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Introduction
As a global industry, tourism has been growing rapidly since 1970 (Haque & Haque, 2018). In 
several countries, tourism has become one of the fastest growing economic sectors in recent 
decades (Hasani et al., 2016), and it is recognised as an important growth industry in various 
countries. Therefore, tourism has developed into one of the rapidest rising emerging economic 
sectors in the world (Alam & Paramati, 2016). With the increasing popularity and significant 
increase in the number of sports events, the relationship between sports and tourism continues to 
deepen (González-García et al., 2018), and the interest of scholars in studying tourists has 
increased (Fotiadis et al., 2016). As an indispensable part of sports tourism, sports tourists play a 
vital role in promoting economic growth (Chen et al., 2023). Many destinations have begun to pay 
attention to attracting domestic tourists (Park & Song, 2019). A variety of unique tourism 
programmes and special activities are offered to tourists (Mason & Nassivera, 2013), and the 
research shows that the cost of attracting and retaining returning visitors is significantly lower 
than that of attracting first-time visitors (Kim et al., 2013). The aforementioned shows that it is 
significant to investigate the behavioural intention of sports tourists. 

The process of making a decision is complicated and dynamic. It changes over time and is 
influenced by many factors (García-Fernández et al., 2018), such as perceived behavioural control 
(PBC), subjective norms (SN) and attitudes (ATT) (Erul et al., 2020; Soliman, 2021). At present, 
theory of planned behaviour (TPB) is one of the most widely studied frameworks for predicting 
behavioural intent (Fielding et al., 2008). It is a theoretical model proposed by Ajzen, derived from 
the theory of reasoned action (TRA) in social psychology (Ajzen, 1991). The TRA model addresses 
the influence of cognitive components on behaviour. It has been extended to TPB by considering 
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questions related to control factors to predict behavioural 
intent and actual behaviour (Ajzen, 1991). A psychological 
theory, TPB, examines the relationship between behaviour, 
intention and ATT (Juschten et al., 2019). According to the 
TPB, an individual’s behavioural intention is determined by 
voluntary factors, including ATT, SN and perceptual control. 
In the framework of tourism planning, TPB has been 
extensively applied to predict various intentions in the 
tourism environment, such as the intention of tourists to 
revisit a place (Hu & Shen, 2021; Huang et al., 2019), medical 
tourism (Seow et al., 2022), beach tourism (Hasan et al., 2020), 
creative tourism (Huang et al., 2019), the willingness of 
residents to support tourism (Erul et al., 2020) and the chance 
of revisiting a luxury hotel restaurant (Han & Hyun, 2017). 
The study found that providing high-quality events at 
tourists’ destinations is conducive to improving tourists’ 
revisit intention (RI) (He & Luo, 2020; Meng & Cui, 2020; 
Vesci & Botti, 2019). At the same time, many studies provide 
evidences that tourists’ satisfaction (SAT) is a prerequisite for 
the RI and will improve their RI opportunity (Cho et al., 
2020). The relationship between service quality and RI is 
mediated by SAT (Abbasi et al., 2021). Some studies 
(Sussman & Gifford, 2019) suggest a bidirectional relationship 
between intention and the basic components of the TPB, 
where intentions can influence ATT, norms or PBC. However, 
TPB traditionally assumes a unidirectional flow from these 
components to behavioural intent, simplifying statistical 
analysis and testing basic assumptions (Sutton, 2003). While 
more complex models that emphasise explaining behaviour 
exist, this study adopts a normative TPB model to maintain 
clear causality and focus on effectively predicting tourist 
behaviour (Armitage & Conner, 2001).

However, Jeong and Kim (2019) argue that there is 
little  empirical research on the potential behavioural 
consequences of event quality (ETQ). For example, Shonk 
et al. (2017) explored the relationship between ETQ, SAT 
and intention to return at the ICF Canoe Slalom World 
Championships. Jeong and Kim (2019) discussed the 
relationship between visitor SAT and ETQ and loyalty, 
while Ko et al. (2023) developed a scale of ETQ in spectator 
sports (SEQSS) to measure the relationship between ETQ 
and behaviour intention. Although there are some studies 
on ETQ, SAT and behaviour intention, the combined study 
of TPB and ETQ structure has not yet emerged. In addition, 
the existing research has three major limitations. Firstly, it 
is regrettable that TPB theory has produced few research 
results on sports events. For example, Ito et al. (2023) 
believe that sports tourism research is limited, although it 
includes all TPB variables (i.e. ATT, SN, PBC, behavioural 
intention). Secondly, many researchers focus on large-scale 
sports events while ignoring the importance of small-scale 
sports events (Wong & Tang, 2016). Thirdly, the extended 
TPB model has not been used to study the structure of 
sports tourism’s ETQ and SAT, and the intermediary 
relationship among tourists’ SAT, ETQ and RI is rarely 
studied. In addition, some scholars have suggested adding 
variables to  the original TPB model to enhance its 

predictive power (Erul et al., 2020; Liu et al., 2021; Soliman, 
2021). In view of this, this study fills the gap. In order to 
further enrich and expand the TPB theory, this study 
incorporates ETQ and SAT into the extended theory of 
planned behaviour (ETPB) framework, systematically 
considers and explores the interrelationship among ETQ, 
SAT, ATT, SN and PBC, and re-examines intention to 
improve TPB to predict the behavioural intention of sports 
tourism tourists.

Hence, in this study, we aim to expand the original theoretical 
framework of tourism planning to understand tourists’ 
intentions to revisit more comprehensively. We plan to 
explore the relationship between ETQ and SAT by studying 
the effects of ETQ, ATT, SN, perceived behaviour control 
and SAT on tourists’ RI. Most importantly, we examine the 
mediating role of survey SAT between the ETQ and visitors’ 
intention of returning to a small sports event. The structure 
of this article is organised as follows: In the first part, we 
review the application of TPB and the ETQ in tourism or 
sports tourism and puts forward the hypothesis. Then, 
following the first part, the methods used to test the 
theoretical framework of TPB are introduced in detail. Next, 
we present and discuss the findings, which is finally 
followed by conclusions that highlights the implications 
for theory and practice and future research directions.

