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ABSTRACT

Sports tourism has become a primary catalyst fondm activity with a range of researchers noting
the growing recognition of the inherent relatiopshetween sport and tourism over the last decade or
so. Importantly, sport tourism is a significant agiwing global industry with notable economic
implications for the specific sport and/or the avasiwell as there being a variety of flow-on tenri
and travel benefits derived by the host destinabgnits staging. Despite this fact, sport tourism
remains an area of economic and social endeavbh#isanot been well researched. The primary aim
of this exploratory study therefore was to identifiy underlying motivations for participant in the
Australian University Games. Primary data was ctdld by way of a self-administered questionnaire
with the study sample comprising students regidta® participants at the Games. In all, over the
scheduled two day period of registration, approxatya6,500 participants formally registered for the
event. Of this number, just over 1,100 agreed topiete the survey with 1039 returning it to the
researchers in a usable form. Study results redehiat the primary reason participants chose to
attend the Australian University Games was to dizeiaand be with their friends. Other motivations
for attendance included the desire to compete utitler athletics and to have a holiday away from
home. The implications of these findings with regp® event planning and event management
practices are discussed, as are recommendatiofigdoe research.
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INTRODUCTION

Sports tourism has become a primary catalyst faridm activity with Gibson (2003, p. 205)
noting that “The last decade of the Twentieth Cgntsas marked by a growing recognition of the
inherent relationship between sport and tourism”miore recent times, sport tourism has become a
truly global phenomenon which has crossed thettomdil barriers of geography and culture. While
new extreme sports activities have emerged as fadsy older, more traditional events have
continued to be staged with great success. Faariost even though modernised somewhat, events
such as the Olympics Games, the World Cup of Fdiptnad the Tour de France cycle race continue
to attract participants and spectators from alrewsty corner of the globe. Importantly, sport teori
is today a significant and growing global industrigh notable economic implications for the specific
sport and/or the event as well as there being getyaof flow-on benefits for tourism and travel
derived by the host destination by its staging. Wiihe advent of new technologies, and the
development of an international society of sortererand more people globally now have access to a
wider range of sporting events than at any otmee in history (Getz & Cheyne, 1998).

Sports events are unigue to other types of eventthat they attract a wide range of

participants with each seeking to satisfy theiriwations for engagement in slightly different ways.
For instance, any given sporting event may invaveariable mix of athletes, coaches, spectators,
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tourists, non-resident media, technical personmel ether sports officials (Kurtzman & Zauhar,
2003). For some, tourist motivations result fromepmle physiological needs which are often
unrecognized by the individual themselves, wheoghsrs equate motivation with the purpose of the
trip, or the choice of holiday (Sharpley 1999). $&alrives cause and regulate behaviours that are
directed towards achieving goals and they operadegendently. Yet on occasion, both could be
simultaneously or concurrently satisfied as in ¢hse of a ski resort where skiing is combined with
socialization (Kurtzman & Zauhar 2005). In this tx therefore, individual motivation can vary
with respect to the level of motivation (how muets) well as the orientation of the motivation (what

type).

TOURIST MOTIVATIONS

Research into tourist motivations is today very maoncerned with why people travel, the
benefits that they seek and the experience thgtpghesue to satisfy their needs and desires (Gnoth,
1997).Motivation can be described as the driving forcthimi individuals that impels them to action.
As stated by Mannell and Kleiber (1997), motivatisan activation, drive and/or reason to engage in
certain behaviours, and to maintain those behasioAs such, one’s motivation thus determines the
direction and the strength or intensity of beharidAs argued by Hudson (1999), central to most
content theories of motivation is the concept cfchéNeeds are seen as the driving force that asouse
motivated behaviour and it is assumed that to wstdied human motivation it is necessary to discover
what needs people have and how they can be fdlfille the context of the study therefore, tourist
motivations can be viewed as a function of the getteived needs of the travellers, which drive the
decision making process and purchase of tourismiyats (Collier 1999).

