*** 
EV .426 .027 .468*** .389 .028 .397*** 
SAT .168 .036 .136*** .108 .038 .085** 
R  .608   .569   
R Square  .370   .324   
Adjusted R 
Square  

.364   .318   

Std. Error 
of the  
Estimate  

.665   .710   

F  62.913   51.351   
*p < .05, **p < .01, ***p< .001 
 

 

Moderating variables – Spectator Characteristics 

 

The previous section presented the key factors affecting attitudes towards a sponsor’s 

brand. This section reports results from the tests for a moderation effect. This study tests 

the moderation effect of spectator characteristics on attitudes towards the sponsors’ 

brands. Research question 5 formulated suggests that these variables may dictate the 

relationship between factors affecting attitudes towards sponsors and behavioural 

outcomes towards the sponsor’s brands. 
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The independent variables represented the 9 factors predicting attitude towards both the 

private and public brands; which consisted of motivation to attend factors (entertainment, 

surf-related, learning, escape, socialisation, reputation), identification with brands factors 

(affective-cognitive, evaluative) and satisfaction. The moderators included; i) 

participation in surfing, ii) favouritism towards surfing as a sport for the private brand,  

iii) destination visitation because of event and iv) frequency of destination visitation for 

the public brand. Results indicated relatively small moderation effects on the relationship 

between predictors and attitudes. The following sub-sections report the results from the 

moderating effects of spectator characteristics. 

 

(i) Participation in surfing  

 

Hierarchical regression was carried out to test for the moderating effect of participation in 

surfing on the relationship between factors affecting attitudes and actual attitudes towards 

the private brand. If the moderating effect is significant, this implies that the relationship 

between the predictors of attitudes and attitudes towards sponsors’ brands changes due to 

the function of the moderator. The test was performed using participation in surfing as 

the moderator with two categories of those who engage in surfing (surfers, n = 667), and 

those who only watch the sports (spectators, n = 307). The results of the hierarchical 

regressions are shown in Table 5.14. The results indicated that there was no significant 

moderating effect of participation in surfing on attitudes towards the private brand.  
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Table 5.14: Moderating Effect of participation in surfing on attitudes towards private 

brand 

 Moderating Factor 1 
(DV=Attitude towards private brand)  

Variable B Std. Error Beta (β) R R2 adjusted 
R2 

Std. 
Error of 

the 
Estimate 

Δ R2 F Δ F 

Step 1 .608 .307 .364 .665 .370 62.913 62.913 
Constant  3.514 .158         
EN .031 .026 .034        
SR .038 .028 .041        
LE .003 .024 .004        
ES .026 .023 .029        
SO -.069 .026 -.072**        
RE .007 .027 .008        
AFV .172 .027 .201***        
EV .426 .027 .468***        
SAT .168 .036 .136***        

Step 2 .608 .307 .364 .665 .000 56.574 .069 
Constant  3.531 .171         
EN .030 .026 .033        
SR .037 .028 .040        
LE .004 .024 .004        
ES .027 .023 .030        
SO -.069 .026 -.072**        
RE .007 .027 .007        
AFV .172 .027 .201***        
EV .426 .027 .468***        
SAT .168 .036 .136***        
PART -.013 .048 -.007        
*p < .05, **p < .01, ***p< .001 

 

(ii) Favouritism towards surfing as a sport  

 

A second hierarchical regression was carried out to test for the moderating effect of 

favouritism towards sport on the relationship between factors affecting attitudes and 

actual attitudes towards the private. The test was performed using favouritism towards 

surfing as a sport as the moderator with two categories of those who indicated surfing as 
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their favourite sport (yes, n = 524), and those who indicated that surfing was not their 

favourite sport (no, n = 444). The results of the hierarchical regressions are shown in 

Table 5.15. The results indicated that there was no significant moderating effect of 

favouritism towards surfing as a sport on attitudes towards the private brand.  

 

Table 5.15: Moderating Effect of favouritism towards surfing as a sport on attitudes 

towards private brand 

 Moderating Factor 2 
(DV=Attitude towards private brand)  

Variable B Std. Error Beta (β) R R2 adjusted 
R2 

Std. 
Error of 

the 
Estimate 

Δ R2 F Δ F 

Step 1 .607 .368 .362 .661 .368 61.963 61.963 
Constant  3.543 .158         
EN .034 .026 .038        
SR .039 .028 .042        
LE .011 .024 .012        
ES .030 .023 .035        
SO -.069 .026 -.071**        
RE .009 .027 .009        
AFV .170 .027 .200***        
EV .419 .027 .463***        
SAT .162 .036 .132***        

Step 2 .608 .370 .363 .661 .002 56.124 2.627 
Constant  3.670 .176         
EN .029 .026 .032        
SR .027 .029 .029        
LE .014 .024 .015        
ES .031 .023 .036        
SO -.070 .026 -.073**        
RE .003 .028 .003        
AFV .168 .027 .197***        
EV .418 .027 .462***        
SAT .159 .036 .129***        
FAVS -.077 .047 -.046        
*p < .05, **p < .01, ***p< .001 
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(iii) Destination visitation because of event 

 

A third hierarchical regression was carried out to test for the moderating effect of 

destination visitation on the relationship between factors affecting attitudes and actual 

attitudes towards the public brand. The test was performed using destination visitation 

because of event as the moderator with two categories of those who indicated that they 

visited the destination because of the event (yes, n = 355), and those who indicated that 

they did not specifically visit the destination because of the event (no, n = 213) (local 

attendees were not included in this analysis). The results of the hierarchical regressions 

are shown in Table 5.16.  

 

The results indicated that destination visitation because of the event had a small 

moderation effect on the relationship between factors affecting attitudes and actual 

attitudes towards the public brand.  
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Table 5.16: Moderating Effect of Destination visitation because of event on attitudes 

towards public brand 

 Moderating Factor 3 
(DV=Attitude towards public brand)  

Variable B Std. Error Beta (β) R R2 adjusted 
R2 

Std. 
Error of 

the 
Estimate 

Δ R2 F Δ F 

Step 1 .550 .303 .292 .786 .303 26.944 26.944 
Constant  3.834 .246         
EN .044 .038 .045        
SR -.049 .041 -.047        
LE .035 .038 .033        
ES .061 .034 .064        
SO .067 .040 .062        
RE -.071 .041 -.067        
AFV .297 .042 .302***        
EV .441 .042 .409***        
SAT .103 .056 .073        

Step 2 .559 .312 .300 .782 .009 25.250 7.278 
Constant  4.077 .260         
EN .058 .038 .059        
SR -.032 .041 -.031        
LE .024 .038 .023        
ES .064 .034 .067        
SO .063 .040 .059        
RE -.064 .041 -.061        
AFV .283 .042 .287***        
EV .425 .042 .394***        
SAT .107 .055 .076        
DESTV -.191 .071 -.099**        
*p < .05, **p < .01, ***p< .001 

 

(iv) Frequency of destination visitation 

 

A fourth and final hierarchical regression was carried out to test for the moderating effect 

of frequency of destination visitation on the relationship between factors affecting 

attitudes and actual attitudes towards the public brand. The test was performed using 

frequency of destination visitation as the moderator with 2 categories of visitors who 
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visited from once a month to less than once a year (Irregular, n = 265), and visitors who 

visited from daily to several times a month (Regular, n = 138). The results of the 

hierarchical regressions are shown in Table 5.17.  

 

The results indicated that frequency of destination visitation had a small moderation 

effect on the relationship between factors affecting attitudes and actual attitudes towards 

the public brand.  
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Table 5.17: Moderating Effect of frequency of destination visitation on attitudes towards 

public brand 

 Moderating Factor 4 
(DV=Attitude towards public brand)  

Variable B Std. Error Beta (β) R R2 adjusted 
R2 

Std. 
Error of 

the 
Estimate 

Δ R2 F Δ F 

Step 1 .569 .324 .318 .710 .324 51.351 51.351 
Constant  3.835 .168         
EN .042 .027 .045        
SR -.025 .027 -.026        
LE .020 .025 .021        
ES .046 .024 .050        
SO .067 .027 .067*        
RE -.048 .029 -.048        
AFV .275 .027 .310***        
EV .389 .028 .397***        
SAT .108 .038 .085**        

Step 2 .572 .327 .320 .708 .003 46.801 4.277 
Constant  3.706 .179         
EN .040 .027 .044        
SR -.022 .027 -.023        
LE .020 .025 .021        
ES .050 .024 .056*        
SO .066 .027 .066*        
RE -.045 .029 -.045        
AFV .260 .028 .294***        
EV .387 .028 .396***        
SAT .108 .038 .084**        
FAVS .056 .027 .057*        
*p < .05, **p < .01, ***p< .001 

 

 

5.1.4.2 Future Purchase Intentions 

 

To answer the seventh research question (RQ7a: Does attitude towards a sponsor’s brand  

have a direct effect on future purchase intentions?), a simple linear regression model was 

undertaken using the attitude towards private and public brand variables as the 
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independent variables and future purchase intentions from both brands as the dependent 

variables. Results indicated that attitude towards the private brand was a significant 

predictor (β = 0.55, p < 0.001) of future purchase intentions from that brand (F = 411.11, 

p < 0.01, adjusted R2 = 0.30). Likewise, attitude towards the public brand was also a 

significant predictor (β = 0.26, p < 0.001) of future revisitation intentions (F = 42.20, p < 

0.01, adjusted R2 = 0.07). Table 5.18 shows the regression results for Model 9 and Model 

10. 

 

Table 5.18: Regression Results Model 9 and Model 10 

 ATT model 9 
(DV=Purchase intentions from 
private brand)  

ATT model 10 
(DV=Purchase intentions from public 
brand)  

Variable B Std. Error Beta (β) B Std. Error Beta (β) 
Constant  .947 .144  2.403 .234  
ATT .676 .033 .545*** .356 .055 .261*** 
R  .545   .261   
R Square  .297   .068   
Adjusted R 
Square  

.297   .067   

Std. Error 
of the  
Estimate  

.867   1.229   

F  411.105   42.196   
*p < .05, **p < .01, ***p< .001 
 

 

5.1.4.3 Summary of the Regression Results (Phase 1) 

 

This section provides a summary of the regression results to answer six research 

questions in Phase 1 as shown in Table 5.19 below. Models 1 to 6 tested the significant 

factors affecting attitudes towards sponsors’ brands. Models 1 and 2 tested the first 
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independent variable affecting attitudes towards the private and public brands, i.e. 

‘motivations to attend events’ which was measured by six variables consisting of 

‘entertainment’, ‘surf-related’, ‘learning’, ‘escape’, ‘socialisation’ and ‘reputation’. 

Models 3 and 4 tested the second independent variable affecting attitudes towards the 

private and public brands, i.e. ‘identification with brands’ which was measured by two 

variables consisting of affective-cognitive items and evaluative items. Models 5 and 6 

tested the third independent variable affecting attitudes towards the private and public 

brands, i.e. ‘satisfaction with the event’ which was measured as a single factor.  

 

Results from the regression analyses revealed that all six ‘motivation to attend’ variables 

were positively related to attitude towards the public brand, whereas ‘learning’ and 

‘socialisation’ did not make a significant contribution to the prediction of attitude towards 

the private brand. This implies that learning and socialisation were of limited influence in 

affecting spectator attitudes towards Quiksilver. In addition, ‘identification with brands’ 

and ‘satisfaction with event’ were also positively related to attitudes towards both the 

private and public brands. Of all three independent variables, ‘identification with brands’ 

had a more significant effect on both attitudes towards the private and public brands.  

 

Spectator characteristics were also tested to see if they had a moderation effect on 

attitudes towards the sponsors’ brands. Results revealed that there was no significant 

moderating effect of ‘participation in surfing’ and ‘favouritism towards surfing as a sport’ 

on attitudes towards the private brand. However, there was a small moderating effect of 

‘destination visitation because of event’ and ‘frequency of destination visitation’ on the 
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relationship between factors affecting attitudes and actual attitudes towards the public 

brand. 

 

Lastly, attitudes towards brands also had a positive relationship with future purchase 

intentions for both the private and public brands, suggesting that positive attitudes 

towards brands may lead to event spectators turning into future customers for those 

brands.  

 

Table 5.19: Summary of Regression results to answer research questions (Phase 1) 

Research Question Result 
RQ1: Does ‘motivations to attend events’ have a direct effect 
on attitude towards a sponsor’s brand? 

Yes 

RQ2: Does ‘identification with a brand’ have a direct effect on 
attitude towards a sponsor’s brand? 

Yes 

RQ3: Does ‘satisfaction with an event’ have a direct effect on 
attitude towards a sponsor’s brand? 

Yes 

RQ4: Which independent variable has a more substantial effect 
on attitude towards a sponsor’s brand? 

Identification 
with brands 

RQ5a: Does ‘participation in surfing’ moderate the relationship 
between motivations to attend, identification with brands, 
satisfaction and attitudes towards the private brand? 

No 

RQ5b: Does ‘favouritism towards surfing as a sport’ moderate 
the relationship between motivations to attend, identification 
with brands, satisfaction and attitudes towards the private 
brand? 