Materials
Revisit intention
Previous studies have shown that RI is necessary to measure 
the possibility of tourists’ revisit. Now, as a prediction tool 
for tourists’ revisit, it has become a hot topic in tourism 
circles (Assaker et al., 2011), and scholars have paid attention 
to the study of tourists’ RI. For example, He and Luo (2020) 
built a model of travel motivation, SAT and RI based on the 
push-pull theory and verified the relationship between 
tourists’ travel experience and RI. Soliman (2021) expanded 
the TPB model and constructed travel motivation, online 
word of mouth and destination familiarity to predict 
tourists’ RI. Tajeddini et al. (2021) extended the TPB model 
to models of SN (peer influence, word of mouth), ATT 
(social influence and economic influence) and quality 
(service quality and experience quality) for a prediction of 
tourists’ RI. Research has found that revisiting tourists 
provides a long-term and stable source of income for the 
tourist destination and a high proportion of tourists, which 
helps to maintain the tourist source share of the tourist 
destination. In terms of long-term cost, retaining fixed 
customers is far lower than acquiring new customers 
(Petrick, 2005). Moreover, a 5% increase in customer 
retention can increase profits by 85% (Reichheld, 1993). 
From the perspective of event operation cost, the 
development cost of the revisit market is lower than that of 
the initial tour market, and improving the revisit rate of 
event tourists is conducive to the sustainable development 
of sports event tourism, the economic and social 
development of the event’s host place (Chen et al., 2021).

http://www.sajbm.org�
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Subjective norms and revisit intention
According to the TPB model, SNs are another factor affecting 
behavioural willingness. Subjective norms refer to an 
individual’s perception of social normative pressures that 
compel them to enact a particular behaviour or the people 
important to him or her to engage in or refrain from a specific 
behaviour (Ajzen, 1991; Ajzen & Fishbein, 1975; Belanche 
et al., 2019; Tajeddini et al., 2021). Whether or not an action is 
performed is influenced mainly by the people who have a 
close relationship with the subject. Regarding tourism, 
certain research has demonstrated that the previously 
published literature empirically proves that travellers’ views 
influenced people’s behavioural intentions, that is, close 
people (family, friends or colleagues) influence their choices, 
and that SNs have a significant positive correlation with RI 
(Abbasi et al., 2021; Soliman, 2021; Tajeddini et al., 2021). This 
leads to the following hypothesis:

H1: Subjective norms positively affect revisit intention.

Perceived behavioural control and revisit 
intention
Perceived behavioural control is also considered a 
prerequisite for intention and behaviour (Ajzen, 1991), 
defined as the perception of how easy or difficult it is to act 
(Song et al., 2015). In other words, PBC means that the 
individual believes that they can perform the behaviour 
skillfully. Primarily, PBC considers individuals’ perceptions 
of how well they manage aspects that may enable or limit 
explicit behaviour. Perceived behaviour control also 
positively impacts individuals’ actual access behaviour 
(Soliman, 2021; Tajeddini et al., 2021). In addition, studies 
have shown that the growth of PBC will increase the 
endurance of revisiting the destination (Lam & Hsu, 2006). In 
addition, RI is positively and significantly correlated with 
PBC (Abbasi et al., 2021; Han et al., 2010, 2017). Based on the 
earlier discussion, the following hypothesis is formulated:

H2: �Perceived behavioural control positively affects revisit 
intention.

Attitude and revisit intention
Attitude refers to the evaluation (positive or negative) of an 
individual’s willingness to engage in the behaviour of interest 
(Ajzen, 1991). According to Schiffman and Kanuk (2004), 
theoretically, ATT consists of three components: cognition, 
emotion, and intention or behaviour. The cognitive 
component relates to a person’s cognition, which is derived 
from direct experience or various information sources that 
form an ATT and are expressed as beliefs. The emotional 
component is a mental response that explains preferences, 
emotions and feelings. Cognition indicates the likelihood or 
improbability that a person will take a particular action or act 
in a particular way, indicating future intentions. Personal 
experiences, family, friends, the internet and the media may 
influence a person’s ATT. Over time, ATT form and remain 
consistent. It shows a tendency to act in a particular way as a 
response to the influence of past knowledge and experience 
(Lam & Hsu, 2006). Based on these beliefs, Reza Jalilvand 

et al. (2012) carried out projects to measure whether tourists’ 
ATT towards a destination are ‘very bad/very good’, ‘very 
worthless/very valuable’ and ‘very unpleasant/very pleasant’. 
It can be seen that ATT affects a person’s behavioural 
intention. Research has found a significant positive 
correlation in tourism between the ATT towards visiting a 
specific destination and the intention to see that destination 
(Abbasi et al., 2021; Han et al., 2010). Therefore, we propose 
the following hypothesis:

H3: Attitude positively affects revisit intention.