Psychologists/social psychologists generally adhe¢ a motive is an internal factor that
arouses, directs and integrates a person’'s behlafigarAhola 1982). This internal factor can be
likened to an ‘awareness of potential’ in a futsiteiation, meaning that motives can be considesed a
cognitive representations of future states (Isolaht982). According to Mill and Morrison (1985),
motivation theories indicate that individuals camdly strive to achieve a state of stability, a
homeostasis. Their homeostasis is disrupted whey dhe made aware of a need deficiency. This
awareness creates wants. However, an objectivebgoatcome must be present for the individual to
be motivated to satisfy a need. For an individeabé motivated to buy they must be aware of a
product or service and they must perceive the @selof that product or service as having a positive
effect on satisfying that realised need. Accordmilill and Morrison (1985) it is a fundamentalgo
of marketing to create awareness and to suggesttolgs to satisfy needs. This is supported by
Schiffman and Kanuk (1978) and Kandampully (200&)p contended that consumer needs are the
basis of all marketing and that an understandinigunfian motives enables marketers to interpret and
predict human behaviour in the marketplace.

In the tourism and leisure field, a widely acceptédory of motivation (Seeking and
Escaping Model) was developed by Iso-Ahola (1983)-Ahola’s Model suggests that people are
simultaneously motivated to seek rewards and tapesérom their routine, both on personally and
interpersonal dimension. For example, participaiiora sporting event is today one of the most
popular and engaging forms of activity engagementaf wide array of individuals. Such special
events, from a visitor's point of view at leastoyide opportunities for leisure, social or culture
experiences outside the normal range of choicedaarueyond every day experience (Getz 1991). In
previous tourism research, Crompton (1979) idexdiieven socio-psychological motives associated
with tourism. These are escape, self exploratietaxation, prestige, regression, enhancement of
Kinship, relations and social interaction. Dann 1P profiled the traveller's motivations as a
combination of intrinsic and extrinsic factors. $hefactors have been described in terms of push
(psychological) and pull (cultural) factors. Theshuactors are described to be intrinsic and unique
each tourist, as they are determined by the pelisoaad attitude for the individual. Pull factors
include price, destination image and marketing prmmotion. Sport tourism, like other forms of
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travel, entails primarily a set of motivational fas that are established in anticipation of the
fulfilment of the desired needs.

Over and above all these motivational consideratiamtial travel decisions are based on
specific informational steps, with this being pautarly so for the sports tourist. For repeat tlave
experiences, some of the following steps could itegrated, eliminated or taken in total: a)
Awareness, b) Interest, c) Desire, d) Action. Fitee sports tourist must hear through external
sources or have previous knowledge of the potemtedtination and experience. In turn, this
stimulates the individual to further investigaté thle details pertinent to the destination activity
offerings and costs. (AWARENESS) The person in tijoesfurther develops an interest and
preliminary commitment to the activity destinatidiNTEREST) From this stage, the sport tourist
analyses and compares, the flexibility of such &emital experience manifesting more profound
needs. (DESIRE) From this reflection, the sportgigh makes a final decision to pursue or not to
peruse the destination experience (ACTION) (Hollp\&aChristopher 1994).

It is worth noting at this point however, that rmte of these factors remains constant as
individual preference, as is human nature, is @t changing. Given this reality, it is important
therefore that marketers seek to understand howtsspourists make their travel and purchase
decisions, what is likely to impact on their ch@i@nd what are the important criteria that guicérth
decision making. Consumer behaviour is, in thistexmn related to the actions directly involved in
obtaining, consuming and disposing of products sewvices, including the decision process that
precede and follow these actions (Neal, Questerafwiins 2002). In successfully marketing the
sport tourism product or service, the study of spmirist motivations is thus critical to understarg
why people do or do not travel to a given destomtiand why they engage in some activities in
preference to others. However there would appeabetoa distinct lack of research which has
identified what motivates individuals to become rgpevent tourists. Furthermore, even though
previous research has suggested that the univetaitignt market constitutes a significant component
of the international travel and tourism industigere has to date been little research undertaken
related specifically to this population with respectheir engagement in sporting events.

METHODOLOGY

As a sporting event, the Australia University Ganies historically been organised by
Australian University Sport (AUS), the peak govembody of university sport in Australia. Working
closely with its members, and a range of stateratibnal sporting organisations, the AUS stages the
Australia University Games biannually. The eventvess over twenty-five sports in various
championship and games formats and involves o&&0Gyarticipants and more than 1700 teams and
support staff. The event, which is staged over @waek period, is the largest sporting event of its
type held on a regular basis (every two yearshénSouthern Hemisphere. In selecting the Games as
a study site, the primary aim of this exploratonydy was to identify the underlying motivations for
participants to engage in the event. This study lwés®d on a positivistic or quantitative approach t
exploring a topic, and involved a purposive sangptechnique.

