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ABSTRACT
This study explores the relationships among sport stadium visitors’ experi-
ences, satisfaction, team brand image, and destination image. A text 
mining approach was first used to analyse 26,538 individual reviews 
from 17 European sport stadiums on TripAdvisor. The online reviews 
were then used as input to create a word frequency of each individual 
review and construct a structural equation model. Results indicate that 
the visitor experience had a strong impact on team brand image and 
a moderate effect on destination image. Satisfaction mediated the influ-
ence of the visitor experience on team brand image, but not on destina-
tion image. Team brand image exerted a significant but small impact on 
destination image. These findings show that stadium visits impact the 
marketing of both host teams and cities. City, leisure and stadium man-
agers should therefore coordinate their efforts to highlight teams as part 
of a city’s cultural brand to generate image-based benefits for both.
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1. Introduction

Tourism and leisure marketers have highlighted the overall importance of international sport 
events to enhance destination image (Andersson et al., 2021; Chang et al., 2021), but the role 
stadium experiences as a lever to destinations is yet to be understood. Sport teams regularly attract 
fans to attend sport events in stadiums (Lee, 2022). Teams such as Real Madrid CF, FC Bayern 
Munich, and Manchester United FC continue to be recognised by enthusiasts in every corner of the 
globe (Giulianotti & Robertson, 2004; Mitten, 2017). More importantly, major sport stadiums 
function as hubs that draw local communities’ and visitors’ attention, contribute to local economies, 
and leverage the city brand where a team is based (Agha, 2013). Cities often make sizeable financial 
investments by building and refurbishing stadiums to improve related services and potential 
revenue (e.g. BBC, 2021). For example, in the UK, satellite fans (i.e. individuals who, despite lacking 
shared geography, have a bond with a team; Kerr & Gladden, 2008), tend to spend four times more 
than other city visitors; and in 2016/2017, satellite fans spend roughly £555 m during their travels to 
the UK to see a team (Premier_League, 2019). Overall, stadium visitors generate a significant 
economic impact on the host city (Cho et al., 2021; VisitBritain., 2019), frequently visit other sights 
in the city (Salas-Olmedo et al., 2018), and form a brand image of the host destination in their mind. 
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The current study aims to examine how visitors’ experiences with stadium services benefit the team 
and the leisure management of the host city as a destination.

The influence of stadiums far surpasses the sport events that represent a team’s core product. 
Well-established teams often provide supplementary services in stadiums to attract consumers 
beyond attending games. Options and experiences can include several leisure activities, such as 
visits to museums, halls of fame, pitch-level photographs, guided tours, malls, or restaurants 
(Humphreys, 2019; Uvinha et al., 2020). These offerings are intended to enhance the visitor 
experience and generate additional revenue, albeit to a lesser extent (e.g. malls, guided tours) 
than matchday or merchandise revenue (Marca., 2018). Such stadium experiences can attract 
loyal fans as well as casual supporters who admire the club’s history. Many stadiums have even 
become tourist attractions in their respective cities, with tourists visiting due to these venues’ social 
significance (Ginesta, 2017). For example, Ramshaw et al. (2013) found that virtual and on-site 
stadium tours affects visitors’ level of fandom and repeat consumption, while Cho et al. (2019) 
discovered that football club fans’ nostalgia influences their motivation to visit an overseas stadium 
and simultaneously experience the host destination.

Given the importance of understanding how consumers connect to sport teams through stadium 
experiences, it is worthwhile to examine sport stadiums’ potential to contribute to the brand image 
of teams and host cities as a destination. Sport stadium visitors encompass a key tourism segment 
(Cordina et al., 2019) that can benefit both a team and the host city’s brand (Cho et al., 2019). 
However, empirical evidence is scarce regarding the effects of consumers’ stadium visit evaluations 
on the team and host city (i.e. in terms of the management of destination image). Also, studies 
assessing the link between teams and host cities have largely relied on traditional surveys with 
structured questions (e.g. Ginesta, 2017); this data collection approach cannot necessarily capture 
visitors’ holistic perceptions of their experiences (Moro et al., 2019).

Based on prior work and the need to address the meaning of sport stadium experiences for the 
image of host teams and cities, this study proposes and tests a model to uncover the relationships 
between sport stadium visitors’ experiences and related entities (i.e. team brand image and 
associated city destination image) as well as the mediating role of visitor satisfaction through online 
reviews. We chose to derive insight from voluntarily provided opinions without needing to recruit 
a respondent pool. Being bound by potential respondents’ availability to participate in a survey 
typically leads to a smaller sample that is often biased (Gehlbach & Barge, 2012). On the other hand, 
online reviews play an important role to help manage the destination image (Bigne et al., 2019). In 
this study, 26,583 individual sport stadium reviews were first collected from TripAdvisor and 
analysed through text mining to create a coherent set of keywords to evaluate the model relation-
ships. Then, by examining a word frequency matrix for each individual review using partial least 
squares structural equation modelling (PLS-SEM), we enriched knowledge of the consumer experi-
ence and destination’s marketing through sport stadiums.