Event quality
Regarding sports events, many scholars try to develop 
reliable and effective service quality measurement scales. 
Currently, SERVQUAL and SERVPERF are the two main 
representatives of the scale (Jain & Gupta, 2004). In sports 
and leisure, researchers have used a modified version of 
SERVQUAL to measure the quality of service over the past 
few decades. For example, McDonald et al. created 
TEAMQUAL with 39 items for sports organisations based on 
SERVQUAL (McDonald et al., 1995). On the other hand, 
Theodorakis et al. (2001) developed the SPORTSERV scale, 
which represents five service quality dimensions: tangibility, 
responsiveness, accessibility, security and reliability. Based 
on multiple focus group interviews and an extensive 
literature review, Ko et al. (2011) developed a comprehensive 
model and measurement SEQSS, which consists of five 
dimensions: game quality (GQ), augmented service quality, 
interaction quality (IQ), outcome quality (OQ) and 
environment quality. Jin et al. (2013) proposed a four-
dimensional framework composed of GQ, IQ, OQ and 
physical environment quality (PEQ). The GQ refers to the 
audience’s evaluation of the players’ skills and information. 
Interaction quality involves evaluations of the staff and 
volunteers’ responsibility for the service and SAT with 
interactions with other audiences. Outcome quality provides 
a ‘measure of consumer perception of benefits gained from 
interactions with service providers’, while PEQ focusses on 
consumer evaluations of the design, cleanliness and safety 
features of the stadium atmosphere and facilities. Ko et al. 
(2023) developed 12 individual measurements based on the 
dimension of ETQ and found that the utility and effectiveness 
of the scale could be significantly improved. In addition, as 
there is little research on the quality of major sports events 
(Jin et al., 2013), in order to understand the psychology and 
behaviour of sports tourists, our research focusses on the 
quality of events rather than the quality of services.

Event quality and revisit intention
Quality is considered as perception (after the service 
experience) minus expectation (before the service 
experience; Tajeddini et al., 2021). Previous studies have 
found that ETQ positively influences RI (Moon et al., 2013). 
Wicaksono et al. (2021) predicted tourists’ RI by using a 
measurement scale for the quality of sports events, which 
was composed of three dimensions. Jin et al. (2013) proposed 
that ETQ is a four-dimensional framework and found that 
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sports events have a specific positive impact on tourists’ 
behavioural intentions. It can be seen that tourists feel that 
the ETQ is higher and superior, and they are likely to 
increase their chances of revisiting the same destination. 
Therefore, based on the earlier discussion, the following 
hypothesis is proposed:

H4: Event quality positively affects revisit intention.

Event quality and satisfaction
A large number of literature focusses on the relationship 
between perceived quality (Vegara-Ferri et al., 2020), 
experience quality (Aliedan et al., 2021; Vegara-Ferri et al., 
2020), service quality (Al-Laymoun et al., 2020; Elfi Azhar 
et al., 2019) and SAT of tourism. However, studies on ETQ 
are still lacking. In recent years, in the context of sports 
tourism, more and more studies have paid attention to ETQ. 
For example, Chen et al. (2023) studied the determinants of 
sports tourists’ decision-making and discovered that SAT 
and ETQ are related. In sports tourism, Jeong et al., (2019) 
and Jeong & Kim, (2019a) investigated the relationship 
between SAT, ETQ and behavioural intention and found that 
tourist SAT is positively correlated with ETQ. Lam-González 
et al. (2021) studied the relationship between high-quality 
urban entertainment, destination image, experience quality 
and tourists’ SAT and found that the tourists’ SAT and ETQ 
are correlated. Given the existing research on the quality and 
SAT of events, we propose the following hypothesis:

H5: Event quality positively affects the satisfaction of tourists.

Satisfaction and revisit intention
The SAT of people who purchase services is generated by 
the travel experience, which leads to SAT with the services 
received (Gillison & Reynolds, 2018). Satisfaction refers to 
the emotional response to a cognitive response to an 
experience (Monferrer et al., 2019; Smith, 2020). Studies in 
the tourism context have established a link between SAT 
and willingness to revisit, concluding that SAT significantly 
impacts tourists’ positive willingness to revisit (Abbasi 
et al., 2021). Jeong et al., (2019) examined the structural 
relationship between ETQ, tourism SAT, place attachment 
and behavioural intention, which predict behavioural 
intention. Hutchinson et al. (2009) developed and tested a 
comprehensive model to examine the relationship between 
golf travellers’ perceptions of quality, value, fairness and 
SAT, and the findings indicated that the intention to return 
was significantly influenced by SAT. Meanwhile, Tang et al. 
(2022) found that tourist SAT directly and positively impacts 
tourists’ RI through rural tourism. As a result, the study by 
Bayih and Singh (2020) showed that when tourists are 
dissatisfied with a destination or its activities, their 
willingness to return decreases significantly. To sum up, if 
tourists think that the quality of sports event service is 
higher and better, they may have higher SAT, which is likely 
to increase their chances of visiting again. Therefore, based 
on the previous discussion, we propose the following 
hypothesis:

H6: Satisfaction positively affects revisit intention.

In addition, according to the study on the relationship 
between ETQ and SAT, combined with the RI, Jeong et al. 
(2019) found tourist SAT’s moderating role in the association 
between behavioural intention and ETQ. Therefore, based on 
the previous discussion, the following hypothesis is 
proposed:

H7: �Satisfaction mediates the relationships between event 
quality and revisit intention.

The extended TPB model shown in Figure 1 is constructed 
based on the aforementioned results.

Methodology
Selection of sports tourism events
In July 2022, Taipan Village, Taipan Township, Qiandongnan 
Prefecture, Guizhou province, held the first Guizhou 
‘Beautiful Village’ Basketball League, which became popular 
at home and abroad through short videos in just 1 month. The 
local villages that held the sports event are affectionately 
called ‘Village BA’ by netizens. This is precisely because the 
‘Village BA’ basketball tournament in Guizhou has the 
functions of sports, tourism, national culture and commercial 
consumption, which meets the current market demand and 
the psychological needs of sports tourists. From July 2022 to 
August 2023, Taijiang County in Guizhou received more than 
2 million tourists and achieved a tourism income of more than 
2.3 billion yuan. At present, the ‘Village BA’ basketball 
tournament in Guizhou can stand out among many sports 
events in China, become a viral sports event at home and 
abroad, gain sustainable competitive advantages, attract a 
large number of sports tourists to Taijiang to watch sports 
events and play a significant role in promoting local economic 
and social development. However, there are few empirical 
studies on the tourist behaviour of basketball events before, 
so we will take tourists who choose to visit the ‘Village BA’ 
basketball tournament in Guizhou as the research object to 

ATT, Attitude; ETQ, Event quality; H, hypothesis; PBC, Perceived behavioural control; RI, 
Revisit intention; SAT, Satisfaction; SN, Subjective norms.