No 

RQ5c: Does ‘destination visitation because of event’ moderate 
the relationship between motivations to attend, identification 
with brands, satisfaction and attitudes towards the public brand? 

Slightly 

RQ5d: Does ‘frequency of destination visitation’ moderate the 
relationship between motivations to attend, identification with 
brands, satisfaction and attitudes towards the public brand? 

Slightly 

RQ7a: Does attitude towards a sponsor’s brand have a direct 
effect on future purchase intentions? 

Yes 
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5.2 Phase 2 

 

The results from the data collected from a follow-up study 6 months after the 2012 

Quiksilver Pro is reported in this section. The results are presented in four main sub-

sections. Firstly, the demographic profile of the event attendees is presented in Section 

5.2.1. Secondly, repeated measures analysis which examined the change in attitude 

towards brands during and after the event is reported in Section 5.2.2. Thirdly, point-

biserial correlation analysis which examined the relationship between purchase intentions 

during the event and actual purchase after the event is reported in Section 5.2.3. Lastly 

logistic regression analysis which examined the relationship between attitudes and actual 

purchase is reported in Section 5.2.4.  

 

Details of each analysis are provided in the following sections, to answer the research 

questions in Phase 2 as shown in Table 5.20. Before elaborating on the analysis 

procedures and respective results, descriptive statistics for demographics are reported 

next.  

 

Table 5.20: Analyses for Research Questions (Phase 2) 

Research Question Data Analysis 
RQ6: Is there a significant difference 
between attitudes towards brands during 
and after the event? 

Repeated Measures 
 

RQ7b: Does attitude towards a sponsor’s 
brand have a direct effect on actual 
purchase 6 months after the event? 

Logistic Regression 
 

RQ8: Is there a significant relationship 
between purchase intentions during the 
event and actual purchase after the event? 

Point-biserial Correlation 
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5.2.1 Demographic and Background Information – Phase 2 (follow up study) 

 

This section reports the pattern of response resulting from the 121 surveys in the second 

phase of this research including demographic profile and background of the sample. 

Information such as level of education, gender, ethnicity, age and income is presented 

using descriptive statistics including mean, percentage and minimum-maximum values. 

Participants from Phase 2 were drawn from a total of 244 successfully delivered email 

invitations derived from participants who provided their email addresses in Phase 1 of the 

study. From these invitations, a total of 140 questionnaires were returned. Data cleaning 

resulted in the removal of 19 cases, thus 121 cases which were deemed usable were 

retained for analysis.  

 

Among the sample of 121, the gender breakdown was even with 50.4% male respondents 

and 49.6% female respondents with majority (76.8%) aged between 15 and 40. Twenty-

four percent reported an annual income of AUD$40,000 - $59,999, while 19.01% earned 

less than AUD$20,000. Also, the majority of the respondents for Phase 2 were either 

Gold Coast residents (38.02%) or residents of Southeast Queensland (23.14%). A 

summary of the demographic profile of the event attendees is shown in Table 5.21. 
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Table 5.21: Phase 2 Respondent Demographics 

Variables Categories N Percentage 
Gender Male 60 50.40 
 Female 61 49.60 
    
Age 15-20 16 13.22 
 21-30 38 31.40 
 31-40 39 32.23 
 41-50 20 16.53 
 51-60 6 4.96 
 60+ 2 1.65 
    
Income Less than $20,000 23 19.01 
 $20,000 - $39,999 18 14.88 
 $40,000 - $59,999 29 23.97 
 $60,000 - $79,999 20 16.53 
 $80,000 - $99,999 10 8.26 
 Over $100,000 7 5.79 
 Prefer not to say 14 11.57 
    
Place of Residence I am a Gold Coast Resident  46 38.02 
 Southeast Queensland 28 23.14 
 International  18 14.88 
 I live across the border, Tweed, 

NSW 13 10.74 
 Elsewhere in New South Wales 13 10.74 
 Elsewhere in Queensland 1 0.83 
 South Australia 1 0.83 
 Tasmania 1 0.83 
 Victoria 0 0.00 
 Western Australia 0 0.00 
 Northern Territory 0 0.00 
 Australia Capital Territory 0 0.00 
 

 

5.2.2 Repeated Measures  

 

This section reports results from the repeated measures analysis. This study tests the 

change in attitude towards brands during and after the event. Research question 6 
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formulated suggests that there could be a significant difference in attitudes towards 

brands during and after the event.  

 

To answer the sixth research question (RQ6: Is there a significant difference between 

attitudes towards brands during and after the event?), general linear model (GLM) 

repeated measures analysis was employed to identify the change in attitudes by the event 

attendees after attending the event, over a period of six months. The moderation factors 

influencing the change of post-visit attitudes over time were further examined if there 

was an effect on the time factor. Hence, the main within-subjects factor was identified as 

time (Time 1 vs. Time 2), and the between-subjects factors were i) actual purchase for 

the private brand (purchasers, n = 77; non-purchasers, n = 44); ii) actual revisitation for 

the public brand (revisitors, n = 52; non-revisitors, n = 23; local residents not included in 

revisitation, n = 46); iii) previous experience attending the event (previous experience, n 

= 70; no experience, n = 51); and iv) residency (locals, n = 46, domestic visitors, n = 57; 

international visitors, n = 18). 

 

The mean scores, standard deviations and the main effect of time on attitude change 

revealed by GLM repeated measures analysis are displayed in Table 5.22.  

 

Table 5.22: Descriptive statistics for main within-subject factor (time) 

Attitude 
towards brands 

Time 1 Time 2 
(during event) (6 months post event) 

Mean SD Mean SD 
Private 4.38 .761 3.64 .815 
Public 4.32 .808 3.71 .853 
Note:  n = 121 
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As illustrated in Table 5.22, the repeated measures analysis discovered that time did in 

fact have a main effect on overall attitudes towards the brands. The overall attitude mean 

score of 3.64 for the private brand assessed after the event was significantly lower than 

the mean score of 4.38 assessed during the event, F (1, 111) = 45.04, p < .0005. 

Likewise, the overall attitude mean score of 3.71 for the public brand assessed after the 

event was also lower than the mean score of 4.32 assessed during the event, F (1, 111) = 

27.49, p < .0005. The results indicate that the event attendees’ overall attitudes towards 

both the private and public brands significantly decreased within the 6-month period. The 

moderating effects from aforementioned several between-subjects variables revealed no 

significant interaction effects.  

 

5.2.3 Purchase Intentions Vs Actual Purchase (Point-Biserial Correlation) 

 

To answer the eighth research question (RQ8: Is there a significant relationship between 

purchase intentions during the event and actual purchase after the event?), point-biserial 

correlation analysis was employed to determine the relationship between purchase 

intentions during the event and actual purchase after the event for the private brand and 

between revisitation intentions during the event and actual revisitation after the event for 

the public brand. The results revealed that there was no significant relationship between 

purchase intentions and actual purchase (rpb = -.003, n = 121, p > .05) for the private 

brand. Results for the public brand revealed that there was a weak negative correlation 

between revisitation intentions and actual revisitation, which was not statistically 

significant (rpb = -.048, n = 121, p > .05). 
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5.2.4 Actual Purchase 

 

To answer the seventh research question (RQ7b: Does attitude towards a sponsor’s brand 

have a direct effect on actual purchase 6 months after the event?), a logistic regression 

model run consisted of the attitude towards private and public brand variables predicting 

actual purchase from the private brand and actual revisitation from the public brand. 

Logistic regression is used to predict categorical dependent variables, with two or more 

categories (Pallant, 2007). The independent variables can be categorical or continuous. 

For this study, the dependent variable (actual purchase or revisitation) is dichotomous, 

indicating if the spectators purchased from the brand or not (for the private brand) or 

revisited the city or not (for the public brand). The logistic regression model for the 

private brand as shown in Table 5.23 was statistically significant, χ2(1) = 8.54, p < 0.01. 

The model explained between 6.8% (Cox & Snell R2) and 9.3% (Nagelkerke R2) of the 

variance in actual purchase and correctly classified 62.8% of cases. However, the logistic 

regression model for the public brand was not statistically significant (p > 0.05). 

 

Table 5.23: Logistic Regression Results Model 11 and Model 12 

 Omnibus 
Tests of 
Model 

Coefficients 

Percentage of variance explained Classification 

Model Chi-square 
(χ2) 

-2 Log 
likelihood 

Cox & 
Snell R 
Square 

Nagelkerke 
R Square 

Overall 
Percentage 

ATT model 11 
(DV=Actual Purchase) 

8.54** 150.09 0.068 0.093 62.8 

ATT model 12  
(DV=Actual Revisitation) 

0.05 92.41 0.001 0.001 69.3 

**p < .01 
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The Wald statistic (W) is used to evaluate the contribution of the predictor in the model. 

It is the square of the B coefficient divided by its standard error (SEB). 

 

In terms of odds ratio (exp β) in the model, as shown in Table 5.24, attitude towards the 

private brand recorded an odds ratio of 0.47. This indicated that respondents who have 

higher attitudes towards brands were 0.5 times as likely to engage in actual purchase than 

those who had lower attitudes. 

 

Table 5.24: Logistic Regressions Predicting Actual Purchase 

DV IV 
B S.E. Wald df Sig. Exp(B) 

95% C.I.for  
EXP(β) 

Lower Upper 
Actual 
Purchase 

ATT 
 (private brand) -.755 .276 7.458 1 .006 .470 .274 .808 

Actual 
Revisitation 

ATT  
(public brand) -.070 .299 .055 1 .815 .932 .519 1.676 

 

Table 5.25 shows the summary of the results to answer three research questions in Phase 

2. 

 

Table 5.25: Summary of results to answer research questions (Phase 2) 

Research Question Result 
RQ6: Is there a significant difference between attitudes towards 
brands during and after the event? 

Yes 

RQ7b: Does attitude towards a sponsor’s brand have a direct 
effect on actual purchase 6 months after the event? 

Slightly 

RQ8: Is there a significant relationship between purchase 
intentions during the event and actual purchase after the event? 

No 
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5.3 Phase 3  

 

This section overviews the results derived from Phase 3. The interview data collected 

from representatives of both the public and private brands after the 2012 Quiksilver Pro 

were analysed to uncover the procedures in place to measure the benefits that sponsoring 

a sport event can bring to an organisation.  

 

When asked why they sponsor the Quiksilver Pro event, the private sponsor indicated: 

“The Quiksilver Pro Gold Coast is our biggest marketing spend in Australia. This major 

event gives Quiksilver the opportunity to awaken the spirit of surfing that lives in 

everyone around the world. It is a platform to showcase our sponsored athletes, product 

innovation, partnership collaboration and social media interaction with today's action 

sport enthusiast!” 

 

When asked why they sponsor the Quiksilver Pro event, the public sponsor indicated: 

“Because having one of the worlds famous WCT event on the GC gives the perception 

that GC is one of the top surfing destinations in the world.” 

 

This indicates that the prestige of the event is what draws these sponsors to invest their 

valuable funds into the event. Another key reason is both sponsors identify with 

destination-event fit suggesting the Gold Coast is indeed a region with one of the best 

surfing beaches with world class waves which makes it perfect to stage a prestigous event 

in the region (Lazarow, 2007).  
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Some of the advantages of sponsoring the event include brand awareness, increase 

audience reach, potential product sales, stronghold over direct competitors, showcase of 

athletes and products for the private sponsor.  

 

“The advantage of sponsoring the event is mainly brand awareness which will hopefully 

be converted into sales. We also hope to increase our audience reach through our online 

(webcast) and screen presence (broadcast).” (Representative - private sponsor) 

 

The advantages of sponsoring the event for the public sponsor include promotion of the 

surfing culture on the Gold Coast, media coverage of the region, brings in tourism to the 

region, boosts the economy from shopping, dining and accommodation not only from 

visitors but the event crew and participants who attend the event with family and friends 

from around the world. There is also great potential to add business to the surfing 

industry including surf equipment and apparel sale and interest in learning how to surf.  

 

“Our sponsorship promotes the surfing culture on the Gold Coast with media coverage. 

This also brings in tourism into the region and boosts the region’s economy from the 

event related activities such as shopping, dining, accommodation, leisure, entertainment 

from event attendees around the country and the world who come here with their families 

and friends and occupy apartment blocks in the area. Even the surfers and event crew 

come to the region with their families and engage in these activities to boost our 

economy.” (Representative - public sponsor) 
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Some of the disadvantages for the private brand for sponsoring the event include high 

costs to run the event (approximately $2.5m) with a lack of funds left for other marketing 

initiatives and also lack of resources such as staff to run the event. On the other hand, 

some of the disadvantages for the public brand for sponsoring the event include 

disruption to local residents in terms of traffic and parking in the area, dislocation of 

locals who avoid the area and recreational surfers are denied access to the area for the 

duration of the event. 

 

When asked what the sponsors get out of sponsoring the Quiksilver Pro, the private 

sponsor indicated that they anticipate an increase in sales, an increase in brand awareness 

and an increase in audience reach. The public sponsor indicated that international 

promotion is the main benefit they receive from sponsoring the event and they try to link 

the event with the Gold Coast as much as possible. For example, banners advertising the 

Gold Coast, stickers in the backdrop of the event collateral as well as video footage of the 

athletes visiting the Gold Coast attractions such as theme parks as arranged by Gold 

Coast Tourism. This indicates that promotion of the brand is the main reason companies 

invest their valuable funds into sponsoring events (Gwinner & Eaton, 1999).  

