PAGE  
1

Are You Proud? The Influence of Sport and Community Identity and 

Job Satisfaction on Pride of Volunteers in a Mega Sporting Event

Various groups of people (e.g., politicians, sponsors, practitioners, and researchers) have identified their interests in hosting mega sporting events due to its economic and cultural influences on the host cities and countries as well as attraction of high quality sport competition. In addition, for individuals such as local residents, event employees, and volunteers who directly and indirectly involve in mega sporting events, their experiences in mega sporting event remain as an indispensable, lifetime memory (Kim, Lee, Jun, & Chae, 2008; Xing & Chalip, 2009). Because of a unique opportunity to involve in a mega sporting event, numerous individuals in local residents and other regions and countries are willing to volunteers for mega sporting events. The number of volunteer applicants are often far more than volunteer positions available. For Beijing Olympic Games and Paralympics in 2008, 1.126 million domestic and foreign individuals applied but only 100,000 of them were selected (Xinhua News Agency, 2008). Thus, researchers have identified unique factors influencing the perception and attitudes of volunteers in mega sporting events (i.e., volunteer motivation). 

However, researchers have not studied volunteer pride after volunteering in the mega event. Pride in the organization refers to an emotion or belief that is derived from both self and other’s opinions (Arnett, Laverie, & McLane, 2002). Volunteers who are satisfied with volunteer experiences may have positive memory of the event and pride of being volunteers. Then, pride would remain as personal and social long-term legacy which may influence the perception and attitude of individuals and the culture and society of the host city and country (International Olympic Committee, 2002). Although researchers and practitioners realize that the pride or prestige of the event plays a critical role in the perception and attitude of volunteers in mega sporting events, research on these factors is very limited. Thus, in the current study, volunteer pride, not as volunteer motivation but as the outcome of volunteer experience, was explored. Specifically, how the perception of a volunteer on the local community and sport (i.e., identification with community and sport) and volunteer job satisfaction influenced volunteer pride.  

 Trail and his colleagues have developed the Point of Attachment Index (PAI) to measure the foci of sport fan identity and used to predict fan behaviors. Later, the usage of the PAI was expanded to predict another behavioral intention, volunteer intention for university sport events and other charitable events (Kim & Trail, 2007). Identifications to team and level of sport were found as the most and second most significant predictors to explain volunteer intention for university sport events while volunteer identity was the largest predictors for non-sport or non-university event volunteering. Indeed, in other studies, these volunteers’ concern on community and volunteers’ love of sport are listed as significant volunteer motives for mega sporting events (Bang, Alexandris, & Ross, in press; Coyne & Coyne, 2001; Farrell, Johnston, & Twynam, 1998; Williams, Dossa, & Tompkins, 1995). Volunteers are generally satisfied by answering the motivational needs of volunteers. Researchers have identified factors influencing the level of volunteers’ job satisfaction, which include organizational support, participation efficacy, empowerment and group integration (Galindo-Kuhn & Guzley, 2001) and operating conditions, coworkers, nature of work, communication, supervision, and  contingent rewards (Silverberg, Marshall, & Ellis, 2001). Consequently, the following hypotheses were tested to examine the relations among community identity, sport identity, job satisfaction, and volunteer pride: (a) H1: the level of community identity will positively influence the level of volunteer pride, (b) H2: the level of team identity will positively influence the level of volunteer pride, and (c) H3: the level of volunteer job satisfaction will positively influence the level of volunteer pride.
The participants were volunteers in the FIFA U-17 World Cup-Korea 2007. With respect to long distance regions, the introduction and link of the online survey were sent via e-mail to volunteers. Of these 219 e-mails, 27 e-mails were undeliverable and 98 surveys were usable, representing a response rate of 45%. The final sample of 98 volunteers included 49 male and 48 female. The respondents ranged in age from 18 to 65 years old and more than 61% of participants were 18 to 25 years old. A majority of participants are single (85%) and college students (64.4%). The questionnaire consisted of items to measure identification to community, identification to sport, volunteer job satisfaction, and volunteer pride. Identification to community (3 items) and identification (3 items) to sport items were measured by subscales of the Points of Attachment Index (PAI, Robinson & Trail, 2005). To measure volunteer job satisfaction, we adopted Wood, Chonko, and Hunt (1986)’s job satisfaction items (3 items). To measure pride of volunteers, we followed the approach of Boezeman and Ellemers (2008) and adopted three items of the autonomous pride scale (Tyler & Blader, 2002). All items were measured on a 7-point Likert-type scale from 1 (strongly disagree) to 7 (strongly agree). 