FIGURE 1: Extended theory of planned behaviour model based on the perception 
of event quality and satisfaction.

RI

SAT

SN

PBC

ATT

ETQ

H1

H7 H6

H2

H3

H4

H5

http://www.sajbm.org�


Page 5 of 12 Original Research

http://www.sajbm.org Open Access

understand better the potential and unexpressed factors that 
affect tourists’ choice to travel to Guizhou, China.

Questionnaire design and variable 
measurement
To collect data, we conducted an exhaustive literature review 
to select the most appropriate scale for questionnaire design 
to measure different concepts. Finally, the questionnaire 
design includes the main body scale of tourists’ basic 
information and research structure. Among them, the 
basic  information about tourists involves demographic 
characteristics, such as gender, age, occupation, income 
level, education level, etc. The topic scale refers to research 
scales widely used and validated in the existing literature. In 
combination with interviews with sports tourism 
practitioners, tourists and related scholars, these indicators 
have been slightly modified to suit this study, and the model 
consists of six constructs, including one second-order 
construct and five reflective formative first-order constructs 
(Table 1). To be specific, four items were used to evaluate the 
ETQ (Jeong & Kim, 2020, 2022); Jeong and Kim (2020) used 
item segmentation to transform subfactors of ETQ into four 
observable variables, for example, the GQ includes three 
items, the IQ consists of three items and the OQ contains 
three items. The PEQ consists of three items. Three items 
were used to evaluate the tourist SAT (Jeong & Kim, 2019b, 
2020). Tourists’ ATT (three items), SN (three items) and 

perceived behaviour control (three items) were originated 
from researchers (Liu et al., 2020; Meng & Cui, 2020; Soliman, 
2021; Wang et al., 2020). Revisit intention (three items) 
originated from Jeong et al. (2019). Before the prediction, a 
panel of three professors in sports tourism was invited to 
conduct a review to check the surface validity of the 
questionnaire items. Then, a 7-point Likert scale was used 
for all structures, with 1 being ‘strongly disagree’ and 7 
being ‘strongly agree’. In addition to ATT and RI, this was 
measured using a 7-point semantic difference scale (Japutra 
et al., 2019; Quintal et al., 2015; Vesci & Botti, 2019).

Data analysis
In this article, SPSS 26.0 is used to calculate the data collected 
by the questionnaire. We tested these hypotheses using 
partial least squares structural equation modelling (PLS-
SEM) of SmartPLS version 4.1.0. We chose to use SEM-PLS 
for three main reasons. Firstly, this study focussed on 
prediction by testing the variance of endogenous variables 
and identifying the critical predictors of the variables. 
Secondly, the measurement model includes one formatively 
measured construct. Thirdly, PLS-SEM was to understand 
theoretical extensions of established theory better. Lastly, 
the structural model can be easily be estimated with a 
higher-order construct (Hair et al., 2017). Partial least 
squares structural equation modelling consists of a two-
step estimation process: measurement model assessment 

TABLE 1: Structure composition, items and sources of the extended theory of planned behaviour model.
Construct Type Indicator Measurement item Sources

Event quality Formative GQ1 It was exciting to watch skillful players. Jeong and Kim (2020, 2022)
GQ2 Skill performance of players was excellent.
GQ3 Information about this event was easy to obtain.
IQ1 The demeanour of the staff was pleasant.
IQ2 I enjoyed being with the other spectators.
IQ3 Spectators followed the regulations.
OQ1 I view the outcome of this event favourably.
OQ2 I enjoyed the social interaction at this event.
OQ3 I spent quality time with my friend/family.
PEQ1 The facility was clean and well maintained.
PEQ2 I am impressed with the facility design.
PEQ3 I believe the facility is safe.

Satisfaction Reflective SAT1 Overall satisfaction. Jeong and Kim (2019b, 2020)
SAT2 When compared with my expectation.
SAT3 When I consider my invested time and effort.

Attitude Reflective ATT1 For me, I think revisiting Taijiang is wise. Liu et al. (2020), Meng and 
Cui (2020)ATT2 For me, I think revisiting Taijiang is pleasant.

ATT3 For me, I think revisiting Taijiang is beneficial.
Subjective norms Reflective SN1 Most people who are important to me think I should revisit Taijiang. Liu et al. (2020), Meng and 

Cui (2020), Soliman (2021)SN2 Most people who are important to me would want me to revisit Taijiang.
SN3 People whose opinions I value would prefer me to revisit Taijiang.

Perceived behaviour control Reflective PBC1 Whether or not I revisit Taijiang is completely up to me. Meng and Cui (2020), 
Soliman (2021)PBC2 I am confident that I can revisit Taijiang.

PBC3 I have money to revisit Taijiang.
Revisit intention Reflective RI1 If I had to decide again, I would choose Taijiang again. Jeong et al. (2019)

RI2 I want to visit Taijiang.
RI3 I intend to visit Taijiang in next 12 months.