2. Theoretical background and hypotheses

Sport stadiums function as both a symbolic ‘home’ for teams and fans (Richards et al., 2021) and 
a major tourism attraction (Ginesta, 2017). These venues therefore represent an essential leisure 
asset for teams and cities. Informed by research on the consumer experience and brand architec-
ture, this study explores the relationships between stadium visitors’ experiences and related entities 
(i.e. team brand image and associated city destination image) along with the mediating role of 
visitor satisfaction.

2.1. Stadium experience and its implications

Sport stadiums often afford visitors with opportunities to indulge their imagination (i.e. visiting 
places where their idols enjoyed glorious moments), constituting a sub-branch of sport tourism 
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(Cordina et al., 2019). For teams, a visit represents a chance to engage fans with the team brand by 
providing a unique experience (Woratschek et al., 2020). Sport facilities also offer host destinations 
various financial and brand benefits (Ginesta, 2017). For instance, FC Barcelona earned £338 m in 
revenue from matchday (Deloitte, 2020) during the 2019/2020 season and Qatar’s Al Wakrah 
Sports Complex is considered one of the top attractions in the city of Al Wakrah (Tansey, 2013). 
These examples reflect sport stadiums’ roles as a home for teams and as means of promoting 
a destination’s image and contributing to a city’s positioning (Ginesta & Eugenio, 2014).

A stadium visit is a leisure activity undertaken as a rewarding experience that fulfils one’s 
interests (Humphreys, 2019), beyond simply watching a sport event. Sport teams offer ancillary 
services in addition to stadiums’ core products (i.e. sport events) to attract visitors (Ginesta, 2017). 
Stadium visits thus involve multiple elements that shape visitors’ experiences (e.g. visitor character-
istics, social experience, physical setting) and inform their perceptions of related entities 
(Kaplanidou et al., 2012).

As Berry (2000) noted, a customer’s experience with a service provider is a main driver of brand 
perceptions. Consumers’ stadium experiences will presumably affect their evaluations of the team 
brand, given that one’s image of a team is strongly influenced by actual service (Ross, 2006). Team 
brand image refers to the aggregate result of consumers’ opinions about a team (i.e. brand 
associations); this image generally relies on one’s past experiences and is believed to be pivotal in 
granting brands a competitive edge (Papadimitriou et al., 2016). Biscaia et al. (2016) pointed out 
that positive stadium experiences can lead individuals to develop a favourable brand image of 
a team based on recall of these experiences.

It is essential to understand consumers’ experiences with team brands: brand experiences ground 
the information processing that produces brand-related associations (Keller, 1993). The team is the 
service provider in a stadium experience, and customers’ service experiences are thought to 
influence brand formation (Berry, 2000). Accordingly, consumers are expected to connect the 
stadium experience with the team brand. The following hypothesis is hence proposed:

H1: The stadium visitor experience has a positive impact on team brand image.

Pleasant stadium experiences can also contribute to a positive image of the team’s city as 
a destination (Wang & Hsu, 2010), which should call the attention of destination and leisure 
marketers (Heere et al., 2019). The concept of destination image includes one’s impressions, ideas, 
beliefs, and expectations about a destination (Jiang et al., 2017). This notion can encompass affective 
(feelings and emotions), cognitive (knowledge and beliefs), and/or conative (intentions to revisit) 
evaluations (Kaplanidou et al., 2012). The relationship between an appealing destination feature 
and its impact on destination image has been widely explored in the leisure literature. For example, 
Jansen-Verbeke and van Rekom (1996) noted that museums can influence visitors’ perceptions of 
the host city and boost the number of tourists. Similarly, sport stadiums represent a major attraction 
in many cities (Ginesta, 2017; Uvinha et al.,): the stadium is fans’ primary association with their 
team’s brand (Biscaia et al., 2016; Kunkel et al., 2017). Studies have shown that brands within the 
same ecosystem can also affect one another (e.g. Cobbs et al., 2015). As such, one may argue that 
stadium visits will help highlight the host city as a travel destination as postulated:

H2: The stadium visitor experience has a positive impact on the host city’s destination image.