After exploring descriptive statistics and internal consistency measures (Cronbach’s alpha) were conducted by using SPSS 17.0, a t-test was utilized to explore gender difference on each factor. Also, a hierarchical regression analysis was conducted to evaluate the degree to which different factors (i.e., community identity, sport identity, and volunteer job satisfaction) predicted volunteer pride as dependent variable. All five variables had an acceptable level of internal consistency: identification to community (3 items, α = .84), identification to team (3 items, α = .93), volunteer job satisfaction (3 items, α = .79), and volunteer pride (3 items, α = .89). 

The respondents of the current study showed relatively high identification to community (M = 5.70, SD = 1.10), identification to sport (M = 5.30, SD = 1.47), volunteer job satisfaction (M = 5.07, SD = 1.04), and volunteer pride (M = 5.81, SD = .97). Also, the result of the t-test revealed that there was no significant gender difference except identification to sport, t95 = -3.42, p < .01. Male volunteers indicated higher sport identity than female volunteers; however, there were no statistically significant gender differences in community identity, volunteer job satisfaction, and volunteer pride. The hierarchical regression analysis revealed that all of predictor variables (i.e., community identity, sport identity, and volunteer job satisfaction) were significantly related to volunteer pride. First, the first step, two identity variables, explained 23% of variance in volunteer pride, ∆F (2, 94) = 13.7, p < .001, R2 = .23, and both, identification to community (β = .30, p < .01) and identification to sport (β = .29, p < .01), were significantly related to volunteer pride. The second step explained additional 33.5% of variance in volunteer pride, ∆F (3, 93) = 39.62, p < .001, R2 = .56. In the second step, all three predictor variables were significantly related to volunteer satisfaction. However, after volunteer job satisfaction entered (β = .61, p < .001), the influence of two identification variables on volunteer pride was weaken (community identity, β = .16, p < .05; sport identity, β = .18, p < .05).

We found that male volunteers showed significantly high identification to sport, soccer than female volunteers, which confirmed previous literature on sport fans. Probably, unlike other smaller sporting events, mega sporting events (i.e., U-17 FIFA World Cup) attracted numerous volunteers who are non-fans (i.e., many females volunteers with weak sport identity) as well as fans of a typical sport because the popularity and tradition of mega sporting events. Also, according to the regression analysis result, 3 factors (identification to community, identification to sport, and volunteer job satisfaction) explained more than a half of variance in volunteer pride; however, volunteer pride after volunteering at the event was more strongly influenced by volunteer experiences than volunteers’ initial identification levels toward community or sport. Volunteer satisfaction on job experiences influenced more on volunteer pride which may influence the image of the event and the volunteer return rate to the same or similar events. From a practical standpoint, event managers should focus more on various aspects of volunteer management by applying the human resource management approach (i.e., planning, recruitment, screening, orientation, training and support, performance management, and recognition; Cuskelly, Taylor, Hoye, & Darcy, 2006). When event managers care about the personal need, task-related support, feedback to volunteer work performance (Andrew, Kim, & Kim, 2009) and show appreciation to volunteers (e.g., thanks-note, gifts, volunteer parties, and free tickets) (Forsyth, 1999; Martinez & McMullin, 2004), volunteers would be more satisfied with their volunteer experiences and be proud of their experiences as volunteers. 
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