Note: Event quality is a second-order model formed by four sub-structures, namely GQ, IQ, OQ and PEQ. Please see full reference list of this article: https://doi.org/10.4102/sajbm.v55i1.4727 for 
more information.
ATT, attitude; GQ, game quality; IQ, interaction quality; OQ, outcome quality; PBC, perceived behavioural control; PEQ, physical environment quality; RI, revisit intention; SAT, satisfaction; 
SN, subjective norms.
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and structural model assessment. In the first stage, the 
measurement model involved evaluating indicators’ 
reliability and validity, such as outer loadings, internal 
consistency reliability, composite reliability (CR), convergent 
validity of each construct and discriminant validity. The 
structural model was checked for potential collinearity 
issues among the constructs in the second stage. Then, the 
structural model assessment included learning about the 
predictive capabilities of the model and determining the 
predictive power of hypothetical models, such as coefficient 
of determination (R2), cross-validated redundancy (Q2) 
and  the path coefficients (Hair et al., 2013, 2019; Sarstedt 
et al., 2017).

Data sources and demographic profile
The convenient sampling method has been widely recognised 
and used in the field of sports tourism (Alexandris et al., 
2017; Chen et al., 2021; Jeong & Kim, 2020), because it offers 
several advantages, particularly in situations where time, 
resources or access to random samples are limited (Emerson, 
2021; Etikan, 2016). Therefore, a convenient sampling method 
was adopted in this study. According to Krejcie and Morgan 
(1970), the sample size selection should be 385 for large 
population size. In addition, Nunkoo et al. (2013) and Hair 
et al. (2019) suggest that the minimum sample size in SEM is 
200, and their views have been widely applied in empirical 
studies. Considering the questionnaire recovery rate and 
efficiency, and further ensuring the sufficient sample size, we 
finally chose 500 tourists to Guizhou sports tourism 
destination as the sample size. From 15–18 July 2023, a 4-day 
field survey was conducted on ‘Village BA’ in Taipan, 
involving more than 40 people, including cadres of the 
Taipan village committee, 9 tourists, referees and athletes, 
and they filled in relevant questionnaires. In addition, the 
objects of this study were mainly from all over Guizhou 
province. Because of the younger basketball population, a 
structured self-filling network questionnaire is used to collect 
data. The network questionnaire is efficient and cost-effective, 
and the respondents can truthfully express their opinions 
without being affected by other factors. This article selects 
the online survey platform ‘Wenjuanxing’ to publish and 
collect questionnaires. The validity date is from 01 October 
2023 to 20 December 2023 and a link is sent to invite tourists 
who watched the ‘Village BA’ basketball match in Guizhou to 
fill in the online questionnaire. A total of 500 questionnaires 
were distributed. The researchers excluded the questionnaires 
with missing values and the questionnaires with similar 
answers, and the number of valid questionnaires was 367, 
with an effective rate of 73.4%. According to the criterion that 
the adequate sample size is 10 times higher than the number 
of indicators (Thomspon, 2000), the effective sample size of 
this time meets the standard for subsequent statistical 
analysis. The demographic characteristics of tourists are as 
follows: regarding gender distribution, the proportion of 
male tourists is 46.9%, and that of female tourists is 53.1%. In 
terms of age distribution, 32.4% were under the age of 
25 years, 18.5% were between 26 and 30 years, 19.3% were 

between 31 and 40 years, 13.4% were between 41 and 
50 years, and 16.3% were over 50 years. In the distribution of 
education level, high school education and below accounted 
for 12.6%, junior college accounted for 18.5%, university 
undergraduate accounted for 49.6% and postgraduate 
education accounted for 16.6%. In terms of occupational 
composition, 28.6% were full-time students, 21.5% were 
freelancers, 20.2% were self-employed persons and 7.6% 
were technical development and engineers. In addition, 1.4% 
were lawyers or legal affairs, 6.3% were teachers, 6.8% were 
enterprise managers, 2.5% were scientific researchers and 
2.2% were government personnel; retirement accounts for 
1.6%. In terms of monthly income, 65.7% of people have an 
income of less than RMB 5000 Yuan and 34.3% have an 
income of more than RMB 5000 Yuan. The overall 
questionnaire sample is representative to some extent.

Ethical considerations
Ethical clearance to conduct this study was obtained from the 
Guizhou Education University Human Research Ethics 
Committee.

Results
Measurement model evaluation
This study used two stages to evaluate the measurement 
model. In the first stage, in order to verify whether the 
measurement scale of nine reflective exogenous constructs, 
including SN, PBC, ATT, GQ, IQ, OQ, PEQ, SAT, RI, were 
evaluated in line with their internal consistency reliability 
and validity. Therefore, we checked and reported the 
outloading of all items for each construct, Cronbach’s α and 
CR, and average variance extracted (AVE) (Hair et al., 2017). 
Table 1 shows the internal consistency, reliability and 
convergence validity results.

As seen from Table 2, the Cronbach’s α values of each variable 
were above the 0.70 recommended threshold (Hair et al., 
2019) except SN factor (α = 0.693). However, the coefficient α 
values in the range of 0.6–0.7 could be considered as the 
minimum acceptable confidence level for preliminary studies 
(Kim et al., 2015). Therefore, factors of SN are retained in this 
study. The range of CR is between 0.752 and 0.897, which is 
greater than the common standard of 0.7 (Hair et al., 2019). It 
indicates that the reliability of the scale is high. The outloading 
of all items ranges from 0.702 to 0.918, all greater than 0.6 
(Hair et al., 2017), and the AVE ranges between 0.619 and 
0.817, greater than the standard of 0.5 (Hair et al., 2019). This 
indicates that the scale has good internal consistency and 
high convergent validity.