Research Population

The sample for this study was registered parti¢cgpahthe Australian University Games. For
the purpose of this research, a suitable studyoregnt was defined as any individual having status
as a university student and registered as a cotivpgpiarticipant of the Australian University Games

Study Process
The point of registration for the event was agregdGames organisers to be a desirable

interception point at which to approach prospectegpondents. A 5-page, multi-item questionnaire
was distributed to event attendees as they arratedhe Games venue for event registration.
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Prospective study respondents were approachecp®titered the venue and asked to complete and
then return the questionnaire to a member of tseareh team. Prior to the actual survey process
commencing however, the purpose of the researdgeqgbreras outlined verbally to the prospective
respondents by the researcher. Consistent witbttties approval given for this study, it was expéai

to the prospective respondents that they weretabdéthdraw from the study process at any time and
without penalty. All of the respondents particighteoluntarily with precautions put in place to
maintain anonymity and confidentiality. A total #8039 usable questionnaires were collected from
respondents at the venue over the two day pantitiggistration period for the event.

Questionnaire Design

The design of the questionnaire plays an importalg in determining the validity and
reliability of the data that the researcher coieend the response rate that the researcher aims t
achieve (Saunders, Lewis & Thornhill, 2000). Questi used in this questionnaire were developed
based on prior studies with this type of populatigdim & Jogaratnam, 2003). Closed-ended
guestions are employed in this questionnaire becaungorm close-ended responses can be easily
coded for data entry and analysis in a computengdeson & Bialeschki, 2002). They are also the
easiest to administer and analyse since the radngetential answer is limited. It is importantiote
that the survey instrument used included a numbiéers that were included at the request of Games
management. The intent being that they be usedtpestvent as a form of evaluation for Games
organisers. As such, while a 5 page survey instnimas administered to Games participants, only
those items related to the primary study aim wallreported and discussed in this paper.

In terms of consideration of the items relatedhis tesearch study, the questionnaire itself
was divided into two sections each containing a emmof items. The first section contained
guestions designed to collect a range of demograghtails about the Games participants. The
second section had a series of items designed asure respondents’ motivations for attending the
Games and seeking, in particular, to identify thiengry reason they had attended the event staged in
Brisbane. Questions related to sources of infownatiransportation, accommodation, and expected
total expenditure for attending the Games were mislonded. Each of these questions were phrased
using a 5-point Likert scale, with 1= highly unlike2= unlikely, 3= unsure/neutral, 4= likely, abd
very likely. Items used in previous studies sudtdigsutilising a 5-point Likert scale to explorbe
travel motivations and characteristics of univgrstudent travel (Field, 1999; Kim & Jogaratnam,
2002) were used as grounding for the items evdgtuedorporated in the survey instrument.

Data Analysis

A range of analyses including descriptive frequesgcicross tabs, and a test for scale
reliability were completed using SPSS (Statisti€alckage for the Social Sciences). SPSS is
particularly well suited to positivistic survey egsch in that allows the researcher to complete the
analysis of large sets of data whilst engaging mairesource costs with respect to completion ef th
task.

RESULTS AND DISCUSSION

Study Sample

Of the 1039 respondents, 54.2% of the valid respoitsdwere female and 45.8% male. The
age of the respondents ranged from 17 to 25 ydaageoand older, with the majority aged between
18 and 22 years (79.1%). Survey results indicabed the majority (90.3%) of participants were
Australian students with only a small minority @spondents reporting that they were international
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students patrticipating in the Games. The largestiiof respondents to the 2005 Games came from
New South Wales (30.7%), followed by Queensland/® and Victoria (23.9%). Tasmania was the
least represented state with only 0.2% of the stedgondents. The majority of respondents reported
that they lived in an urban setting (78.4%). Onisnaall proportion of participants reported thatythe
lived in either a regional or rural setting. Studgults also revealed that 89.3% of respondents wer
undergraduate students with the remainder studyhgthe postgraduate level (10.7%). The
participants of the Australia University Games canmen a broad cross-section of universities with
Monash University of Technology and The UniversifyQueensland the primary providers of student
participants.