 

When asked if the sponsors attempt to measure the benefits of their sponsorship, the 

private sponsor indicated that they try to conduct basic research and analyse product sales 

after the event. In contrast, the public sponsor does not measure the benefits of their 

sponsorship. In terms of measuring the success of the event, both sponsors are involved 

in trying to get as much information as possible to measure the success of the event such 

as analysing merchandise sales and audience reach numbers from their website and phone 
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applications for the private brand and through post event report from Quiksilver which 

includes the estimated number of event attendees for the public brand.  

 

Hence it can be seen that the sponsors invest a huge portion of their budget to sponsor 

events with the notion that it will help generate brand awareness and in turn increase 

sales revenue. However, not many sponsors are able to accurately measure the actual 

benefits they receive as a result of their sponsorship which this study anticipates to shed 

some light on and generate future research interest in the area.   

 

5.4 Chapter Summary  

 

This chapter has reported the results from the surveys undertaken in both Phase 1 and 2 

of the study and presented the findings to answer the research questions. It has also 

reported analysis of a qualitative Phase 3 to shed some light on sponsor’s perspective. 

Overall, two main research objectives were assessed: 1) to investigate the key factors 

affecting attitudes towards brands; 2) to investigate whether attitudes have an impact on 

purchase intentions and actual purchase. The findings from the two research objectives 

were presented in two main parts.  

 

The first part reported on the factors affecting attitudes towards brands determined by 

conducting a series of regression analyses to investigate the significant predictors of 

attitudes towards brands. The results indicated that all three independent variables 

‘motivations to attend’, ‘identification with brands’ and ‘satisfaction with an event’ are 
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significant predictors of attitude towards brands, with ‘identification with brands’ having 

a more significant effect on both attitudes towards the private and public brands.  

 

The second part of this chapter reported on the impact of brand attitudes towards 

purchase intentions and actual purchase 6 months after the event which were determined 

by conducting a series of regressions, correlations, repeated measures and logistic 

regression analyses. The results indicated that attitudes towards brands was a significant 

predictor of future purchase intentions for both the private and public brands, suggesting 

that positive attitudes towards brands may lead to event spectators turning into future 

customers for those brands. However, after the event, results revealed that the event 

attendees’ overall attitudes towards both the private and public brands significantly 

decreased within the 6-month period and the spectators were only 0.5 times as likely to 

engage in actual purchase from the private brand.  

 

The last part of the chapter reported on sponsor’s perspectives and the reason they invest 

funds into an event. Results revealed that promotion was the main reason for both brands 

to sponsor the Quiksilver Pro where through the event, the private brand can showcase its 

products and the public brand can showcase its destination. In terms of measuring the 

success of the event, other than estimating event attendance and analysing sales post 

event, there has been no other method to accurately measure the direct outcome of event 

sponsorship.  
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Chapter 6 : Discussion & Conclusion 

 

This thesis sought to investigate the factors which have an impact on spectator’s attitudes 

towards the sponsors’ brands and the subsequent impact it has on purchase intentions of 

the sponsors’ products. In doing so, this investigation examined the attitudes of spectators 

of a surfing event towards the main private sponsor (Quiksilver) and the public sponsor 

(Gold Coast), together with obtaining knowledge about the demographic profile of the 

event spectators and their purchase intentions and purchase behaviour towards both the 

brands.  

 

This chapter presents the discussion of this research and builds upon the results described 

in Chapter Five with the literature reviewed in Chapter Three by discussing the findings 

in relation to the research questions and with reference to the current literature that 

guided the investigation. Collectively, the results of this study strengthen the knowledge 

about the role sport events can play in creating a positive attitude towards a sponsor’s 

brand, which has received limited attention in the existing literature, and provides 

insights into understanding spectator’s attitudes towards sponsors’ brands.  

 

The chapter is structured around the main research objective which is to investigate 

whether a sport event will generate benefits which represent a return on investment to 

sponsors and is presented in the following format. First, the factors affecting attitudes are 

discussed to explain how attitudes towards brands can be influenced. Second, how 

attitudes have changed post event is discussed. Third, how attitudes affect purchase 

intentions and purchase behaviour is discussed. Fourth, the key theoretical and practical 
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contributions which stem from this research are outlined. Fifth, the limitations within the 

current research are acknowledged and suggestions for future research are offered. 

Finally, the chapter concludes with a summary of the research and its contribution to the 

field of event tourism.  

 

6.1 Discussion of Results 

 

The results of this research support the proposition that event spectator attitudes towards 

sponsor brands can be understood from a post-positivist perspective. Results from the 

quantitative study suggested attitudes towards sponsor brands stemmed from their 

motivations to attend the event, their identification with the brands as well as their 

satisfaction with the event. 

 

The first research objective was to identify and investigate the factors affecting attitudes 

towards a sponsor’s brand. Four research questions were used to attain this objective. The 

first research question asked if ‘motivations to attend events’ influence attitudes towards 

a sponsor’s brand. After preliminary analysis on their reliability and validity, 27 

motivation items which clustered into 6 factors (‘entertainment’, ‘surf-related’, 

‘learning’, ‘escape’, ‘socialisation’ and ‘reputation’) were found to be positively related 

to attitudes towards a sponsor’s brand. The second research question asked if 

‘identification with brands’ has an influence on attitudes towards a sponsor’s brand. 

Regression analysis showed that identification with brands had a strong influence on 

attitudes towards a sponsor’s brand. The third research question asked if ‘satisfaction 

with the event’ had a direct effect on attitude towards a sponsor’s brand. The results 
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revealed that satisfaction with the event had a direct positive effect on attitudes towards a 

sponsor’s brand. The fourth research question assessed which of the three influencing 

factors had a more substantial effect on attitude towards a sponsor’s brand. The results 

indicated that identification with brands had the strongest effect on attitudes towards a 

sponsor’s brand. These findings make it imperative to understand the underlying factors 

that can influence an event spectator’s attitudes towards a sponsored brand and how it can 

benefit the sponsors indirectly.  

 

Another research objective of this study was to determine whether certain 

(sponsor/destination-event fit) characteristics mediate the relationship between factors 

affecting attitudes towards a sponsor’s brand and attitudes towards brands. Hence, the 

fifth research question dealt with the moderating effect of characteristics such as 

‘participation in surfing’, ‘favouritism towards surfing as a sport’, ‘destination visitation 

because of event’ and ‘frequency of destination visitation’ on attitudes towards the 

sponsors’ brands. The outcome was that there were no significant moderating effects of 

any of the spectator characteristics on attitudes towards both the private and public 

brands.  

 

Another research objective of this study was to determine whether a time factor had an 

influence on spectator’s attitudes towards a sponsor’s brand, hence research question six 

dealt with understanding attitudes towards the sponsors’ brands post event. The results 

revealed that attitudes towards both the private and public brands decreased considerably 

post event.  
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This research observed some key relationships between these attitude influencing factors 

and, to provide a deeper insight into the research problem, research questions seven and 

eight dealt with the direct sponsor benefit by investigating the relationship between 

attitudes towards brands and future purchase intentions, and actual purchase from that 

brand. The results revealed that there was no relationship between purchase intentions 

and actual purchase for the private brand and there was a weak negative correlation 

between revisitation intentions and actual revisitation for the public brand. Also, 

spectators who had more positive attitudes towards the brands were 0.5 times as likely to 

engage in actual purchase.  

 

6.1.1 Demographic profile of surf event attendees 

 

A number of studies have acknowledged the importance of surf tourism to a region with 

the growing population of surfers worldwide (eg. Lazarow, et al., 2007; O’Brien & 

Eddie, 2013). However, only a few studies on the profile of surf tourism market exist (eg. 

Sotomayor & Barbieri, 2016; Towner, 2016b). As there has been limited scholarly efforts 

to better understand the surf spectator market segment it was an objective of this study to 

determine the profile of the surf event attendees to the Quiksilver Pro event. Results from 

this study revealed that the demographic profile of surf event spectators of the 2012 

Quiksilver Pro is gender equal, highly educated, medium-high annual income, average 

age of 30 years and from the Gold Coast. They are also interested in surfing and had prior 

experience attending the event and attended the event with their friends or family. 

Although these results are specific to the 2012 Quiksilver Pro event, they share a 

commonality with the profile of surf tourists in previous studies in terms of age and 
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income (Dolnicar & Fluker, 2003a; Sotomayor & Barbieri, 2016). The results indicate 

that the average event attendee/surf tourist has the means to travel to attend and enjoy the 

surfing events and also engage in other activities while travelling (Echtner & Ritchie, 

2003). This suggests that surfing is sport that can generate significant economic impacts 

on the region as well as for sponsor brands.  

 

6.1.2 Factors Affecting Spectator Attitudes 

 

6.1.2.1 Motivations to attend events 

 

A review of literature in Chapter 3 highlighted that sporting events can conjure an 

emotional connection to consumers and play an important role in their lives; hence it is 

important to understand the various motivations that attracts an individual to attend an 

event (Chanavat, et al., 2010). Although motivations to attend an event is an established 

concept (eg. Funk, et al., 2009; Hinch & Higham, 2004; Wann, 1995), it cannot be 

generalised for all studies due to differing human needs and the type of event that people 

are drawn to. Moreover, the concept has not been used to investigate spectator attitudes. 

Due to the fact that there is no consensus on any one framework to be used in sport event 

tourism, this study developed a motivation scale adapted from previous studies (e.g., 

Hinch & Higham, 2004; Wann, 1995) to explore the effect of spectators’ motivations to 

attend an event on their attitude towards sponsors’ brands. Therefore Research Question 

1 asked: Does ‘motivations to attend events’ have a direct effect on attitude towards a 

sponsor’s brand? 
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Results from Phase 1 provide a response to this question. In Phase 1, six ‘motivation to 

attend event’ factors were identified from the factor analysis as discussed in Section 

5.1.2. The factors were: Entertainment (EN), Surf-Related (SR), Learning (LE), Escape 

(ES), Socialisation (SO) and Reputation (RE). As presented in Section 3.5.1, a number of 

studies discussed the motives of event attendance and travel behaviour which were 

similar factors identified in this study (e.g., Hinch & Higham, 2004; Wann, 1995). 

Entertainment refers to whether the spectators think that the event provides entertainment 

opportunities and experiences (Getz, 2008; Wann, et al., 1995). Surf-Related refers to 

whether the spectators are drawn to a surf-related/themed event. Somewhat surprisingly, 

the factor, event theme-related has not been widely discussed in previous motivations to 

attend event literature possibly due to existing motivation scales used. Wakefield (1995) 

discussed the factor ‘involvement with the sport’ as an attribute that can affect event 

attendance, which is how one’s personal interest in the sport can increase their attendance 

at the sport event/game. This factor covers an aspect of an event theme-related 

motivation. Learning refers to whether the spectators associate educational aspects with 

an event (e.g., Hinch & Higham, 2001). It reflects a spectators’ benefit of gaining 

knowledge by attending an event. Escape refers to whether an event can provide a 

spectator with a break from their normal daily routines (e.g., Getz, 2008; Wann, et al., 

1995). Socialisation refers to whether individuals associate the chance for social 

interactions with others at an event (e.g., Trail & James, 2001). Reputation refers to the 

recognition or prestige a spectator associates with an event (e.g., Neirotti, 2005). Until 

now, the main focus of these studies has been only on understanding the motivations and 

reasons of why people attend events. However, there is no study investigating the effect 
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of motivations to attend event on spectator attitudes. This is the first study to investigate 

this phenomenon. 

 

Using regression analysis as discussed in Section 5.1.4.1, the factors ‘entertainment’, 

‘surf-related’, ‘escape’ and ‘reputation’ all had a positive impact on attitudes towards the 

private brand with the ‘surf-related’ factor having the strongest effect. This is obvious 

due to the surfing oriented event theme. Two factors ‘learning’ and ‘socialisation’ did not 

have an impact on attitudes towards the private sponsor’s brand. This suggests that the 

individuals who attended the event to learn or experience something new and socialise 

with family and friends have a more neutral attitude towards the private sponsor’s brand, 

in this case, Quiksilver as these are extrinsic motivations to attend an event.  

 

Findings of the study also indicate that the more a spectator is motivated by the event 

theme and reputation, entertainment opportunity and escape from their daily routine, the 

more positive were those spectators’ attitudes towards the private sponsor’s brand. This 

suggests that the individuals who attended the event because 1) it was a surf event and 

had a good reputation, 2) the event was entertaining, and 3) the event provided them an 

opportunity to do something new; have a more favourable attitude towards the private 

sponsor’s brand, in this case, Quiksilver as these are more intrinsic motivations to attend 

an event.  