2.2. Team brand image and host city

Sport teams, like any other organisation, should manage their brand image. Teams sell tangible 
items (e.g. merchandise) and intangible products (e.g. team matches), and their brand’s economic 
value is frequently linked to marketplace manifestations of consumers’ brand perceptions (Datta 
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et al., 2017). In this sense, one can assume that any sport team’s brand image is likely their most 
valuable asset (Kunkel et al., 2014). Building on the seminal work of Keller (1993) and Aaker (1991), 
an array of sport brand associations have been identified – teams’ success, head coaches, star 
players, management (i.e. product-related attributes), logos and marks, history and tradition, 
stadiums, sponsors (i.e. non-product-related attributes), fan commitment, concessions, and social 
interaction (i.e. benefits) (e.g. Biscaia et al., 2016; Kunkel et al., 2017; Ross, 2006).

Empirical studies have revealed spillover effects from team brands to other brands within 
the same environment (Cobbs et al., 2015; Su & Kunkel, 2019). This outcome is rooted in 
brand architecture, wherein associations exist among brands within an ecosystem with differ-
ent market segments (Aaker & Joachimsthaler, 2000). More concretely, brands do not exist in 
isolation; individuals’ perceptions of a brand are often influenced by other brands within the 
ecosystem (Kunkel & Biscaia, 2020). For instance, FC Bayern Munich and FC Barcelona each 
include the city name in their brand names. Therefore, although these brands do not belong 
to the same entity, spillover effects may apply from the team to the city and vice versa. 
Favourable mental associations towards the team may thus benefit the city’s image as an 
appealing destination (Pritchard et al., 2020), representing an important aspect to consider by 
destination leisure managers. Against this backdrop, and given that sport stadiums often 
become iconic structures that draw a broad audience (Uvinha et al.,), we propose the 
following:

H3: Team brand image has a positive impact on the host city’s destination image.

2.3. Mediating role of satisfaction

Consumer satisfaction is a pleasurable fulfilment response (Chick et al., 2021; Oliver, 1993) resulting 
from one’s cognitive and affective reactions to a service encounter (Rust & Oliver, 1994). Such 
satisfaction depends on one’s expectations and subjective perceptions of service performance 
(Wolter et al., 2017); consumers evaluate service providers on the basis of personal experience 
(Lugosi & Walls, 2013). An enjoyable stadium visit can boost consumers’ satisfaction and in turn 
benefit the team and city (Kaplanidou et al., 2012). Visitors’ (i.e. consumers’) assessments of their 
experiences may not be linked solely to the focal brand but instead include related brands (Kim et al.,  
2014). When a stadium experience is satisfying, the visitor will likely favour the team (i.e. through 
future transactional and non-transactional behaviours; Biscaia et al., 2017) and the city (i.e. through 
greater intentions to revisit the host destination and recommend it to others; Papadimitriou et al.,  
2016). Thus, ensuring consumer satisfaction is vital for both team managers (Biscaia et al., 2021) and 
destination leisure managers (Jeong & Kim, 2019). As an example, Chelsea FC supporters’ satisfaction 
from visiting the Allianz Arena in Munich, Germany, to watch their team’s victory in the 2011/12 
Champions League final against FC Bayern Munich could reinforce Chelsea FC’s image as a successful 
team and compel attendees to revisit and recommend the city to others. Insights from branding 
research partially explain this phenomenon. A positive brand experience is a prime element of 
consumer satisfaction (Ruiz-Real et al., 2020). According to the experience-based norm framework 
(Cadotte et al., 1987), consumer experiences may extend to other brand units or related brands. 
Strong positive associations between brands within the same ecosystem (i.e. city and team) may also 
produce spillover effects and benefit both parties (Beverland & Farrelly, 2010; Lei et al., 2008). As 
satisfaction is fundamentally backward-looking (Wolter et al., 2017) and sport teams are often 
intricated with the host city’s image (Heere et al., 2011), consumer satisfaction could mediate the 
role of the stadium visitor experience on the image of the team and the host city. Our final hypothesis 
is therefore as follows and the hypothesised model is presented in Figure 1:
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H4: Satisfaction mediates the relationship between both a consumer’s stadium visit experience 
and (a) team brand image and (b) the host city’s destination image.

3. Method

This study involved a mixed approach comprising text mining and SEM. In referring to secondary 
data rather than primary data gathered through a traditional survey, we focused on online reviews 
from TripAdvisor that captured stadium visitors’ lived experiences. TripAdvisor is often considered 
the most popular online platform used to get insights about destination image (Fernandes & 
Fernandes, 2018). The individual reviews on this platform provided access to freely contributed 
opinions (i.e. without the constraint of respondents’ availability to participate in a study) while 
conveying the true essence of visitors’ perceptions (Moro & Rita, 2018).