In order to investigate discriminant validity, we applied the 
approach called the Fornell–Larcker criterion (Fornell & 
Larcker, 1981) and heterotrait–monotrait (HTMT) ratio (Hair 
et al., 2019; Henseler et al., 2015). The discriminant validity 
was evaluated by comparing the AVE value and squared 
correlation with other constructs (Fornell & Larcker, 1981); 
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many scholars used the Fornell–Larcker criterion to analyse 
the discriminant validity (Erul et al., 2020; Liu et al., 2021; 
Meng & Choi, 2019). Meanwhile, HTMT is the most popular 
measurement method at present. Heterotrait–monotrait was 
defined as the average of item correlations across structures 
relative to the average of items measuring the same structure 

(Henseler et al., 2015). Table 3 shows the results. The AVE 
values of all constructs are higher than the squared correlation 
with other constructs (Fornell & Larcker, 1981). Besides, the 
HTMT ratio values ranged between 0.187 and 0.663, which 
were below the threshold of HTMT0.85 or HTMT0.9, with the 
average of item correlations conforming to conceptually 
different structural HTMT0.85 recommended value (Hair 
et al., 2019). Therefore, the scale has discriminant validity.

In the second stage, GQ, IQ, OQ and PEQ established ETQ 
as a second-order formative construct. These four first-
order structures become observation indicators of ETQ. For 
the structure of formative measures, convergent validity 
was assessed by correlating the structure to an alternative 
measure of the same concept (Hair et al., 2019). Therefore, 
the first-order structures’ variance inflation factor (VIF) is 
used to test the collinearity of formative indicators. As can 
be seen from Table 4, all VIF values are between 1.43 and 
1.973, below the threshold of 3.0 (Hair et al., 2019). In 
addition, Table 4 showed that the outer weights were all 
significant except for IQ (p > 0.05), and the loadings of four 
first-order constructs exceeded 0.50. According to the 
suggestion by Sarstedt et al. (2017), the weight as soon as 
possible was not significant, but its loading was greater 
than 0.5, so we retained the IQ structure.  As a result, the 
formative-reflective construct was established, indicating 
that the measurement items adequately measured its 
respective second-order construct.

Structural model evaluation
The structural model was evaluated to determine the 
significance of the hypothetical path and the overall 
predictive capabilities of the model, as indicated by the 
following criteria: coefficient of determination (R2), 

TABLE 3: Results of discriminant validity analysis using heterotrait–monotrait0.85 and Fornell–Larcker criterion.

Constructs ATT GQ IQ OQ PBC PEQ RI SAT SN

ATT 0.842 0.310 0.259 0.28 0.389 0.341 0.662 0.518 0.508
GQ 0.266 0.904 0.378 0.486 0.187 0.592 0.372 0.387 0.316
IQ 0.212 0.323 0.858 0.455 0.189 0.663 0.335 0.375 0.416
OQ 0.231 0.422 0.379 0.873 0.248 0.614 0.359 0.404 0.356
PBC 0.310 0.158 0.154 0.200 0.826 0.288 0.535 0.307 0.363
PEQ 0.287 0.519 0.558 0.526 0.238 0.878 0.541 0.428 0.398
RI 0.549 0.324 0.279 0.303 0.434 0.462 0.870 0.560 0.649
SAT 0.425 0.337 0.312 0.341 0.248 0.365 0.471 0.871 0.476
SN 0.393 0.267 0.322 0.290 0.282 0.324 0.513 0.376 0.787

Source: Chang, M.X., Choong, Y.O., Ng, L.P., & Seow, A.N. (2022). The importance of support for sport tourism development among local residents: the mediating role of the perceived impacts of 
sport tourism. Leisure Studies, 41(3), 420–436. https://doi.org/10.1080/02614367.2021.2011950
Note: The bold diagonal values was the AVE value, above the diagonal line was the HTMT0.85 test value, and below was the Fornell–Larcker test value.
AVE, average variance extracted; HTMT, heterotrait–monotrait; ATT, attitude; GQ, game quality; IQ, interaction quality; OQ, outcome quality; PBC, perceived behavioural control; PEQ, physical 
environment quality; RI, revisit intention; SAT, satisfaction; SNs, subjective norms.

TABLE 4: Results of assessment of measurement model of second-order constructs.
Constructs Items Outer weight P Multicollinearity VIF Outloading

ETQ
GQ 0.292 0.003 1.43 0.732
IQ 0.161 0.081 1.474 0.655
OQ 0.236 0.045 1.463 0.713
PEQ 0.557 0.000 1.973 0.922

ETQ, event quality; GQ, game quality; IQ, interaction quality; OQ, outcome quality; PEQ, 
physical environment quality; VIF, variation inflation factor.