 

On the other hand, all six motivation factors had a positive impact on attitudes towards 

the public sponsor’s brand with the ‘socialisation’ factor having the strongest effect and 

‘learning’ with the least effect. Findings of the study indicate that the more a spectator is 
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motivated by the opportunity to socialise with others, event theme and reputation, 

entertainment opportunity, escape from their daily routine and educational aspect of the 

event, the more positive were those spectators’ attitudes towards the public sponsor’s 

brand. This also reiterates that individuals who attended the event to learn or experience 

something new have a more neutral attitude towards a sponsor’s brand, in this case, Gold 

Coast, however, unlike the private sponsor’s brand, socialisation had the highest effect on 

attitudes towards Gold Coast as a destination. This could be due to the fact that 

individuals visit a destination mainly with friends and family and socialisation is an 

important component of their visit (Funk, et al., 2007).  

 

Overall, these findings answered Research Question 1, which means that motivations to 

attend an event do in fact have a direct effect on attitude towards a sponsor’s brand. But 

there could also be other factors which can have an effect on spectator attitudes towards 

sponsors’ brands as discussed next.  

 

6.1.2.2 Identification with brands 

 

Identification stems from social identity theory and a review of literature in Chapter 3 

shows that the concept has been widely used in sport team identification within a sport 

context (eg. Branscombe & Wann, 1991; Gwinner & Swanson, 2003). A key notion of 

the theory is that highly identified group members of a sport/brand may show preference 

to anything linked with the sport/brand including event or game attendance and even 

merchandise purchase (Madrigal, 2001). The literature reviewed suggests that an increase 

in team identification leads to positive attitudes and behaviours towards those teams (e.g., 
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Kwon, et al., 2007). To date, there have been a few investigations of this very concept 

towards an event sponsor’s brand (e.g., Madrigal, 2001). A second research question was 

developed to examine how brand identification can influence attitudes towards the 

sponsors’ brands: Does ‘identification with a brand’ have a direct effect on attitude 

towards a sponsor’s brand? 

 

Results from Phase 1 provide a response to this Research Question 2. Using an adapted 

version of the uni-dimensional Sport Spectator Identification Scale (SISS) from Wann 

and Branscombe’s (1993) study, two identification factors Affective-Cognitive and 

Evaluative were identified from the factor analysis as discussed in Section 5.1.2. This 

result is somewhat consistent with the Team Identification Scale (TIS) developed by 

Dimmock, Groove and Eklund (2005). Their study consisted of three factors: 

cognitive/affective, personal evaluative and other evaluative factors. In this study, 

cognitive-affective identification refers to the degree of knowledge and sense of 

belonging a spectator has towards the brand and evaluative identification refers to the 

degree of positive or negative thoughts a spectator holds towards the brand. This in turn 

suggests that identification is in fact a multidimensional factor and should be measured 

using a multidimensional scale (Dimmock, et al., 2005; Heere & James, 2007), however 

the dimensions are subject to change and context-specific measures of identification 

should be used in future research (Dimmock, et al., 2005).  

 

Using regression analysis as discussed in Section 5.1.4.1, both the affective-cognitive and 

evaluative factors had a positive impact on attitudes towards both the private and public 

sponsor’s brands with the ‘evaluative’ factor having a stronger effect for both brands. 



160 
 

Findings of the study indicate that the more a spectator identifies with a brand the more 

positive were the spectators’ attitudes towards the sponsors’ brands. Overall, these 

findings answered Research Question 2 which means that identification with brands does 

in fact have a positive effect on attitude towards a sponsor’s brand. Consistent with a 

study conducted by Madrigal (2001), when identification is high, individuals are more 

likely to have positive attitudes towards supporting sponsors. However, Madrigal’s study 

is focused on corporate sponsors of a sport team, rather than sponsors of an event. Team 

identification may differ from brand identification whereby highly identified members of 

a team may also be fans of the team. However, it is hard to measure if an individual is a 

fan of a brand. Fandom is a concept mostly explored with teams and athletes and it could 

be the reason why highly identified members of a team patronise a corporate sponsor’s 

brand regardless of their attitudes towards the sponsor (Madrigal, 2000). Data for this 

study was collected merely from sport spectators and fans were not differentiated from 

the group. This is further discussed in future research suggestions below.  

 

6.1.2.3 Satisfaction with event 

 

Lastly, satisfaction which is usually a post-consumption evaluation, is an important 

outcome for any study, and was investigated in this research as well. However, in 

different settings, spectators can have different expectations that can bring about different 

levels of satisfaction. For this reason, researchers have suggested a single measure of 

satisfaction (e.g., Assaker, et al., 2011) which was used in Phase 1 to answer Research 

Question 3: Does ‘satisfaction with an event’ have a direct effect on attitude towards a 
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sponsor’s brand? Satisfaction refers to the pleasurable and emotional effect in response 

to the accomplishment of a longing or desire (Hede, et al., 2004). 

 

Using regression analysis as discussed in Section 5.1.4.1, satisfaction had a positive 

impact on attitudes towards both the private and public sponsor’s brands. Findings of the 

study indicate that the more a spectator is satisfied with an event, the more positive were 

those spectators’ attitudes towards the sponsors’ brands. Overall, these findings answered 

Research Question 3 which means that satisfaction with an event does in fact have an 

effect on attitude towards a sponsor’s brand.  

 

6.1.2.4 Significant factor affecting attitudes towards sponsor’s brand 

 

Research Question 4 was formulated to evaluate the most significant factor out of the 

three (motivations, identification and satisfaction) towards a sponsor’s brand: Which 

independent variable has a more significant effect on attitude towards a sponsor’s 

brand? 

 

Using regression analysis as discussed in Section 5.1.4.1, ‘identification with brands’ was 

found to have a more significant relationship on both attitudes towards the private and 

public brands as compared to motivations and satisfaction. That means, spectators who 

highly identify with a brand are more likely to have positive attitudes towards that brand 

and may show favouritism to anything associated with the brand including event 

attendance and merchandise purchase (e.g., Madrigal, 2001) for a private brand like 
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Quiksilver and frequency of patronage (e.g., Lanagan, 2002) for a public brand like 

destination Gold Coast.  

 

The findings of Research Questions 1, 2, 3 and 4 addressed the first objective of this 

thesis, which was to identify the factors influencing spectator’s attitudes towards 

sponsors’ brands. The findings show that spectators’ attitudes towards sponsors’ brands 

stemmed from their motivations to attend the event, their identification with the brands as 

well as their satisfaction with the event. However, it must be noted that these are not the 

only factors which can influence attitudes towards brands and this is further discussed in 

Section 6.4. 

 

6.1.2.5 Moderating variables  

 

This section discusses findings related to Research Question 5, which was developed to 

examine whether certain (sponsor/destination-event fit) characteristics mediate the 

relationship between motivations to attend, identification with brands, satisfaction and 

attitudes towards brands. The moderators included i) participation in surfing and ii) 

favouritism towards surfing as a sport for the private brand; and iii) destination visitation 

because of event and iv) frequency of destination visitation for the public brand. Using 

hierarchical regression analysis, results indicated that participation in surfing and 

favouritism towards surfing as a sport had no significant moderating effect on attitudes 

towards the private brand. However, for the public brand, destination visitation because 

of event and frequency of destination visitation both had a small moderation effect on 

spectator attitudes. Findings show that visiting a destination solely because of an event 
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and how frequently one visits a destination both had a small role in influencing the 

relationship between motivations, identification and satisfaction and spectator attitudes 

towards sponsors’ brands. This means that the more often a spectator visits the Gold 

Coast, the more positive will be their attitudes towards the destination. 

 

6.1.3 Attitudes and Behavioural Outcomes 

 
 
There has been some research conducted on spectator attitudes and their purchase 

behaviour (e.g., Biscaia, et al., 2013; Irwin, et al., 2003; D. Lee, Trail, Lee, & 

Schoenstedt, 2013). Although none of them adopt the same approach as this study, there 

are some similarities and differences in the findings between these studies and the current 

research. In the next section, these similarities and differences are addressed with 

reference to the results of this study and relevant literature.  

 

As discussed above, the overall goal of the study was to investigate whether a sport event 

generates benefits to sponsors. Benefits sought by sponsors are increased positive 

attitudes as well as positive behavioural outcomes toward the sponsors’ product. In the 

case of Quiksilver, this would be a favourable attitude towards and purchase of their surf 

apparel and equipment. In the case of Gold Coast City Council, this would be a 

favourable attitude toward and revisitation of the destination.  

 

Answering a call for more longitudinal studies on sponsorship effectiveness 

(Woisetschläger & Michaelis, 2012), research Question 6 was developed to examine 

whether there was a significant difference between spectator attitudes towards the 



164 
 

sponsors’ brands during and after the event. This comparison examined attitude changes 

over time and sheds light on whether sponsorship dollars have been well spent to promote 

positive attitudes post event: Is there a significant difference between attitudes towards 

brands during and after the event? 

 

Results from Phase 1 and 2 provide a response to Research Question 6. Using general 

linear model (GLM) repeated measures analysis as discussed in Section 5.2.2, the change 

in spectator attitudes was measured six months post event. Findings of the study indicate 

that spectator’s attitudes towards both the private and public brands decreased 

significantly six months post-event.  These findings answered Research Question 6 which 

means that there is a significant difference between attitudes towards brands during and 

after the event. This is consistent with literature whereby a casual spectator may observe 

an event and forget about it thereafter (Pooley, 1979) hence resulting in lowered attitudes 

towards brands post-event. This could be due to the fact that while at the event, the 

spectators are hyped up as they are immersed in the event atmosphere, however, post 

event, although the attitudes were still favourable, they were significantly less so.  

 

6.1.3.1 Purchase Intentions & Actual Purchase 

 

Consumers’ attitudes towards a brand plays an important role towards the associated 

brand’s product or service (Jago, et al., 2003) potentially resulting in a decision on 

whether to purchase it. Hence, behavioural outcome is the result after a consumed 

product or service has been evaluated by a consumer. As discussed previously, there has 

been some research conducted on spectator attitudes and their purchase behaviour. 
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However, most focus on measuring purchase intentions instead of actual purchase 

behaviour. Zaharia, et al. (2016) suggested that a more accurate measure of sponsorship 

effectiveness is measuring purchase behaviour to rule out the gap between a spectator’s 

purchase intentions and actual purchase.  

 

Research Questions Seven and Eight were formulated to examine this phenomenon:  

RQ7a: Does attitude towards a brand/sponsor have a direct effect on future purchase 

intentions?  

RQ7b: Does attitude towards a brand/sponsor have a direct effect on actual purchase 6 

months after the event?  

RQ8: Is there a significant relationship between purchase intentions during the event and 

actual purchase after the event? 

 

Results from Phase 1 and 2 provide a response to Research Questions 7 and 8. 

Correlation and regression analyses were utilised to investigate the spectators’ 

behavioural outcomes as discussed in Sections 5.1.4.2, 5.2.3 and 5.2.4. Results revealed 

that attitude towards both the private and public brands is positively related to future 

purchase or revisitation intentions from that brand. The findings answered Research 

Question 7a which means that attitude towards a sponsor’s brand does in fact have a 

direct effect on future purchase intentions (Lanagan, 2002; Madrigal, 2004). The nature 

of the sponsor (Papadimitriou, et al., 2016) is an important factor which can have 

different results for the effect of attitudes on purchase intentions. In this case, the effect 

of attitudes on purchase intentions for both the private and public brands was positive. 
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This suggests that while at the event, spectators are thinking about their future purchases 

from the sponsors.  

 

In terms of actual purchase, the regression results were not significant for the public 

brand (Gold Coast) indicating that positive attitudes towards a destination brand does not 

have a direct effect on actual revisitation to that destination. Somewhat similar to the 

findings from a study conducted by Zaharia, et al. (2016) which concluded that attitude 

towards the sponsor was not related to actual purchase of the sponsor’s products. 

However, their study was based on a jersey sponsor of a football club and their findings 

suggested that factors such as not needing the product as anticipated, heavily discounted 

competing product or unavailability of desired product could be the reasons for non-

purchase at the time. In terms of Gold Coast as a destination, given that visiting a 

destination could be more costly as compared to purchasing a physical product, even 

though an individual may have positive attitudes towards a destination, they may not 

necessarily revisit the destination until a need or want arises. Morever, follow-up data 

was collected six months after the event and for visitors who live interstate and overseas; 

a revisit to the Gold Coast may be unlikely in such a short time period.   

 

However, for the private brand, results revealed that respondents who have positive 

attitudes towards the brand were 0.5 times as likely to engage in actual purchase from 

that brand. This is consistent with results from past sport research (e.g., Biscaia, et al., 

2013). The findings partially answered Research Question 7b which means that attitude 

towards a sponsors’ brand may or may not have a direct effect on actual purchase six 

months after the event. The effect is different for different sponsors and their products 



167 
 

and services. In this case, a destination brand does not guarantee actual revisitation even 

though respondents have positive attitudes towards the brand. Lastly, the comparison of 

purchase intentions and actual purchase revealed that there was no significant 

relationship between the two indicating that individuals who may have purchase 

intentions during the event, may not proceed to engage in actual purchase behaviour 

towards the brand and vice versa. The findings answered Research Question 8 which 

suggests that there is no significant relationship between purchase intentions during the 

event and actual purchase after the event. This could be due to the fact that spectators’ 

decisions to purchase may have altered after the event. These decisions could have been 

based on various reasons such as the price of the products, alternative purchases, 

spectators forgetting about the event or product or even just a general change of mind. 