3.1. Data collection and preparation

We gathered 26,538 individual reviews, posted between 2001–2020, from the 17 major 
European football stadiums that had hosted the UEFA Champions League final since 2000 
(Table 1). Visitors’ reviews were related to their experiences in the stadium, which could 
include game attendance and/or supplementary services (e.g. club’s museum, musical concert). 
We chose to collect reviews from stadiums that had hosted this league because these stadiums 
comply with UEFA Stadium Infrastructure Regulations (UEFA, 2021b) and are in cities with 
popular teams (UEFA, 2021).

Online reviews are commonly adopted to understand consumers’ perspectives on their experi-
ences (e.g. Furtado et al., 2022; Nelson, 2021). Many online platforms enable individuals to share 
opinions about their visits. TripAdvisor is a popular website where visitors can post their thoughts 
upon visiting an attraction (Nelson, 2021). We developed a web scraping script in R, using the 
‘rvest’ package, that iteratively crawled through the 17 stadiums’ TripAdvisor pages to collect all 
visitors’ comments. The subsequent dataset contained 26,538 individual reviews reflecting visitors’ 

Figure 1. Hypothesised model.
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opinions presented in continuous data points for each concept coming from each case. The data 
were then transformed into a structured format that enabled us to link words of each participant 
with theoretical concepts. Data were filtered as follows before processing the natural language: 
eliminating stopwords, articles, and adverbs; converting all words to lowercase; and applying 
stemming (i.e. merging similar words into a common term; e.g. ‘fabul’ or ‘fab’ = ‘fabulous’). This 
process was completed using the ‘tm’ package in R. The number of occurrences of each word by 
individual was counted to organise produced information and manage the study’s scope. All terms 
(i.e. words) repeated at least 10 times were retained, and those associated with theoretical concepts 
from the literature were grouped (e.g. Messi, Bale, and Ronaldo = ‘star player’). Terms associated 
with the four variables in the hypothesised model were also identified, leading to the creation of 
a dictionary (i.e. common words in online reviews). A panel of four independent consumer 

Table 1. Selected stadiums.

Year Stadium City, Country

2000 Stade de France Saint-Denis, France
2001 San Siro Milan, Italy
2002 Hampden Park Glasgow, Scotland
2003 Old Trafford Manchester, England
2004 Arena AufSchalke (now Veltins Arena) Gelsenkirchen, Germany
2005 Atatürk Olympic Stadium Istanbul, Turkey
2006 [repeated, see 2000]
2007 Olympic Stadium Athens, Greece
2008 Luzhniki Stadium Moscow, Russia
2009 Stadio Olimpico Rome, Italy
2010 Santiago Bernabéu Madrid, Spain
2011 Wembley Stadium London, England
2012 Allianz Arena Munich, Germany
2013 [repeated, see 2011]
2014 Estádio da Luz Lisbon, Portugal
2015 Olympiastadion Berlin, Germany
2016 [repeated, see 2001]
2017 Millennium Stadium Cardiff, Wales
2018 NSC Olimpiyskiy Stadium Kiev, Ukraine
2019 Metropolitano Stadium, Madrid, Spain
2020 [repeated, see 2014]

Table 2. Dictionary for the model variables.

Construct Items Example Terms

Visitor 
experience

Positive emotion Love, excited, enjoy.
Negative emotion Sad, regret, hate.
External access Train, metro, transport.
Internal access Stairway, doorstep, checkpoint.
Price Expensive, discount, cheap.
Schedule Convenience Tomorrow, sunset, mid-day.
Supplementary events Concert, event, music.
Ancillary services Mascot, souvenir, memorabilia.
Game Football, goal, referee.

Satisfaction Satisfaction Satisfaction, amazing, pleasant.
Team Brand 

Image
Concessions Food, drink, beer.
Fan commitment Support, fan, devoted.
Logo and marks Hotspur, brand, club.
Management Director, agent, personnel.
Social Interaction Companion, family, husband.
Sponsors Adidas, Etihad, Nike.
Stadium Architecture, comfort, design.
Star player Ronaldo, Messi, Bale.
Team History Legend, history, trophies.

Destination 
image

Destination image Lisbon, Milan, London.
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behaviour researchers from different universities and countries conducted a content analysis of the 
dictionary to reduce the inherent subjectivity of this task. Some terms were reallocated through 
a discussion and reconciliation process, and the final dictionary with theoretical concepts and 
example terms is presented in Table 2.