Primary Motivation for Attending the Games

Study findings revealed the primary reason for oesients attending the Australian
University Games was to “go with friends” (29% etpondents). The second frequent reason offered
was to “compete with other athletes” (14.5%). Otlmportant motivators identified included
“holiday away from home” (13.9%); “participate imganized events” (11.3%), and “prestige in
representing their university” (6.3%). Such resslipport those arguments presented for two of the
most popular reasons put forward for tourism maiivaand engagement. These being pull and push
factors (Dann 1981), and the seeking and escapelrfisd-Ahola, 1982). These theories argued that
a primary motivation of travel was individuals sigkto get away from their regular place of
resident. This they achieved by taking a holidagwaivom home and, more particularly, by seeking
out opportunities to travel to a particular dediora with the intent of participating in an event i
order to socialise with friends. Importantly, stuggults reveal that there are a number of motigati
factors for participation in sports tourism with noe motivation significantly factored higher than
another. Study findings were consistent with tingifigs of Dos Reis Vong (2004) who, in a study of
the travel characteristics of university studefdsind that socialising and being with friends were
critical factors for decision making when it cangetavel. Thus, these findings lend further support
for the notion that a cohesive and purposeful $qmiagram, as a component part of the wider
sporting based activities, are a critical factartfee successful staging of the Games.

Previous Attendance at the Games

More than 41% of respondents indicated that they ladtended a previous University Games
with the remainder being first time attendees iD2(58.6%). Among those respondents who
indicated that they had attended a previous AuatrdJniversity Games, there was an increase in the
percentage who reported attending from year 200ytety 2004, with figures of 5.6% and 33.2%
respectively. The results indicate a high degreesatfsfaction amongst respondents with their
involvement in previously staged Games. As spantiso is very much service industry based, where
characteristically intangibility and inseparabiliy production and consumption exist, high levdls o
perceived satisfaction are critical for the longresuccess of an operation (Pegg & Suh, 2005). As
event participants gauge the overall quality of #esvice when they effectively purchase and
consume the experience, a high rate of customernrés a strong indicator of the consumers’
perception of service quality and customer satisfad Kandampully, 2002). As such, study results
would indicate game participants at the Australimiversity Games are of the view that event is
valued and a worthwhile endeavour in which thekdede involved.

Likely Attendance in the Future

The majority of the respondents (67.2%) reporteat they would likely or highly likely
attend another staged Games event in the futurly. j@st over 16% of respondents indicated that
they were highly unlikely or unlikely to particigatgain, while a further 16% of respondents were
unsure. The finding indicates that at the time afpleting of the survey, most participants were
satisfied with their involvement in the Games armlid seek to engage in the 2006 event if at all
possible.
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Recommendation to Others

Those surveyed held the Games in high regard V% 8f respondents indicating that they
would encourage others to attend the event inuhed. Specifically, 60% reported that they were
highly likely to undertake such action with a flat25% stating that they would likely recommend
the event to their friend, fellow student or co kers. As noted previously, in a service dominated
industry, word of mouth is a critical indicator #hfe event quality and is a sound measure of overall
consumer satisfaction (Pegg & Suh, 2005).

Event Attendance in Lieu of a Holiday

From the survey, more than half of the respondemated that their participation in the
Games would not affect the decision to take a sdpdroliday, either interstate or internationally.
However, 23% of study respondents reported that thaaticipation in the event might curtail the
opportunity to take a holiday. Such a finding inisistent with that found by Dos Reis Vong (2004)
who found that a large segment of the student ltraeeket had limited discretionary income and that
a decision to travel to one location or activityialty resulted in the loss of opportunity to engage
alternative options. This would suggest that eveganisers need to carefully consider the location
chosen to stage the Games as a sizable numberent participants make decisions about travel
based on their ability to value add to the expe&edmeyond that of simply participating in the Games

Likely Attendance at Multiple Events

Significantly, study results revealed that 36% lué respondent’s indicated that they were
highly likely to attend both the regional univeysijames and the Australian University Games
regardless of whether or not they were stagedffardnt geographic locations in any given year. A
further 15% of respondents indicated that they @anibst likely not attend both games with a 26% of
respondents unsure at the time of completing theeguAs noted by Sharpley (1999), understanding
such issues is critical for understanding the naditbns of tourists and the needs they seek tofgatis
through engagement in particular activities or éseim better understanding tourist motivations and
the barriers and constraints to their engagementstakeholders, for example Games organisers, can
better plan the provision of services such thatGhenes become a more critical item in the decision
making process of the prospective consumer.