 

Overall, these findings answered and supported the research questions leading to the 

conceptualisation developed in Chapter 3. 

 

6.2 Theoretical and Practical Contributions   

 

The above findings provide a number of theoretical contributions to the literature. 

Overall, this research led to four main theoretical contributions to the literature. The first 

contribution relates to generating an improved understanding of identification with 

brands and its multidimensionality. The second contribution is related to providing 

additional understandings of factors which have a significant effect on attitudes towards 

brands. The third contribution is an improved understanding of the relationship between 
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attitudes towards brands and purchase intentions, and insights into how post-event 

attitudes affect actual purchase.  

 

6.2.1 Brand Identification 

 

The first theoretical contribution of this research stems from the use of a multi-

dimensional identification scale. As discussed previously, to date, in a sport context, the 

use of an uni-dimensional identification scale has been common regardless of the 

multidimensionality of the concept (e.g., Dimmock, et al., 2005). The current research 

contributed theoretically by employing an adapted version of Wann and Branscombe’s 

(1993) SSIS and Dimmock, Groove and Eklund’s (Dimmock, et al., 2005) TIS to explore 

identification in an Australian sport context. This study reiterates the multifaceted nature 

of the identification construct which better aligns with the principles of social identity 

theory (Tajfel, 1974). This research extends the application of social identification into a 

branding context and examined its effect on attitudes towards a sponsor’s brand. In doing 

so, the current research has established that, similar to studies on team identification, 

identification with a brand can cause individuals to have positive attitudes towards that 

brand. Furthermore, this research provides empirical evidence that the dimensionality of 

identification can vary depending on the context it is used in.  
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6.2.2 Factors affecting attitudes towards brands 

 

The second theoretical contribution stemming from this research is an improved 

understanding of various factors that can affect attitudes towards sponsors’ brands. 

Previous research in this area is limited and mainly relates to brand/destination image 

creation and purchase intent (Dean, 1999; Gwinner, 1997) and were predominantly 

conducted on sport teams or fans (Cornwell & Coote, 2005; Olson & Thjømøe, 2009). 

The common influences on attitudes towards brands are factors such as brand awareness 

and experience. By exploring new factors which can influence attitudes towards 

sponsors’ brand such as spectators’ motivations to attend an event, their identification 

with a brand and their satisfaction with an event this research contributes to both brand 

image and destination image literature.  

 

6.2.3 Attitudes and Behavioural Outcomes 

 

Longitudinal analysis conducted on attitudes and intentions provide improved 

understandings related to behavioural outcomes. This study examined attitude change 

over a six month period using a longitudinal approach. This approach contributed to 

valuable findings of attitude change to the limited existing brand image and destination 

image literature. Limited studies have adopted longitudinal research because of the 

difficulties in employing this method in reality. For attitudinal and behavioural studies, a 

longitudinal method is essential as immediate attitudes and intentions of individuals may 

be inflated by the event experience (Pooley, 1979). By allowing these individuals a 
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period of time to settle back into a state of normality, only then can credible and objective 

evaluations be made regarding attitudes and intentions.  

 

The findings from this study also provide practical contributions to both private brand 

sponsors and public brand sponsors. Executives of sponsoring firms have relied on 

personal opinions and assumptions to gauge the benefits of their sponsorships (Hoek, et 

al., 1993). From a sponsor’s perspective a good understanding of spectator attitudes 

towards both public and private funders/sponsors can lead to a successful event outcome. 

Gaining the ability to influence buyer decisions via event sponsorship can imply millions 

of dollars of potential revenue to the organisation itself, as well as to the overall industry. 

An understanding of what it takes a brand to translate its marketing efforts into more 

favourable market attitudes, and hopefully future sales dollars will benefit market players 

of the industry and potentially contribute to improved decision making for surf event 

organisers and surf businesses, as they face the threat of numerous competitors in 

Australia and the world today.  

 

By understanding what factors can influence brand attitudes, sponsors can create a more 

attractive event experience for the event attendees. For instance, by understanding an 

individual’s motives to attend an event and event satisfaction, sponsors can focus their 

marketing efforts on improving the consumer’s experience. Also, by understanding that 

an individual who identifies with a brand will have positive attitudes towards that brand, 

sponsors can implement strategies such as social media pages and customised events for 

these brand identifiers to convert those attitudes into purchase behaviour.  
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Moreover, destinations, sponsors and event managers can use this information for future 

event planning, especially in terms of destination-event-sponsor fit. Destinations can look 

to attract events that have a clear fit with the destination to improve brand awareness. The 

closer the fit, the more likely it will attract attendees. Events can negotiate with sponsors 

and discuss destination attributes to assess the best locations to host future events and if 

there is unlikely to be fit characteristics, it might be worthwhile to invest marketing funds 

elsewhere.  

 

6.3 Limitations and Future Research 

 

Data was collected from spectators at a major surfing event using surveys that asked the 

respondents to indicate their behaviour, attitudes and intentions. This approach requires 

the acknowledgement of limitations. The limitations are presented not to invalidate the 

contribution of the current research but rather, to recognise the boundaries present while 

conducting the study, as well as identify future research opportunities. Six issues have 

been identified for future research. The first four points address the limitations of this 

study. These limitations relate to the research context, research design, the sampling, and 

measurement scales. The other two points are further directions for future research. These 

future suggestions are the influence of other factors affecting spectator attitudes and the 

recognition of fans from the surf spectator population. 

 

The first limitation is the representativeness of the findings presented by an Australian 

case study. This study is based on a sample of people attending a specific sporting event 

held in Australia; hence the results of the study should be used with caution before 
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generalising the findings to different types of sporting events and the broader population 

of sport event spectators worldwide. Results may differ if different sports, events or 

sponsors were studied. Hence, replicating the study in various other contexts would be 

useful in extending the generalisability of the findings. Future research should also 

examine how spectator attitudes towards brands differ between competitor brands in the 

same industry. For example, exploring the case study of an event sponsored by surf 

retailer Billabong or Rip Curl will be interesting to compare against the current study.  

 

The second limitation stems from the research design and relates to the exploratory 

nature of the study. The exploratory nature of the study meant that there was not a lot of 

material available in existing literature to inform the design of the study. Moreover, the 

predominantly quantitative nature of this study did not allow for an in-depth 

understanding of spectators’ behaviours, attitudes and intentions. A mixed methods 

approach could be used in follow up research to allow for a more comprehensive analysis 

of spectator attitudes towards brands. While qualitative research may uncover and expand 

the understanding of additional considerations which have not been examined in this 

research, thereby probing into unexplained phenomena, there is sufficient underlying 

theory as described in Chapter Four to justify a quantitative approach for this study.  

 

Also, given the longitudinal nature of the study, any causal inferences must be treated 

with caution. The sample population for the follow up study was obtained based on 

voluntary participation of the spectators and it could be possible that motivated, highly 

identified and satisfied spectators completed this survey. This could have introduced a 

potential bias towards the sponsor’s brands. However, through comparing the 
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demographic breakdown of the two phases in this study, both groups had similar 

demographic profiles which also matches the profile of event attendees at a previous 

event (Quiksilver, 2010). Given that there are limited studies on attitudes towards 

sponsor’s brands that have adopted a longitudinal approach, there is little empirical 

evidence to understand how and why a spectator forms an attitude towards a sponsor’s 

brand and how this attitude will influence purchase decisions and how these change over 

time. Therefore the current study acts as a key step towards examining spectator attitudes 

and purchase decisions towards a sponsor’s brand over time. Future research can provide 

additional support and overcome the limitations of this study.  

 

The third limitation concerns the sampling procedures employed. This research included 

multiple responses from the spectators who attended the 2012 Quiksilver Pro. Ideally, 

probability sampling would have been the preferred method of sampling, where each 

spectator has an equal chance of being selected. However, due to a high refusal rate from 

those spectator’s who were systematically selected, the alternative method of 

convenience sampling was substituted which could have introduced additional biases 

based on the preferences of the researcher who distributed the surveys. This also meant 

that the data collected were not independent as a spectator’s attitudes towards sponsors’ 

brands may be partially influenced by the attitudes of other individuals within the study. 

Moreover, it may be that only individuals with a high opinion of surfing or the surfing 

event were interested in participating in the research. Unfortunately, this issue was 

unavoidable given the case study design of the research where data could not have been 

collected at another time. However, to ensure temporal representativeness, data was 

collected throughout the duration of the event. Also, multiple survey methods (on site and 
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online) were used to maximise convenience for respondents and therefore maximise 

response rates. Although measures were taken to ensure population representativeness, 

future research is needed to determine whether similar findings are applicable to a wider 

range of surf event spectators with different characteristics and behavioural patterns. 

 

Fourthly, the survey responses inherently contain measurement error that can be 

attributed to the use of scales to measure constructs and the inability of respondents to 

provide an accurate and unbiased account of their behaviour, attitudes and intentions. The 

amount of error, however, was limited by the use of previously established scales and by 

the careful adaptation of items to suit the current study. Furthermore, the validity of the 

results suggested that measurement error was not a major issue in this study. However, 

addressing these issues can help with forthcoming studies. For example, the second 

independent variable, brand identification was measured using an adaptation of the Sport 

Spectator Identification Scale (SSIS) (Wann & Branscombe, 1993) and Team 

Identification Scale (TIS) (Dimmock, et al., 2005). The results of the exploratory factor 

analysis made it apparent that the variation in the group characteristics can also vary the 

dimensionality of identification. Future research could focus on developing items that are 

better aligned with the tripartite components (cognitive, affective and evaluative) of 

identification which stems from social identity theory (Tajfel, 1974). A good starting 

point would be to use the existing multidimensional Team*ID scale by Heere and James 

(2007) to measure brand identification.   

 

The following three points provides further suggestions for future research associated 

with the current study. This research discovered three factors which can influence 
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spectator attitudes towards the sponsors’ brand, namely ‘motivations to attend an event’, 

‘identification with brands’ and ‘satisfaction with the event’. The research model 

however, did not test and identify all possible factors influencing spectator attitudes 

towards the sponsors’ brands such as serious leisure (Stebbins, 1982) which has 

generated recent interest in surf industry research (Barbieri & Sotomayor, 2013). The 

results in this study revealed that satisfaction influences attitudes towards brands 

therefore we need a better understanding of what influences satisfaction. Future research 

could investigate this phenomenon. This is particularly important at outdoor sporting 

events which are reliant on factors such as weather, surf conditions, crowding etc. which 

are beyond the control of event organisers. Future research is also needed to identify fans 

from the spectator population as while a casual spectator might forget about the event and 

lose interest in the brands, a true fan pursues his/her interest (Pooley, 1979) in the brand, 

possibly resulting in purchase behaviour (Crimmins & Horn, 1996; Gwinner & Swanson, 

2003).  

 

6.4 Conclusion  

 

This thesis sought information from spectators of the 2012 Quiksilver Pro to answer the 

main goal of the study which was to investigate whether sport events generate benefits 

which represent a return on investment to sponsors. In doing so, the quantitative data 

collected, provided insights into the role sport events can play in creating positive 

attitudes towards a sponsor’s brand. In addition, three key factors; ‘motivations to attend 

events’, ‘brand identification’ and ‘satisfaction with an event’ evidently have an impact 

of on spectators’ attitudes towards sponsors’ brands. In the main study (Phase 1), self-
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administered and online questionnaires were utilised to collect data on spectator attitudes 

towards sponsors. A total of 974 cases were deemed suitable for analysis and a series of 

regression analyses were conducted to explore factors affecting spectator attitudes. 

Results revealed brand identification or a spectator’s affiliation to a sponsor’s brand was 

the most substantial factor affecting attitudes towards the sponsor’s brand. In the follow-

up study (Phase 2), online questionnaires were utilised to collect longitudinal data on 

spectator attitudes towards sponsors post-event. A total of 121 cases were deemed 

suitable for analysis and a series of regression analyses and repeated measure analysis 

were conducted to post-event attitudes and behaviours. In terms of purchase behaviour, 

the result revealed that attitude towards a sponsor’s brand does in fact have a direct effect 

on future purchase intentions but may or may not have a direct effect on actual purchase 

post-event. Actual purchase in fact differs for different sponsors and their products and 

services due to altered decisions after the event. Overall, these findings contribute to 

theoretical understanding of spectators’ attitudes and have implications for event 

sponsors and managers in the planning and investing funds on events.  
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RESEARCH INFORMATION SHEET 
 
1) Who is conducting the research? 
Ms Kavaljit Randhawa  T: (07) 5552 7672 E: k.randhawa@griffith.edu.au                          
Dr Liz Fredline  T: (07) 5552 8697   E: l.fredline@griffith.edu.au 
Dr Sacha Reid  T: (07) 3735 6559   E: s.reid@griffith.edu.au 
                            
Griffith Business School            
Department of Tourism, Leisure, Hotel and Sport Management 
Gold Coast campus, Griffith University 
  
2) Why is the research being conducted? 
This research is being conducted to investigate if the sport event will generate benefits which 
represent a return on investment to sponsors from the viewpoint of both the private funder 
(Quiksilver) and public funder (Gold Coast City Council). To achieve this goal, the ‘Quiksilver 
Pro’ will be used as a case study to gain understanding of the attitudes spectators have towards 
sponsors/brands. One of the main benefits sought by sponsors are increased positive attitudes 
toward the sponsors’ product. In the case of Quiksilver, this would be a favourable attitude 
toward their surf apparel and equipment. In the case of Gold Coast City Council, this would be a 
favourable attitude toward the destination.  
 