Each review was analysed individually by identifying the word frequency associated with 
each theoretical dimension. This allowed to create continuous variables for each visitor’s 
review. To do so, we created a word frequency matrix, taking the set of individual online 
reviews and the dictionary as input. Each line in the matrix corresponded to one of the 
26,538 individual reviews, and each column corresponded to each term (i.e. item) tied to the 
theoretical concepts listed in Table 2. Thus, one cell in the matrix corresponded to the 
number of times that item was mentioned in each review. This matrix mimicked individual 
responses to questions in a survey related to theoretical concepts on a case-by-case basis. If 
an item was mentioned frequently, then it was deemed important for that individual. 
Finally, the matrix was used as input for PLS-SEM analysis to evaluate relationships between 
the theoretical concepts in Table 2. A summary of our methodological approach is depicted 
in Figure 2.

3.2. Data analysis

The proposed relationships were assessed using Smart PLS; this program enables users to 
estimate complex models containing many constructs, indicators, and structural paths without 
imposing distributional assumptions on the data (Hair et al., 2019). In line with the current 
study, PLS has been deemed appropriate in research related to theory development when the 
analysis is based on secondary data, preferably metric or quasi-metric data, and permits the 
unrestricted use of single-item and formative measures (Hair et al., 2019; Richter et al., 2020). 
Satisfaction and destination image were assessed using single-item measures identified via text 
mining as explained above. Following the same rationale, visitor experience and team brand 
image were formatively measured (i.e. derived from the cumulative effect of each unique 
attribute). This approach is consistent with earlier literature on sport branding (e.g. Kunkel 
et al., 2020) and the sport consumer experience (e.g. Horbel et al., 2016; Uhrich & 
Benkenstein, 2012). Formative assessment is preferable to a reflective approach because the 
former allows for unique team brand associations to not be conceptually interchangeable and 
not covary (Finn & Wang, 2014; Hair et al., 2019). For example, from a consumer perspective, 
individuals can associate excellent athletes with their team (i.e. star players) but have a poor 
opinion of team management. These two mental associations are vital to the development of 
team brand image (Kunkel et al., 2017; Ross et al., 2006).

As recommended by Hair et al. (2019), we examined formative constructs’ multicollinearity (i.e. 
each indicator’s variance inflation factor [VIF] < 5) and validity (i.e. the significance of parameter 
estimates for each indicator after a nonparametric bootstrapping procedure of 5,000 resamples). 
The direct, indirect, and total effects of the model were tested through PLS-SEM regression analysis. 

Figure 2. Undertaken approach scheme.
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A 5% level of significance was selected for investigating critical t values of path coefficients (t > 1.96). 
Mediation effects were also considered; we used the bias-corrected and accelerated (BCa) boot-
strapping procedure to handle concerns about non-normal data (Nitzl et al., 2016), as it adjusts 
confidence intervals for skewness (Efron, 1987).

4. Results

4.1. Assessment of measures

Descriptive statistics are presented in Table 3 indicating the word frequency variations among 
individual reviews. The validity assessment revealed that, although some outer loadings were below 
the suggested criterion of .50 (Hair et al., 2019), all were statistically significant for the formative 
measures of visitor experience and team brand image (Table 3). Based on statistical significance and 
the fact that all indicators represented common team brand associations (e.g. Ross et al., 2006), all 
indicators were retained to avoid omitting unique parts of the composite variable and reducing the 
theoretical domains’ content validity (Cenfetelli & Bassellier, 2009; Kunkel et al., 2020). The VIF 
scores further supported this decision (visitor experience: 1.027 < VIF <1.189; team brand image: 
1.015 < VIF < 1.404), as multicollinearity was not an issue. Correlations among model variables 
(Table 3) ranged from .166 to .679.

4.2. Structural relationships

The structural model results appear in Figure 3; BCa bootstrapping results for all tested relation-
ships are presented in Table 4. Path coefficients showed significant relationships between nearly all 

Table 3. Items, descriptive statistics, outer loading and correlation matrix.

Variables Min-Max M(SD) Outer Loading t

Visitor experience
Game 0-64 2.58(2.89) .758 38.793*
Ancillary services 0-14 .62(1.28) .555 23.310*
Positive emotions 0-27 .66(1.11) .332 13.317*
Negative emotions 0-10 .28(.66) .488 21.623*
Price 0-33 .60(1.22) .487 12.855*
Internal 
accessibilities

0-17 .19(.80) .282 8.196*

External 
accessibilities

0-24 .46(1.14) .473 18.257*

Supplementary 
events

0-18 .26(.79) .180 9.851*

Schedule 
convenience

0-6 .07(.29) .221 7.004*

Satisfaction 0-32 2.83(1.99) N/A N/A
Team brand image

Team history 0-11 .34(.79) .314 10.318*
Star players 0-11 .03(.23) .205 11.164*
Logo and marks 0-58 1.80 (2.11) .740 27.713*
Management 0-17 .33(.81) .253 6.210*
Sponsors 0-5 .03(.21) .176 5.121*
Social interaction 0-21 .76(1.24) .573 17.599*
Stadium 0-59 3.38(3.20) .731 28.016*
Fan commitment 0-40 .71(1.02) .518 15.627*
Concessions 0-33 1.85(2.17) .618 26.916*