TABLE 2: Results of assessment of measurement model.
Construct Items λ CR AVE α

SN 0.752 0.619 0.693
SN1 0.760
SN2 0.887
SN3 0.702

PBC 0.778 0.683 0.768
PBC1 0.844
PBC2 0.785
PBC3 0.849

ATT 0.808 0.708 0.795
ATT1 0.877
ATT2 0.833
ATT3 0.814

GQ 0.897 0.817 0.889
GQ1 0.918
GQ2 0.905
GQ3 0.889

IQ 0.821 0.736 0.82
IQ1 0.847
IQ2 0.866
IQ3 0.861

OQ 0.845 0.763 0.845
OQ1 0.890
OQ2 0.875
OQ3 0.855

PEQ 0.778 0.683 0.768
PEQ1 0.872
PEQ2 0.874
PEQ3 0.889

SAT 0.842 0.759 0.841
SAT1 0.855
SAT2 0.888
SAT3 0.869

RI 0.846 0.757 0.84
RI1 0.855
RI2 0.865
RI3 0.890

α, Cronbach’s coefficient; λ, outloading; ATT, attitude; AVE, average variance extracted; CR, 
composite reliability; GQ, game quality; IQ, interaction quality; OQ, outcome quality; PBC, 
perceived behavioural control; PEQ, physical environment quality; RI, revisit intention; SAT, 
satisfaction; SN, subjective norms.
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cross-validated redundancy (Q2) and the path coefficients 
(Sarstedt et al., 2017). In the first stage, a bootstrapping 
procedure was performed on 5000 samples to assess the 
importance of the hypothetical path. In the partial least 
squares (PLS) structural model, the coefficient of 
determination (R2) is referred to as the in-sample predictive 
power (Rigdon, 2012), and the R2 values were 0.25, 0.50 and 
0.75, respectively, which are considered as weak, moderate 
and substantial effects (Hair et al., 2017; Sarstedt et al., 2017). 
In this study, we used the corresponding exogenous variables 
to explain the R2 value of the variance of endogenous 
variables, and the results show that tourists’ SAT explained 
18.6%, and RI explained 56.4% of the variance in the model. 
Therefore, this result was  considered acceptable 
(Rasoolimanesh et al., 2019). Furthermore, according to a 
recent study (Sarstedt et al., 2017), the model fit was assessed 
using the value of standardised root mean square residual 
(SRMR). The value of SRMR was 0.084. This was close to the 
required value of 0.08, indicating an acceptable model fit (Hu 
& Bentler, 1998; Wan et al., 2021).

In the second stage, 95% confidence intervals were used 
for hypotheses testing to evaluate the sign and significance 
of the path coefficients (Ali et al., 2018; Tajeddini et al., 
2021). Table 5 shows the evaluation of the structural model. 
Constructs of the extended TPB were positively associated 
with RI for sports tourism. Attitude (H1: β = 0.279, p < 
0.001, t = 5.421) had the strongest effect on RI, followed by 
SN (H6: β = 0.225, p < 0.001, t = 4.56), PBC (H4: β = 0.204, p 
< 0.001, t = 4.628), ETQ (H2: β = 0.181, p < 0.001, t = 3.685) 
and SAT (H5: β = 0.139, p < 0.01, t = 2.622). Thereby, the 
findings support H2, H3, H4, H5 and H6. In addition, ETQ 
(H3: β = 0.432, p < 0.001, t = 8.796) had the strongest effect 
on SAT. Thus, findings support H3. Then, mediation 
analysis was performed to assess the mediating role of 
SAT. The result (see Table 3) revealed a partially significant 
(p < 0.05) mediating role of SAT (H7: β = 0.359, p < 0.05, t = 
2.451) and mediated the relationship between ETQ and RI 
(Hair et al., 2017).

Apart from the path coefficient and R2 results of the structural 
model, the ƒ2 effect size explained the presence of mediation 

(Nitzl et al., 2016), and the Q2 showed the predictive accuracy 
of the structural model of the structure (Hair et al., 2019). The 
ƒ2 values of 0.02, 0.15 and 0.35, respectively, were considered 
small, medium or large, and the value less than 0.02 indicates 
no effect (Cohen, 2013; Hair et al., 2019), and according to the 
results of ƒ2 (Table 4), only the effect size for H3 ETQ -> SAT 
(ƒ2 = 0.229) was medium. The remaining hypotheses were 
considered to have a small effect size. Finally, we determined 
the predictive correlation of the PLS path model by 
performing a blindfolding procedure using an omission 
distance D = 7 (Sarstedt et al., 2017). The results showed that 
the Q2 value of SAT (0.136) and RI (0.375) were more than 0 
for all endogenous constructs, indicating that the PLS-path 
model is correlated (Hair et al., 2019).

Discussion
Theoretical implications
The study uses ETPB as a framework to examine ETQ and 
re-examine behavioural intention. According to the study of 
Jin et al. (2013), we put ETQ into a higher-order structure 
consisting of four sub-dimensions: GQ, IQ, OQ and PEQ. It 
found that many studies have adopted TPB to prove the 
direct relationship between SN, ATT, PBC and behavioural 
intention (Erul et al., 2020; Su et al., 2021). Some studies 
(He  &  Luo, 2020; Meng & Cui, 2020; Vesci & Botti, 2019) 
find  that behavioural intention can be explained by all TPB 
factors (i.e. ATT, SN and PBC). The study’s findings support 
the earlier conclusions, suggesting that TPB structure predicts 
RI (Abbasi et al., 2020, 2021; Liu et al., 2021). By integrating 
the ETQ and tourists’ SAT, this study further enhances 
the current understanding of tourists’ SAT (Chen et al., 2023) 
and RI (Jeong et al., 2019).

The study also reveals how independent variables and 
mediations in the ETPB structural model affect RI. The results 
of this study find that the total effect, direct effect and indirect 
effect of ETQ and RI are significant, indicating a partial 
intermediary relationship between SAT with ETQ and RI. It 
is also verified that the tourist SAT is positively correlated 
with ETQ (Jeong & Kim, 2020; Jeong et al., 2019); the tourist 
SAT has a significant impact on RI (Hutchinson et al., 2009; 

TABLE 5: Results of hypothesis testing.
Hypothesis Path β t-Statistics 95% of confidence interval Support ƒ2 Q2