Kaval Randhawa who is conducting the survey is a PhD candidate at Griffith University with the 
Department of Tourism, Leisure, Sport and Hotel Management, and is undertaking the research 
project under the supervision of Dr Liz Fredline.  
 
3) What you will be asked to do? 
You will be asked to fill in a self administered questionnaire of approximately 45 questions. 
 
4) The basis by which participants will be selected or screened? 
Participants have been selected by systematic sampling method. 
 
5) The expected benefits of the research 
An understanding of spectator perceptions would be of interest to 1) the host region (Gold Coast) 
to justify investment in the sector and get a better understanding of the impact of the event on the 
destination and 2) private sponsors (Quiksilver) to justify the sponsorship dollars spent and how it 
translates into future purchase intentions/revenue. Especially for sponsors, gaining ability to 
influence buyer decisions via event sponsorship can imply millions of dollars of potential revenue 
to the organization itself, as well as to the overall industry.  
 
6) Risks to you 
There are no foreseeable risks to the participants in this research. If, at any time, participants feel 
distressed or uncomfortable with any of the questions, they should alert the researcher and cease 
the survey. 
 
7) Your Confidentiality 
The information provided by you will remain confidential. Nobody except the research team will 
have access to it. 
 

8) Your participation is voluntary 
Your participation is completely voluntary and you are free to withdraw from the study at 
anytime. 

mailto:k.randhawa@griffith.edu.au
mailto:l.fredline@griffith.edu.au
mailto:s.reid@griffith.edu.au
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9) Privacy Statement 
The conduct of this research could involve the collection, access and/ or use of your personal 
information such as your email address or phone number. The information collected is 
confidential and will not be disclosed to third parties without your consent, except to meet 
government, legal or other regulatory authority requirements. A de-identified copy of this data 
may be used for other research purposes. However, your anonymity will at all times be 
safeguarded. For further information consult the University’s Privacy Plan at 
www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan or 
telephone (07) 55527226. 
 

10) Questions/Further information 
If you have further questions regarding this research, please contact Kavaljit Randhawa at 
k.randhawa@griffith.edu.au or (07) 5552 7672. 
 

11) Ethical Conduct in Human Research 
If at any stage you have concerns, questions or require further information about the research 
please to not hesitate to contact the researcher on the number above. Griffith University conducts 
research in accordance with the National Statement on Ethical Conduct in Human Research. If 
you have any concerns or complaints about the ethical conduct of the research project you should 
contact the Manager, Research Ethics on (07) 55527226 or research-ethics@griffith.edu.au.  
 
12) Feedback to you 
If you would like to receive a summary of the research outcomes once the study is complete, 
please contact the researcher on the above contact details. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
 
 

http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
mailto:k.randhawa@griffith.edu.au
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Thank you for participating in this research. Your responses are important for the better 
understanding of the Gold Coast Surfing Industry. This survey consists of seven sections which 
takes approximately 10-15 minutes to complete and is a research project conducted 
through Griffith University. The overall goal of the study is to investigate spectator attitudes 
towards a sponsor’s brand and the benefits that a sport event can bring to the companies that 
sponsor the event. 
 
Note: Please base your response to the questions below to the 2012 Quiksilver Pro event you 
visited at Coolangatta. This study is interested in your attitude towards the brands of the key 
public sponsor Gold Coast City Council (therefore think of Gold Coast as a brand) and key 
private sponsor (therefore think of Quiksilver as a brand).  
 
(Section A) Background Information 
 
The first section of the survey asks you some background information and your 
involvement with surfing and the Quiksilver Pro event.  
 
1) While at the event, where you mainly 
watching the surfing from? Please select one 
option only. 
 
1  Beach 
2  VIP Marquee Area 
3  Surf Club 
4  Other (please state) 

____________________________ 
 
2) Who is your favourite male surfer?  
_________________________________ 
 
3) Who is your favourite female surfer?  
_________________________________ 
 
4) What 3 words come to mind when you 
think of Quiksilver as a brand  
 

 
 
1  
2  
3  

5) What 3 words come to mind when you 
think of Gold Coast as a destination 
 

 
 

1  
2  
3  
 
6) Which of the following is your favourite 
surf brand? Please select one option only. 
 
1  Quiksilver 
2  Billabong 
3  Rip Curl 
4  Other (please state brand) 

____________________________ 
5  No particular favourite 
 
  

COMPLETE 
SURVEY TO 
WIN UP TO 

$1000 IN 
PRIZES!! 

SEE BACK FOR DETAILS 

 PhD Research Project 
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7) Which of the following applies to your 
participation in the sport of Surfing? Tick all 
that apply. 
 
1  I am a professional surfer 
2  I am a frequent surfer 
3  I am an occasional surfer 
4  I am an active surf tourist  

(engage in surfing while on vacation) 
5  I am a passive surf tourist  

(only travelled to attend a surf event) 
6  I am a surf spectator  

(only watch the sport) 
7  I do not participate but my  

family/friend is one of the above   
8  I am neither a surfer nor spectator 
 
8) Is Surfing your favourite spectator sport?  
 
1  Yes 
2  No  
 
9) On a scale of 1 to 5, what is your level of 
interest in Surfing as a sport?  
 
1  Extremely Uninterested 
2  Uninterested 
3  Neutral 
4  Interested 
5  Extremely Interested 
 
10) On a scale of 1 to 5, what is your level 
of commitment to the sport of Surfing?  
 
1  Strongly Uncommitted 
2  Uncommitted 
3  Neutral 
4  Committed 
5  Strongly Committed  
 
11) Are you inspired to take up surfing as a 
sport after attending the Quiksilver Pro 
event? 
 
1  Yes 
2  No  
3  I am already a surfer 
 
 

12) What is your level of interest with the 
Quiksilver Pro Surf Event? Please select one 
of the statements below. 
 
1  I have absolutely no interest in the event or 

the associated festivities, even when the 
event is held on the Gold Coast  

2  I am not interested in the event but enjoy 
the other festivities associated with the 
event  

3  I am not particularly interested in the event 
but I like to see it when it is on the Gold 
Coast 

4  I am interested in the event and watch it 
when I can 

5  I am an avid fan of the event, and I try to 
never miss it 

 
13) Over the 11 years that this event has 
been held on the Gold Coast, how many 
times have you attended? Tick all the years 
that apply. 
 
1  2002 
2  2003 
3  2004 
4  2005 
5  2006 
6  2007 
7  2008 
8  2009 
9  2010 
10  2011 
11  2012 
 
14) Between Feb 25 to Mar 7, how many 
days are you planning to attend this event? 
Please select one option only. 
 
1  1-2 days 
2  3-5 days 
3  6-10 days 
4  All days 
5  Only semi-finals 
6  Only finals 
7  Other (please state)  

_________________________________ 
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15) How did you hear about this event? Tick 
all that apply. 
 
1  Word of mouth 
2  Television 
3  Radio 
4  Internet 
5  Prior experience attending event 
6  Friends and family 
7  Organisation you work for 
8  Print media (magazine/newspaper etc) 
9  Other (please state)  

_________________________________ 
 
16) Who have you attended this event with? 
Tick all that apply.  
 
1  No one, I am on my own 
2  Children 
3  Spouse or partner 
4  Parents 
5  Colleagues 
6  Friends  
7  Other (please state)  

_________________________________ 
 
17) In 2012, are you also planning to attend 
other Quiksilver/Roxy Pro events? Tick all 
that apply.  
 
1  Roxy Pro France, Jul (World Tour) 
2  Quiksilver Pro France, Sept  

(World Tour) 
3  Copa Quiksilver El Salvador, Apr  

(Men's Star Event) 
4  Quiksilver Classico Mazatlan  

Mexico, May (Men's Star Event) 
5  Quiksilver PE Pro Mexico, Jul  

(Men's Star Event) 
6  Quiksilver/Roxy Pro Junior Brazil,  

Mar (Junior Qualifying Event) 
7  Quiksilver Pro Junior South Africa,  

Apr (Junior Qualifying Event) 
8  Roxy Wahine Cup South Africa,  

Jun (Junior Qualifying Event) 
9  Quiksilver Pro Junior Japan, Aug 

 (Junior Qualifying Event) 
10  Quiksilver in Memory of Eddie  

Aikau Hawaii, Dec (Specialty Event) 
11  Not attending any 
 
 

18) What is your normal place of residence? 
Please select one option only. 
     
1  I am a Gold Coast Resident  

(Proceed to Section B - Qns 26) 
2  I live across the border, Tweed, NSW 
3  Southeast Queensland 
4  Elsewhere in Queensland 
5  Elsewhere in New South Wales 
6  Victoria 
7  South Australia 
8  Western Australia 
9  Tasmania 
10  Northern Territory 
11  Australia Capital Territory 
12  International (please state country) 

 _____________________________ 
  
19) If you are not a Gold Coast resident, is this 
your first visit to the Gold Coast?  
 
1  Yes (Proceed to Qns 21) 
2  No   
 
20) On average, how often do you visit the 
Gold Coast? Please select one option only. 
 
1  Less than once a year 
2  Once a year 
3  Several times a year 
4  Once a month 
5  Several time a month 
6  Once a week 
7  Several times a week 
8  Daily 
 
21) What is the primary purpose of your visit 
to the Gold Coast this time? Please select one 
option only. 
 
1  To attend the 2012 Quiksilver Pro 
2  Other outdoor recreation 
3  Visiting friends and relatives 
4  Entertainment 
5  Holiday 
6  Business 
7  Education 
8  Personal 
9  Some other reason (please state) 

 _____________________________ 
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22) Would you have come to the Gold Coast at 
about this time if the Quiksilver Pro had not 
been on? 
 
1  Yes, probably 
2  No, probably not   
 
23) What other activities did you also 
participate in or intend to participate in while 
you are on the Gold Coast? Please tick all that 
apply. 
 
1  Shopping 
2  Dining 
3  Entertainment 
4  Recreation 
5  Visiting friends and relatives 
6  Other (please state) ____________________ 

24) How many nights do you intend to stay on 
the Gold Coast this time? 
_________________________ 
 
25) What type of accommodation did you stay 
in at the Gold Coast? Please select the one 
option where most of your nights were spent. 
 
1  Travelled daily from home 
2  Hotel/Motel   
3  Hostel/Backpackers 
4  Rented apartment/unit/house 
5  Own apartment/unit/house 
6  Camping/caravan 
7  Stayed with friends or relatives 
8  Other (please state)  

________________________________ 

 
 
 
(Section B) Motivations to attend event 
 
The second section asks you about your motivations to attend the 2012 Quiksilver Pro 
event. 
 
26) How important were each of the following motivation factors in your decision to attend the 
2012 Quiksilver Pro event. Please rate the importance of each factor from Very Unimportant (1) 
to Very Important (5). Circle only one of the options below for each statement.  
 
 

 Very 
Unimportant 

Unimportant  Neither 
Important nor 
Unimportant 

Important Very 
Important 

SURF-RELATED      

To watch surfers compete against 
each other  1 2 3 4 5 

To get a feeling of achievement 
when my favourite surfer wins 

1 2 3 4 5 

To support my favourite surfer 1 2 3 4 5 

For my love of surfing 1 2 3 4 5 

To track the statistics of specific 
surfers competing in a world tour 
event 

1 2 3 4 5 

To meet/mingle with my 
favourite surfer 1 2 3 4 5 

ESCAPE      

To escape from my day to day 
activities 

1 2 3 4 5 

For a change of pace from what I 
do regularly 1 2 3 4 5 

For a change of environment 1 2 3 4 5 
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Very 
Unimportant 

Unimportant  Neither 
Important nor 
Unimportant 

Important Very 
Important 

ENTERTAINMENT & 
EXCITEMENT 

     

For the fun and excitement 1 2 3 4 5 

To be entertained from the 
stimulation and thrill of the 
competition 

1 2 3 4 5 

To enjoy the skilful performance 
of the professional surfers  

1 2 3 4 5 

To enjoy the unique atmosphere 1 2 3 4 5 

Because I enjoy surf events 1 2 3 4 5 

SOCIALISATION      

To spend time / socialise with my 
family or friends 1 2 3 4 5 

To be with/meet people who 
have similar interests 

1 2 3 4 5 

To make new friends 1 2 3 4 5 

To make new business contacts 1 2 3 4 5 

LEARNING      

To do/experience something 
different 1 2 3 4 5 

To learn about myself 1 2 3 4 5 

To expand my knowledge of 
surfing  

1 2 3 4 5 

CURIOSITY      

Because I was curious 1 2 3 4 5 

To discover something new 1 2 3 4 5 

EXPERIENCE      

Because I have been to the event 
previously 1 2 3 4 5 

REPUTATION      

Because Quiksilver Pro is such a 
prestigious event 1 2 3 4 5 

Because this event is special to 
me 

1 2 3 4 5 

DESTINATION      

Because Gold Coast is such a 
good tourist destination 

1 2 3 4 5 

 
 
27) What other factors were important in your decision to attend the 2012 Quiksilver Pro event? 
Please state. 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
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(Section C) Social Identification  
 
The third section asks you about your social identification with brands, event and sport. 
 