Destination image 0-25 .71(1.09) N/A N/A
1 2 3 4

1. Visitor experience 1.00
2. Satisfaction .347 1.00
3. Team brand image .684 .470 1.00
4. Destination image .485 .166 .385 1.00

Min = Minimum; Max = Maximum; M = mean score; SD = standard deviation; β = beta weight; t = t-value; 
N/A = Not applicable; * = significant at the .01 level.
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model variables. Visitor experience was a significant positive predictor of team brand image 
(β=.579, p < .001) and destination image (β=.341, p < 001). Thus, H1 and H2 were supported. 
Team brand image had a significant positive direct effect on destination image (β=.160, p < .001), 
supporting H3. In addition, visitor experience was positively related to satisfaction (β=.349, p  
< .001). The indirect effect of visitor experience on team brand image, via satisfaction, was 
consistently significantly positive (β=.100, p < .001), as were the total effects (β=.679, p < .001). As 
such, H4a was supported. On the contrary, satisfaction exerted a significant negative impact on 
destination image (β=-.032, p < .001); H4b was hence not supported. Despite satisfaction showing 
a small positive indirect effect (via team brand image) on destination image (β=.046, p < .001), the 
total effect was not significant (β=.014, p < .05). Both the indirect effect of visitor experience on 
destination image (β=.098, p < .001) and the total effects (β=.439, p < .001), via satisfaction and team 

Figure 3. Summary results of the structural model. *** significant at .001

Table 4. Path coefficients, indicator weights, and explained variance of Mediated structuralmodel.

Effect Path Β t LLCI ULCI

Direct effect Visitor Experience → Team Brand Image .579*** 65.132 .563 .599
Indirect effect Visitor Experience → Team Brand Image .100*** 22.181 .092 .109
Total effect Visitor Experience → Team Brand Image .679*** 70.702 .662 .699
Direct/Total effect Visitor Experience → Satisfaction .349*** 27.632 .325 .376
Direct effect Visitor Experience → Destination Image .341*** 25.232 .314 .367
Indirect effect Visitor Experience → Destination Image .098*** 9.984 .080 .119
Total effect Visitor Experience → Destination Image .439*** 30.141 .411 .469
Direct/total effect Satisfaction → Team Brand Image .286*** 37.707 .270 .300
Direct effect Satisfaction → Destination image −.032*** 4.023 −.047 −.016
Indirect effect Satisfaction → Destination image .046*** 11.714 .039 .054
Total effect Satisfaction → Destination image .014n.s. 1.185 .001 .029
Direct/total effect Team Brand Image → Destination Image .160*** 11.304 .132 .191

Explained Variance
Team Brand Image R2 = .533
Satisfaction R2 = .122
Destination image R2 = .204

β = beta weight; t = t-value; LLCI = lower level confidence interval; ULCI = upper level confidence interval; *** = significant at .001 
level; n.s. = not significant.
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brand image, were significant and positive. Overall, this model explained 53.3% (R2=.533) of the 
variance of team brand image, 12.2% (R2=.122) of the variance of satisfaction, and 20.4% (R2=.204) 
of the variance of destination image. These values reflect the model’s moderate explanatory power 
for team brand image and week explanatory power for satisfaction and destination image (Henseler 
et al., 2009). Even so, as R2 should be interpreted based on context (Hair et al., 2019), the identified 
R2 values contribute to a detailed assessment of consumers’ satisfaction with sport-related services 
(Leeuwen et al., 2002) and destination image (Pan et al., 2021).

5. Discussion and implications

This study integrated text mining and SEM. We began with secondary data from 26,538 individual 
unstructured online reviews, transformed these data into a structured format, and tested a model to 
delineate relationships between the sport stadium visitor experience, satisfaction, team brand 
image, and destination image. Research on sport stadium experiences has been driven by traditional 
primary data collection and focused on the benefits for sport brands. Our exploration of theoretical 
relationships based on online reviews contributes to the literature by capturing the essence of 
stadium experiences and their consequences for sport brands and host cities.