Direct effect

H1 ATT -> RI 0.279*** 5.421 0.181, 0.376 Yes 0.114 -

H2 ETQ -> RI 0.181*** 3.685 0.082, 0.265 Yes 0.049 -

H3 ETQ -> SAT 0.432*** 8.796 0.280, 0.502 Yes 0.229 -

H4 PBC -> RI 0.204*** 4.628 0.123, 0.279 Yes 0.073 -

H5 SAT -> RI 0.139** 2.622 0.035, 0.242 Yes 0.027 -

H6 SN -> RI 0.225*** 4.560 0.130, 0.322 Yes 0.076 -

Indirect effect

H7 ETQ -> SAT -> RI 0.060* 2.451 0.012, 0.109 Yes - -

R2 values - - - - - -

R2 Satisfaction 0.186 - - - - 0.136

Revisit intention 0.507 - - - - 0.375

ATT, attitude; ETQ, event quality; PBC, perceived behavioural control; RI, revisit intention; SAT, satisfaction; SN, subjective norms.
*, p < 0.05; **, p < 0.01, two-tailed; ***, p < 0.001, two-tailed.
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Tang et al., 2022) and the positive impact of ETQ on 
RI  (Ko  et al., 2023). The results also showed that the main 
implications of ETQ on RI are direct, which recognises the 
intensity of the effects of ETQ on RI and determines the 
critical relationship between them. In the meantime, the SN 
are found to have the strongest influence on RI, and there is a 
positive correlation between them, which again confirms the 
previous study (Ko et al., 2023; Soliman, 2021; Tajeddini et 
al., 2021), which also supports the SN, that is, the perceived 
behaviour control is a prerequisite for intention and 
behaviour (Ajzen, 1991). Also, it explains that SN can affect 
individuals’ behavioural intentions mainly through familiar 
crowd suggestions, increasing the endurance of visitors to 
revisit their intention (Lam & Hsu, 2006). Anyway, the ETPB, 
which includes ETQ and SAT as newly added variables, is a 
helpful framework to convey a greater degree of ETQ effect 
to RI. The findings enhance our understanding of the 
importance of the correlation between ETQ and RI by 
developing strategies to promote visitors’ RI.

Practical contributions
This study may have some practical significance for 
promoting tourists’ behavioural intention through the 
programme of improving ETQ to plan for the development 
of sports tourism. The ETQ measurement scale can be 
extended to the theoretical structure of TPB as an 
independent variable. Tourist destinations provide tourists 
with unique projects and special activities (Lam & Hsu, 
2006). With high-quality events, tourists’ intention to revisit 
can be improved (He & Luo, 2020), while the cost of 
attracting tourists can be reduced (Kim et al., 2013). 
Organisers, local governments and managers of sports tourism 
events should fully consider the impact of ETQ on tourism 
development. Firstly, organisers can enrich the content of 
events by attracting talented and capable players to 
participate in various forms to improve the GQ of the events 
(Jeong et al., 2019). For example, organisers can provide 
useful information such as stadium location, match schedule, 
team information, hotels, restaurants and transportation 
(Jin et al., 2013) to attract the interest and attention of sports 
tourists because watching high-level matches and cheering 
for the favorite players are the motivation of tourists to 
attend sports events.

Secondly, the IQ between tourists and others should 
be  improved to enrich cultural entertainment, artistic 
performances and interesting activities outside the event 
so  that tourists can release their emotions in sports events 
and effectively interact with service providers, volunteers 
and other fans, to achieve the purpose of pleasing the 
mind  and  body, and truly obtain novel and unique 
experiences during the trip. It can increase the experience 
and SAT of visitors to the event, improve the possibility of 
visitors revisiting the destination and recommend it to 
family, friends and acquaintances. Then, tourists’ views on 
the OQ can be improved so that they can find their common 
topics and concerns when watching the events and 
communicating with fans, promote emotional resonance 

among tourists and  satisfy the psychological needs of 
consumers in the consumption process, to improve the 
recognition and attention of tourists to sports tourism 
events. Finally, to enhance the tourists’ evaluation of the 
stadium atmosphere, safety and other features, the 
organisers should improve the related supporting hardware 
facilities of the stadium, should take the personal safety 
and  property safety of tourists as a priority, and provide 
tourists with a high-quality event environment.

Conclusion
In conclusion, this study reveals the close relationship 
between the TBP model structure, ETQ, SAT and RI, as well 
as whether SAT has a mediating role in ETQ and RI. The 
results show that ATT, SN, PBC, ETQ and SAT have significant 
effects on RI, and SAT has a significant partial mediating 
effect between ETQ and RI. At the same time, the findings 
contribute to building a body of knowledge and provide 
useful management insights for the tourism industry, 
especially in sports tourism.

Based on the results, the contribution of this study is that 
ETQ and SAT are incorporated into the TPB theoretical 
model, which has profound value for the extension of ETPB 
theory but may also have some limitations. Firstly, most 
visitors to Taijiang County in the study sample are from 
China, which means that the results only reflect the views of 
a specific group of people. In the future, this study will be 
extended to more countries or regions to expand the scope of 
the investigation. At the same time, we can consider 
increasing the sample size and further consider other 
potential moderating factors such as personality 
characteristics and cultural differences to verify the scope of 
use of the research model, to explore the difference of the 
impact of tournament quality and SAT on tourists’ 
willingness to revisit in different countries. Secondly, in 
terms of study variables, only TPB variables, ETQ and SAT 
are considered as potential variables for exploring their 
impact on tourists’ intention to revisit. There may also be 
some other influencing factors. To further understand the 
psychology and behaviour of tourists in the future, it is 
essential to explore the relationship between service quality, 
emotional experience, destination image, event culture, 
tourist travel motivation, tourist loyalty, brand loyalty and 
the TPB theory within the context of ETQ. Additionally, it is 
necessary to examine how these factors impact tourists’ 
behavioural intentions. Thirdly, this study focusses on the 
unidirectional relationship between ETPB structures, while 
ignoring their bidirectional relationship. Future research 
could explore more complex models as the goal shifts to 
explaining the dynamic interactions between behaviour and 
other TPB components. In the future, the TPB theoretical 
model can be expanded based on the aforementioned factors 
to predict and analyse tourists’ behaviour intention better. It 
can be considered that despite the limitations of this study, in 
the process of research, the selection of criteria and standards 
should have been as scientific as possible, such as expanding 
the model structure based on TPB theory, passing validity 
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and validity tests, and verifying the ETPB measurement 
model and structural model. In addition, the ETQ and SAT in 
this study are suitable for predicting tourists’ RI of sports 
events. Therefore, the accuracy of the research is guaranteed 
to the greatest extent.
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