28) Read the following social identification statements and select what you think is the most 
relevant answer. Please indicate if you Strongly Disagree (1) to Strongly Agree (5) with the 
statements below. Circle only one of the options below for each statement. 
 

Brand - Quiksilver Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
I would support the Quiksilver brand 
even if they did not sponsor the event. 1 2 3 4 5 

I like the Quiksilver logo. 1 2 3 4 5 

Quiksilver is a brand I can trust. 1 2 3 4 5 

I am well aware of the history and 
products of Quiksilver. 

1 2 3 4 5 

I often display the Quiksilver brand 
name on my clothing/accessories. 1 2 3 4 5 

I like the Quiksilver brand because my 
family and friends like it. 1 2 3 4 5 

When someone criticizes Quiksilver, it 
feels like a personal insult. 1 2 3 4 5 

I am very interested in what others think 
about Quiksilver. 1 2 3 4 5 

When I talk about Quiksilver, I usually 
say “we” rather than “they”. 

1 2 3 4 5 

The successes of Quiksilver are my 
successes. 1 2 3 4 5 

If a story in the media criticises 
Quiksilver, I would feel 
embarrassed/angered.  

1 2 3 4 5 

When someone praises Quiksilver, it 
feels like a personal compliment. 1 2 3 4 5 

 
 

Brand - Gold Coast Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
I would support Gold Coast as a 
destination even if Gold Coast City 
Council did not sponsor the event. 

1 2 3 4 5 

Gold Coast is a surf destination that I 
identify with. 1 2 3 4 5 

I am familiar with Gold Coast as a 
holiday destination. 

1 2 3 4 5 

I often display the Gold Coast name on 
my clothing/accessories. 1 2 3 4 5 

I like the Gold Coast because my family 
and friends like it. 1 2 3 4 5 

When someone criticizes the Gold 
Coast, it feels like a personal insult. 1 2 3 4 5 

I am very interested in what others think 
about the Gold Coast. 1 2 3 4 5 
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Brand - Gold Coast (con’t) Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
When I talk about the Gold Coast, I 
usually say “we” rather than “they”. 1 2 3 4 5 

The successes of the Gold Coast are my 
successes. 

1 2 3 4 5 

If a story in the media criticises the Gold 
Coast, I would feel 
embarrassed/angered.  

1 2 3 4 5 

When someone praises the Gold Coast, 
it feels like a personal compliment. 1 2 3 4 5 

 
 

Event – Quiksilver Pro Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
Quiksilver Pro is a surf event that I 
identify with. 

1 2 3 4 5 

I love attending the Quiksilver Pro 
event. 1 2 3 4 5 

I often purchase event merchandise 
when I attend the Quiksilver Pro event. 

1 2 3 4 5 

I like the Quiksilver Pro event because 
my family and friends like it. 1 2 3 4 5 

The Quiksilver Pro elevates the image 
of Gold Coast as a destination. 1 2 3 4 5 

I think the Quiksilver Pro has an 
outstanding reputation on the Gold 
Coast. 

1 2 3 4 5 

 
 

Sport - Surfing Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
I find my life revolves around surf 
related events. 1 2 3 4 5 

Keeping up to date with surfing events 
is satisfying to me. 

1 2 3 4 5 

I find myself visiting surf destinations 
regularly. 1 2 3 4 5 

I feel more strongly towards the brand 
which sponsors the winning surfer. 1 2 3 4 5 

Being actively involved in surfing is 
important to my self-image. 

1 2 3 4 5 

I often visit surf destinations to discover 
new waves. 1 2 3 4 5 

I am well aware of the history and 
knowledge of surfing. 

1 2 3 4 5 

A large proportion of my clothing and 
accessories is surf branded. 1 2 3 4 5 

I enjoy surfing because my family and 
friends enjoy it. 1 2 3 4 5 
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(Section D) Attitude towards Sponsors 
 
The fourth section asks you questions about your attitude towards the sponsor brands. 
 
29) Please indicate how you would rate your knowledge about the following. Tick only one box 
for each. 
 

 
 

No previous 
knowledge    Very 

Knowledgeable 
 
1) Quiksilver as a surf brand 
 

     

 
2) Gold Coast as a destination 
 

     

 
3) Quiksilver Pro event 
 

     

 
 
30) Please indicate how you feel about the statements below. Tick only one box for each.  
 

 
 

Very 
Unfavourable    Very 

Favourable 
 
1) How do you feel about 
Quiksilver as a surf brand? 

 
 

 
 

 
 

 
 

 
 

 
2) How do you feel about 
Gold Coast as a destination? 

 
 

 
 

 
 

 
 

 
 

 
3) How do you feel about the 
Quiksilver Pro event? 

  
 

 
 

  

 
 
 
31) Please rate how you feel toward the following. Circle only one of the options below for each 
statement. 
 

 Like it a lot 
less Like it less Like it about 

the same Like it more Like it a lot 
more 

Quiksilver compared to 
other surf brands 

1 2 3 4 5 

Gold Coast compared to 
other destinations 1 2 3 4 5 

Quiksilver Pro event 
compared to other surf 
events 

1 2 3 4 5 
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 (Section E) Purchase Intentions 
 
The fifth section asks you about your intentions to purchase from sponsors after your 
attendance at the event. 
 
32) As a result of your attendance at the event today, are you likely to consider purchasing 
products of both the public and private sponsors. Circle what you think is the most relevant 
answer. Please select only one option. 
 

 Very Unlikely Unlikely Neutral Likely  Very likely 
How likely are you to buy at 
least one Quiksilver product in 
the next 6 months? 

1 2 3 4 5 

Please proceed to Qns 33 now if you are a Gold Coast resident, otherwise, please continue below. 
 Very Unlikely Unlikely Neutral Likely  Very likely 
How likely are you to revisit 
Gold Coast in the next 6 
months? 

1 2 3 4 5 

 
 
33) Would you be interested in participating in follow up research to help us with measuring post 
event consumption? 
 
1  Yes (please provide Email:  __________________________________________) 
2  No 
 
34) Approximately, how much have you spent on Quiksilver products in the past 6 months? Please 
select one option only. 
 
1  Have not purchased 
2  $1 to $100 
3  $101 to $250 

4  $251 to $500 
5  $501 to $1000 
6  Over $1000 

 
35) Where have you purchased your Quiksilver products from? Tick all that apply. 
 
1  Quiksilver Website 
2  Quiksilver Retail Shop 
3  Other Online Sites (please state) 

_______________________________ 

4  Other Retail Shops (please state) 
_______________________________ 

5  Somewhere else (please state) 
_______________________________ 

 
36) What do you intend to buy from Quiksilver in the next 6 months? Tick all that apply and please 
indicate what product you intend to purchase. 
 
1  Surfboards and Surf Hardware 

_______________________________ 
2  Apparel (eg. boardshorts, tshirts) 

_______________________________ 
3  Wetsuits & Accessories  

(eg. watches, eyewear) 
_______________________________ 

5  Other Accessories 
(eg. footwear, hats, bags, belts) 
_______________________________ 

6  Other  
(eg. skate and snow gear) 
_______________________________ 

7  None of the above 
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(Section F) Satisfaction  
 
The sixth section asks about your satisfaction with the 2012 Quiksilver Pro event you 
attended. 
 
37) After visiting the event, please indicate your level of satisfaction with the event. 
 
  Very 

Dissatisfied 
(1) 

  Dissatisfied  
 

(2) 

  Neutral 
 

(3) 

  Satisfied 
 

(4) 

  Very 
Satisfied 

(5) 
 
38) Please explain why you were satisfied / dissatisfied after attending the event. 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
 
39) Are you likely to attend another Quiksilver Pro event and recommend it to others? Circle 
what you think is the most relevant answer. Circle only one of the options below for each 
statement. 
 

 Very Unlikely Unlikely Neutral Likely  Very likely 
Would you attend another 
Quiksilver Pro event on the Gold 
Coast? 

1 2 3 4 5 

Would you recommend the 
Quiksilver Pro event to others? 

1 2 3 4 5 

Would you recommend the 
Quiksilver brand to others? 1 2 3 4 5 

Would you recommend the Gold 
Coast as a destination to others? 

1 2 3 4 5 

 
 

40) What suggestions do you have to improve the Quiksilver Pro event for future? 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
 
41) Any other comments?  
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
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(Section G) Demographic Profile 
 
The last section of the survey asks for your demographic profile. None of this information 
will be used to personally identify you.  
 
42) Do you or any member of your 
household currently work for any of the 
following organisations? Please select one 
option only. 
        
1  Quiksilver  
2  Association of Surfing Professionals  

(ASP) 
3  Surfing Queensland 
4  Surfing Australia 
5  Gold Coast City Council 
6  Gold Coast Tourism 
7  Other tourism related organisation  

(please state) 
_______________________________ 

8  Other surf related organisation 
(please state) 
_______________________________ 

9  None of the above 
 
43) What is the highest education level you 
have completed? Please select one option 
only. 
 
1  No formal qualifications 
2  High School 
3  Trade Qualification 
4  Technical College / TAFE Diploma 
5  Undergraduate Degree 
6  Postgraduate Degree 
7  Other (please state)  

_______________________________ 
 
 
 

 
44) In what year were you born? 
____________________________ 
 
45) What is your gender? 
 
1  Male 
2  Female 
 
46) Which of the following best describes 
your ethnicity? Please select one option 
only. 
 
1  African 
2  European 
3  Asian 
4  Middle Eastern 
5  South American 
6  North American 
7  Oceanic (Aus, NZ, Pacific Islands) 
8  Other (please state) 

_______________________________ 
 
47) What is your approximate annual 
personal income? Please select one option 
only. 
 
1  Less than $20,000 
2  $20,000 - $39,999 
3  $40,000 - $59,999 
4  $60,000 - $79,999 
5  $80,000 - $99,999 
6  Over $100,000 
7  Prefer not to say 

 
 

 
 

 
 

 
 
 

Please check that you have not accidentally missed any questions. 
Thank you very much for completing the survey. 

Please turn over for details on how to enter survey draw to win up to $1000 in prizes. 
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NAME: ____________________________________________ 
 
MOBILE: ____________________________________________ 
 
EMAIL: ____________________________________________ 

 

PLEASE COMPLETE SECTION BELOW TO ENTER  
DRAW TO WIN THESE FABULOUS PRIZES: 

 
1st PRIZE - $300 Quiksilver Voucher 
2nd PRIZE - $200 Quiksilver Voucher 
3rd PRIZE - $100 Quiksilver Voucher 

 

Quiksilver Merchandise, Corona VIP deck passes & other cool prizes  
up for grabs daily as well!!  

Ask us how…we’re located at the pass booth. 
 
 
 
Conditions of Entry: 

1) Entrants must fully complete the Surf Industry Survey in order to be eligible to enter the prize 
draw. 

2) The Griffith Uni research team is not responsible for receipt of incorrect, inaccurate or incomplete 
information, caused by an entrant. 

3) The Griffith Uni research team will not be held responsible for the loss, theft or damage to any 
prize after it has been awarded, or for any injury that results directly or indirectly from this 
promotion. 

4) Prize winners will be notified by phone/email.  
5) Prize is not transferable and cannot be taken as cash.  
6) Prize value is correct at time of publication, but no responsibility is taken for any variation in the 

value of the prize.  
7) Unclaimed prizes will be kept for 2 weeks after the winners are drawn. If unclaimed after that time 

another winner will be drawn. 
8) The Griffith Uni research team can amend the terms & conditions of the prize draw without prior 

notice. 
9) By entering the prize draw, entrants will be deemed to have accepted these terms & conditions. 
10) Any queries regarding the survey/prize draw can be directed to k.randhawa@griffith.edu.au or 

(07) 5552 7672. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                                                                                                                        
 
 

      This section will be detached and entered into the prize draw! 

The best drawing of the Quiksilver logo (in the box below) could win you a fabulous prize daily!  
 

 

mailto:k.randhawa@griffith.edu.au
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Thank you for participating in Phase 1 of my study. Your responses which were collected at the 
2012 Quiksilver Pro earlier this year were very much appreciated and are important for the better 
understanding of the Gold Coast Surfing Industry.  
 
Phase 2 of the study is a post event consumption evaluation and attempts to measure your 
attitude and behaviour towards brands after attending an event. This short survey consists 
of 20 questions and will take 5-10 minutes of your time to complete. This is a research 
project conducted through Griffith University. The study has been approved by Griffith 
University’s Human Research Ethics Committee (Protocol number 
HSL/32/10/HREC). Detailed explanation of the study can be obtained from the survey 
link below.   
  
Your participation is very much appreciated and is important to the success of my 
research. Upon completion of the survey, you can enter a lucky draw for a chance to win 
1 of 2 x $100 Quiksilver Vouchers. 
 