Our structural model showed that the sport stadium visitor experience had a strong direct effect 
on team brand image, extending research on the game experience (e.g. Byon et al., 2013; Yoshida & 
James, 2010) and corroborating the idea that customer experience is pivotal to developing a team’s 
brand image (Berry, 2000; Ross, 2006). To this end, well-planned visits with access to pre-visit 
information (e.g. site access, parking facilities, opening times) and investment in external stadium 
accessibility (e.g. shuttle service or free tickets for public transportation) may generate a better team 
brand image. Although the delivery of positive experiences is crucial for any service brand (Ross,  
2006), favourable stadium visitor experiences may be even more important for tourists and satellite 
fans (Kerr & Gladden, 2008). More specifically, due to displacement, tourist and satellite fans 
infrequently visit the stadium – but when they do, they often move beyond the stadium’s core 
purpose (i.e. a team match) and visit other city sites (Cho et al., 2021), representing an important 
segment to target by team managers and destination and leisure marketers.

Another important finding is that the relationship between visitor experience and team brand 
image is partially mediated by consumer satisfaction. As stadium experiences are essential for the 
development of a favourable team brand image (Biscaia et al., 2016), it is necessary to create an 
environment that suits visitors’ expectations (Kempiak et al., 2017; Piramanayagam et al., 2020) and 
promotes satisfaction. Insight into visitors’ experiences (i.e. TripAdvisor data) underscore the 
importance of stadium managers investing in holistic experiences that can compensate for matches’ 
unpredictable outcomes (Yoshida, 2017). Visitor satisfaction also requires direct service encounters 
(Wolter et al., 2017). Managers should invest in events that supplement matches (e.g. halftime 
shows, networking events) in addition to providing ancillary services (e.g. museums, memorabilia 
sales) to offer more stadium contact points. This service exposure can increase visitors’ satisfaction 
and subsequently cultivate a positive team brand image.

A holistic approach to service delivery in sport stadiums (Biscaia et al., 2021) can benefit the host 
city as well, given that visitor experience has a positive direct impact on destination image. 
Similarly, the collective effects of visitor experience and increased team brand image on destination 
image were moderately positive. Positive perceptions about one’s stadium experience and 
a favourable team brand image therefore seem to spill over to the city (Beverland et al., 2021; 
Ribeiro et al., 2018), empirically supporting the notion that brands within an ecosystem tend to 
affect one another (Kunkel & Biscaia, 2020) and that sport events contribute to the destination 
brand (Su & Kunkel, 2019). This finding highlights the need for stadium managers and city leisure 
managers to acknowledge their complementary roles (i.e. of facilities and the overall city). 
Cooperative efforts can promote both the team and city (Ginesta & Eugenio, 2014) to collectively 
enhance team-related outcomes and the destination brand.
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Effective communication through destination advertising campaigns generally influences indi-
viduals’ experiences (Kharouf et al., 2020). Sport and destination managers should hence use 
various platforms to disseminate information and highlight the team – city link and the positive 
experiences stadium visitors encounter. For example, city managers should support stadium 
enhancements aimed at improving the attendee experience, such as through expansion licences 
or improved transport infrastructure. Similarly, with the increased appeal of virtual reality site tours 
induced by the COVID-19 pandemic (Itani & Hollebeek, 2021), our findings suggest that enabling 
virtual touristic experiences with the possibility to have a tour of the stadium could benefit the 
destination image marketing strategy. City and leisure managers are advised to include sport 
stadiums as relevant tourism attractions in a city’s communication plan, promote local teams, 
and develop specific promotional campaigns when an international match comes to the stadium 
targeting local and satellite fans. Using the team logo and colours in marketing communications 
and including details about the team’s history, star players, team-related social events, or conces-
sions (see Table 3) in the stadium and surrounding area may bolster the city’s image as 
a destination – especially given the mediating role of team brand image on the association between 
the visitor experience and destination image.

Despite the positive relationship between visitors’ experiences and satisfaction, the latter element 
was found to adversely affect destination image. However, the magnitude of this path coefficient (i.e. 
satisfaction – destination image) was quite low. The significant effects were likely due to the large 
sample size, rendering this relationship meaningless from a practical standpoint (Cohen, 1988). The 
path coefficient from satisfaction to destination image revealed that less than 1% of the variance in 
destination image could be uniquely attributed to overall satisfaction perceptions. As attracting 
visitors is part of the efforts of any destination marketers (Heere et al., 2019), developing strategies 
that focus exclusively on this relationship may result in unnecessary financial investment and be 
misleading for stadium, destination and leisure managers. Instead, efforts intended to generate 
benefits for the city (i.e. destination image) should be spurred by focusing on positive stadium 
visitor experiences and a better team brand image. Relevant initiatives will be advantageous for the 
team (i.e. favourable brand image) through increased consumer satisfaction with stadium visits.