Primary data was collected by way of a self-adnémesd questionnaire with the study sample
comprising students registered as participantshat 2005 Australian University Games. The
questionnaire itself was divided into two sectiamsh the first containing questions designed to
collect a range of demographic details about the&Zaparticipants. The second section had a series
of items designed to measure respondents’ motivaitior attending the Games and seeking, in
particular, to identify the primary reason they ladittnded the event. The data collection process to
place over a two day period and entailed complatioa self-administered survey. Prospective study
respondents were approached as they entered ibgatgn area for the event and asked to complete
and then return the questionnaire to a membereofdkearch team. Prior to the actual survey process
commencing however, the purpose of the researdgeqgbrevas outlined verbally to the prospective
respondent. In all, over the scheduled two dayopleof registration, approximately 6,500 particigant
formally registered for the event. Of this numbast over 1,100 agreed to complete the survey with
1039 returning it to a member of the research t@aanusable form.

CONCLUSION
The primary aim of this exploratory study was teritfy the underlying motivations for
participants engaging in the Australian UniversBgmes. Study results revealed that the primary

reason participants chose to attend the Austrati@dysity Games was to socialise and be with their
friends. Other motivations for attendance includtegl desire to compete with other athletics and to
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have a holiday away from home. Godbey (2006) argliatlin today’s business environment, leisure
and tourism service providers must become incrghsegile in terms of working with, and for, its
customers. That is, they need to better focus em#eds and wants of their consumer and design
products and services that will satisfy their neadd wants. A notion supported by Sontag and
Dugger (1998) who stressed that marketers and omrsiesearchers, in the age of globalisation and
cultural diversity, must be able to understanddjateand satisfy the needs and wants of consumers -
whatever they are like, whatever they want and edgrthey live. As such, event managers need be
cognisant of the need to plan their events arousdite of social activities that are, in turn, eith
complementary or supportive of the core sport d@ss Study results make clear therefore, thatrwhe
marketing the University Games event in the futuhe information disseminated about it must
include specific information about the social pargrand the means by which participants can freely
engage in such activities.

Getz and Cheyne (1998, p. 152) contended thatri# i3 to fully appreciate the value of
sports tourism to a community, one must start bigigg an understanding of issues from the tourism
context. That is, one must not only understanchdresds, motives and benefits of consumers, but also
the destination and event attractiveness”. Margetharriers and personal contingency factors need
also be appreciated as each shape, in some mana#reo, decisions related to travel. Thus, and in
order to be best positioned to satisfy the towgiskpectations, it is vital for tourism researchand
practitioners alike to gain an understanding ofttheist’'s general behaviour patterns before, durin
and after the tourism product has been consumegdortamtly, the information and knowledge
garnished from such endeavour can inform collabaaharketing activities — that is, marketers will
know who to target at a particular time with a speally designed product that better meets the
tourist's particular needs and wants. As arguedGmdbey (2006), an understanding of tourist
behaviour is crucial to optimizing the effectivesesd efficiency of marketing activities. However,
in order to understand tourist behaviour, it istfimportant to understand tourist motivation.

While this research study has sought to probe sufrtleese issues, it is clear that much data
related to sports tourism, and the Australia UrsitgrGames in particular, has yet to be mined. As
such, and given the lack of research undertakeat®in this area, further attention by academick a
practitioners alike with respect to sport tourismthie Australian setting appears well justified. As
such, there are a number of recommendations thyttrine made with respect further research related
to the topic matter, and the Australia Universitgn@@s in particular. To this end, a more detailed
study on motivations for engagement of Games ppatits is warranted. The fact that 11.9%
respondents indicated their primary participati@ason as “others”, would suggest that a large
segment of attendees are not motivated by the pyimaotivators previously identified in the
literature. It is clear that this issue need bdanga in much greater detail than that attempteditie.
Also, a study which looks at specific motivations €éngagement of athletes, as against team support
staff and administrators, is also needed. Curres¢arch has focussed only on the athletes yet the
support staff and administrators make up approxpdt> % of the total number of Games attendees.
Finally, greater attention needs be also paid & diversionary activities that are staged
parallel to the actual sports competition. The cleteol research has indicated that these
activities are a key consideration for Games padits yet little attention has been given to
their importance or the value of different typesaofivities. A more detailed research study
should be undertaken to find out participants pesfee on different types of social programs.
Key issues that might be explored relate to whetinemot the social program is just about
partying, drinking and entertaining at night timedwes it reflect to date that the behaviour
reflects the choices available to them at the &/@ther questions to be explored include:
can a purposefully designed social program helpcluieve greater involvement of Games
attendees in the full suite of activities on oféerd hence, expend a greater degree of their
discretionary spending at Games sanctioned evdits?intent of such research being to
ultimately assist event organisers to developingoeial program that better matches the
participants’ wide variety of expectations whereatting such events.
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