Note: Please base your response to the questions below to the 2012 Quiksilver Pro event you 
attended at Coolangatta earlier this year. This study is interested in your purchase behaviour 
towards the brands of the key public sponsor Gold Coast City Council (therefore think of Gold 
Coast as a brand) and key private sponsor (therefore think of Quiksilver as a brand).  
 
1) What is your normal place of residence? Please select one option only. 
     
1  I am a Gold Coast Resident  
2  I live across the border, Tweed, NSW 
3  Southeast Queensland 
4  Elsewhere in Queensland 
5  Elsewhere in New South Wales 
6  Victoria 
7  South Australia 
8  Western Australia 
9  Tasmania 
10  Northern Territory 
11  Australia Capital Territory 
12  International (please state country) 

 _____________________________ 
 
2) In what year were you born? ____________________________ 
 

 PhD Research Project 
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3) What is your gender? 
 
1  Male 
2  Female 
 
4) What is your approximate annual personal income? Please select one option only. 
 
1  Less than $20,000 
2  $20,000 - $39,999 
3  $40,000 - $59,999 
4  $60,000 - $79,999 
5  $80,000 - $99,999 
6  Over $100,000 
7  Prefer not to say 
 
5) After attending the Quiksilver Pro, what do you now think of Quiksilver as a brand? 
 

 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 
6) After attending the Quiksilver Pro, what do you now think of Gold Coast as a destination? 
 

 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 
7) Which of the following is your current favourite surf brand? Please select one option only. 
 
1  Quiksilver / Roxy 
2  Billabong 
3  Rip Curl 
4  Other (please state brand) 

____________________________ 
5  No particular favourite 
 
8) After attending the Quiksilver Pro event, have you taken up surfing as a sport? Please select 
one option only. 
 
1  Yes 
2  No  
3  I am already a surfer 
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9) After attending the event, is Surfing now your favourite spectator sport? Please select one 
option only. 
 
1  Yes 
2  No  
3  It is already my favourite sport 
 
10) Please indicate how you feel about the below statements after attending the 2012 Quiksilver 
Pro event. Circle only one of the options below for each statement. 
 

 
 Very much less 

Favourable 
Less 

Favourable 

About the same 
as while I was at 

the event 

More 
Favourable 

Very much 
more 

Favourable 
How do you feel about 
Quiksilver as a surf brand 
after attending the Quiksilver 
Pro? 

1 2 3 4 5 

How do you feel about Gold 
Coast as a destination after 
attending the Quiksilver Pro? 

1 2 3 4 5 

How do you feel about the 
Quiksilver Pro event after 
attending the event? 

1 2 3 4 5 

 
11) Since the event earlier this year, have you purchased any Quiksilver products? 
 
1  Yes (Proceed to Qns 12) 
2  No (Proceed to Qns 15) 
 
12) Approximately, how much have you spent on Quiksilver products in the past 6 months? 
Please select one option only. 
 
1  Have not purchased  
2  $1 to $100 
3  $101 to $250 
4  $251 to $500 
5  $501 to $1000 
6  Over $1000 
 
13) Where have you purchased your Quiksilver products from? Tick all that apply. 
 
1  Quiksilver Website 
2  Quiksilver Retail Shop 
3  Other Online Sites (please state) 

_______________________________ 
4  Other Retail Shops (please state) 

_______________________________ 
5  Somewhere else (please state) 

_______________________________ 
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14) What did you buy from Quiksilver in the past 6 months? Tick all that apply and please 
indicate what product you purchased. 
 
1  Surfboards and Surf Hardware 

_______________________________ 
2  Apparel (eg. boardshorts, tshirts) 

_______________________________ 
3  Wetsuits & Accessories  

(eg. watches, eyewear) 
_______________________________ 

5  Other Accessories 
(eg. footwear, hats, bags, belts) 
_______________________________ 

6  Other  
(eg. skate and snow gear) 
_______________________________ 

7  None of the above 
 
15) Since the event earlier this year, have you revisited the Gold Coast? Please proceed to Qns 
19 now if you are a Gold Coast resident. 
 
1  Yes  
2  No (Proceed to Qns 19) 
 
16) What was the primary purpose of your revisit to the Gold Coast? Please select one option 
only. 
 
1  Outdoor recreation 
2  Visiting friends and relatives 
3  Entertainment 
4  Holiday 
5  Business 
6  Education 
7  Personal 
8  Some other reason (please state) 

 _____________________________ 
 
17) How many nights did you stay on the Gold Coast during your revisit? 
_________________________ 
 
18) What activities did you participate in during your revisit to the Gold Coast? Please tick all 
that apply. 
 
1  Shopping 
2  Dining 
3  Entertainment 
4  Recreation 
5  Visiting friends and relatives 
6  Other (please state) ________________________ 
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19) Are you likely to attend the 2013 Quiksilver Pro event and recommend it to others? Circle 
what you think is the most relevant answer. Circle only one of the options below for each 
statement. 
 

 Very Unlikely Unlikely Neutral Likely  Very likely 
Would you attend another 
Quiksilver Pro event on the Gold 
Coast? 

1 2 3 4 5 

Would you recommend the 
Quiksilver Pro event to others? 

1 2 3 4 5 

Would you recommend the 
Quiksilver brand to others? 1 2 3 4 5 

Would you recommend the Gold 
Coast as a destination to others? 1 2 3 4 5 

 
20) Would you be interested in participating in focus groups or interviews for follow up research 
with this study? 
 
1  Yes (please provide Email:  __________________________________________) 
2  No 
 
21) Any other comments?  
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 

 
Please check that you have not accidentally missed any questions. 

Thank you very much for completing the survey. 
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Thank you for participating in this research. Your responses are important for the better 
understanding of the Gold Coast Surfing Industry. This study is made up for two phases. 
 
The overall goal of Phase 1 which is the main study is to investigate the benefits that a sport event 
can bring to the companies that sponsor the event, including private (Quiksilver) and public (Gold 
Coast City Council) sponsors. Benefits sought by sponsors are increased positive attitudes toward 
the sponsors’ product and possible future purchase intentions. In the case of Quiksilver, this 
would be a favourable attitude toward their surf apparel and equipment. In the case of Gold Coast 
City Council, this would be a favourable attitude toward the destination. A quantitative design has 
been selected for Phase 1 of the study as the main aim of the study is to make some 
generalisable conclusions about spectator attitudes towards brands of key sponsors at a 
sporting event. 
 
The goal of Phase 2 of the study is to investigate if sponsors have procedures in place to measure 
the benefits that sponsoring a sport event can bring to the organisation and if so, what procedures 
are in place and how do sponsors measure the benefits, including purchase intentions towards 
their products. A qualitative design has been selected for Phase 2 of the study to understand the 
perceptions of the sponsor. 
 
INTERVIEW QUESTIONS: 
 

1) Why do you sponsor the Quiksilver Pro event? 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
 

a. What are the advantages  
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________ 

 
b. What are the disadvantages  

_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________ 
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2) What do you get out of sponsoring the Quiksilver Pro? 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
 

3) Do you think that your sponsorship of the Quiksilver Pro increases sales of your 
products? 
________________________________________________________________________
________________________________________________________________________ 
 

a. Short term 
_________________________________________________________________
_________________________________________________________________ 
 

b. Long term 
_________________________________________________________________
_________________________________________________________________ 

 
4) Do you attempt to evaluate the benefits of sponsorship to your organisation?  

________________________________________________________________________ 
 

5) Do you measure the success of the event?  
________________________________________________________________________ 
 

a. If Yes, how? 
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________ 
 

b. If No, why not? 
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________
_________________________________________________________________ 

 
6) Is there anything else you would like to discuss regarding your sponsorship or the 

Quiksilver Pro event? 
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________ 
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Quiksilver Pro 2012 

Executive Summary 
Surf events are frequently used as a marketing tool by sponsoring organisations; however the 
effectiveness of this strategy towards future purchase intentions has received limited research 
attention. This research will attempt to provide a reliable snapshot of spectator attitudes 
towards Quiksilver as a surf brand and their intention to purchase Quiksilver products after 
attending the Quiksilver Pro event.   

In 2012, it was estimated that approximately 60,000 spectators attended the Quiksilver Pro 
event on the Gold Coast. Of those, 37% were Gold Coast residents, 43% from interstate and 
20% from overseas. In order to provide a reliable snapshot of spectator attitudes towards 
Quiksilver as a surf brand, a systematic sample of 974 spectators were surveyed at the 2012 
Quiksilver Pro event on the Gold Coast in March 2012.  

The results from the study revealed that spectators predominantly had a more favourable 
attitude towards Quiksilver as a surf brand compared to its competitors. Thirty-six percent of 
the spectators are also likely to purchase at least one Quiksilver product in the next 6 months 
and 53% very likely to attend another Quiksilver Pro event in the future. This indicates that 
the event was a success; however the impact of the success needs to be measured by actual 
post event consumption. Therefore future research on post event consumption needs to be 
undertaken.  





7 

 

Demographic Profile of Event Attendees 
 

Table 1: Demographic Profile of Spectators  
Variable Category % 

Gender 
Male 48.5 
Female 51.5 

Age 

15-20 yrs 19.2 
21-30 yrs 36.76 
31-40 yrs 19.82 
41-50 yrs 12.01 
51-60 yrs 4.62 
60+ yrs 1.95 

Education 
Level 

No formal qualifications 3.2 
High School 29.3 
Trade Qualification 9.1 
Technical College / TAFE Diploma 14.9 
Undergraduate Degree 26.7 
Postgraduate Degree 15.9 
Other 0.9 

Income 

Less than $20,000 23.9 
$20,000 - $39,999 13.8 
$40,000 - $59,999 18.3 
$60,000 - $79,999 13.6 
$80,000 - $99,999 6.2 
Over $100,000 8.6 
Prefer not to say 15.5 

Ethnicity 

African 2.2 
European 26.4 
Asian 2.2 
Middle Eastern 0.1 
South American 4.3 
North American 4.4 
Oceanic (Aus, NZ, Pacific Islands) 58.5 
Other 1.8 

Residence 

I am a Gold Coast Resident  40.8 
I live across the border, Tweed, NSW 10.7 
Southeast Queensland 15.2 
Elsewhere in Queensland 3.8 
Elsewhere in New South Wales 8.4 
Victoria 1.4 
South Australia 0.3 
Western Australia 0.7 
Tasmania 0.6 
Northern Territory 0.1 
Australia Capital Territory 0.1 
International  17.9 

 
The demographic profile of the sample is reported in Table 1 above. It can be seen that the 
sample contains a fairly even distribution of male and female respondents. The most common 
age group of the respondents was in the 21-30 years of age (37%) category, with the majority 
of the respondents being Gold Coast residents (41%) and more than a quarter of them having 
undergraduate qualifications (27%).  
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Table 8: Suggestions for improvement for future events 
Themes Responses n 

Logistics & 
Equipment 

more seating & shade 130 
car parking 23 
raised viewing & grandstands 16 
environmental awareness (more bins/recycling/conservation of coast) 11 
avoid blocking spectator views with advertising material 9 
more big screens (close up screen for replays) 9 
better audio & commentators 8 
digital scoreboard 4 
more toilets (portaloos) 4 
better music 3 
off-site parking & shuttle 3 
closer toilets 3 
move event to a different time with better swell 2 
increase event window 2 
ticketed event to avoid tourists who don't surf 2 
move to a better location (surf, parking, transport, toilet, space) 2 
security (enforce rules regarding barricade & around rocks) 2 
lessen commercial existance 1 
more scoreboards 1 
lockers to store valuables 1 
make it bigger 1 
man made swell to avoid lay days 1 

TOTAL 238 

Giveaways 

more giveaways 66 
free drinks 21 
free sunscreen 17 

TOTAL 104 

Information 

better information on website regarding event 82 
more information about event (schedule, location, how event is organised, start & end of heats, when famous surfers are surfing) 7 
more information about competition (judging) 3 
more info tents throughout venue (regarding comp schedule/surfer appearance) 2 
add timetable to event guide 1 
better updates regarding competition 1 
more information about surfers 1 
more prompt information about the event (lay day) 1 
sms status regarding event 1 

TOTAL 99 

Entertainment 

more opportunity to mingle with pro surfers & get photos/autographs (autograph tent) 24 
bands for entertainment 16 
more activities when the surf is not on (surf movies, talks) 9 
beach bar / alcohol tent 7 
after parties / beach party 6 
opportunity to sign up for an amature surfing comp to involve public when the surf is not on 5 
include other entertainment/actitivities (outdoor fitness classes) 4 
skate ramp 3 
include other events for people to get involved (modelling, paddlesurfing) 3 
more activities on the beach 2 
more activities on the weekends 2 
more competitions to win merchandise 2 
live surfer interviews 1 
make it more fun 1 
models to promote the brand 1 
wave simulator 1 

TOTAL 87 
No change good as is 48 

Retail 

more variety of food 27 
discounted Quiksilver merchandise at the event 9 
more stalls/tents/drink stations 5 
more affordable food options 3 
mobile drink sellers 1 
more market type stalls to create festival atmosphere 1 
sausage sizzle 1 

TOTAL 47 
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