In sum, this work offers several valuable insights around cultivating a positive team brand image 
and a positive destination image from sport stadium visitors’ points of view. Sport stadium 
managers should keep in mind that a team’s brand image is positively influenced by the stadium 
visitor experience and subsequent satisfaction. For city and leisure marketers, the stadium visitor 
experience is vital to developing a strong perception of the city as a destination, with the team’s 
brand image also playing a role. Close coordination between stadium and host destination market-
ers could transform the team’s brand into the city’s cultural brand to foster the connection between 
the sport stadium and destination image. The sport stadium could be shaped by, contribute to, or 
even form the destination image and the city’s cultural environment. Additionally, a positive 
stadium experience will help cultivate a positive team brand image and perceptions of the city as 
an appealing destination. Yet satisfaction with the stadium experience could also generate benefits 
for the team (i.e. better brand image) without necessarily being advantageous for the city (i.e. no 
link to destination image). These findings bolster the literature on destination image (e.g. Lugosi & 
Walls, 2013; Pike et al., 2019), consumer satisfaction (e.g. Oliver, 1993; Yoshida & James, 2010) and 
brand spillover effects (e.g. Pritchard et al., 2020; Su & Kunkel, 2019) by showing that experience is 
of differential importance for service providers (teams) and associated entities (cities). In essence, 
although increased visitor satisfaction is crucial for service providers, corresponding benefits do not 
seem to transfer to related entities.

5.1. Limitations and future research

Several limitations of this study may have influenced our findings and should be considered in 
future research. First, only 17 European stadiums that hosted the UEFA Champions League final 
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were considered, limiting results’ generalisability to other sport stadiums and cities. Subsequent 
work should expand the sample size and explore different sport stadiums’ impacts in promoting 
their respective cities – particularly when cities host more than one major team (Madrid, Spain: Real 
Madrid Club de Fútbol & Club Atlético de Madrid; London: Chelsea FC, Arsenal FC, Crystal Palace 
FC, Queen Park Rangers FC, Fulham FC, Tottenham Hotspur FC, & West Ham United FC). The 17 
stadiums chosen for this study were in cities featuring a strong tourism dynamic (e.g. Milan, Lisbon, 
and London). In the future, scholars could investigate stadiums’ effects in cities with less global 
appeal. Selected stadiums also differed in their age, degree of innovation, and services provided; 
additional studies are needed to more clearly delineate differences among these variables. Findings 
will enhance the understanding of stadiums’ roles on teams and cities.

Second, although the adopted dictionary was validated based on input from an independent 
expert panel, caution is necessary when interpreting the results; dictionary definitions may be 
influenced by human bias. Third, all data were gathered from TripAdvisor. Therefore, it was 
impossible to fully disaggregate a guest’s review about a visit within a specific game event context, 
about a supplementary service (e.g. club’s museum), or about a tour outside an event. As many 
stadiums are now multipurpose venues that market a number of sub-brands in addition to sport 
events (Pritchard et al., 2020), disentangling these services may be easier for some stadiums than for 
others. For example, while a guided visit tour of FC Barcelona’s Camp Nou has its own TripAdvisor 
page that is separate from the main Camp Nou page, this may not be the case for all stadium sub- 
brands. Thus, the adoption of ‘review express solicitation’ (i.e. solicited reviews by the host 
organisation) for each stadium-related experience (Litvin & Sobel, 2019) may help better under-
standing of how stadium visits favour both team and host city. Also, although secondary data from 
online platforms entail big data (Moro et al., 2019) and can offer a comprehensive perspective based 
on a large visitor sample, a dataset is ultimately limited to the features available on a given social 
media platform. Studies integrating secondary data from social media with primary data (e.g. 
interviews and questionnaires) may lead to more fruitful conclusions. Finally, in light of transfor-
mation of city visitors’ behavioural patterns derived from COVID-19 (Li et al., 2020), future 
research could examine how the new safety measures implemented in sport stadiums influence 
destination image. Similarly, empirically examining how the growth of stadium tours (e.g. Juventus,  
2021) impact individuals’ perception of the city would represent a research opportunity to aid 
managing destination image and associated leisure strategies.

6. Conclusion

This study combined a text mining approach with a structural model to explore the relationships 
among sport stadium visits, team brand image, visitor satisfaction, and destination image. Results 
indicate that the visitor experience is vital to enhancing both a team’s brand image and the city’s 
destination image. Consumer satisfaction was found to partially mediate the relationship between 
the visitor experience and team brand image but not destination image. In addition, a positive team 
brand image can spill over to the city in the form of a positive destination image. These outcomes 
offer stadium and destination image and leisure managers actionable suggestions regarding how to 
leverage football stadiums to benefit the team and the host city, such as the importance to the 
provision of stadium pre-visit information, investment in external stadium accessibility, supple-
mentary match events, as well al as the reinforcement of the team-city link in the marketing 
communications, or the creation of virtual touristic experiences.
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