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This study aimed two research questions. First, the project examined the factors that would influence spectators’ 
participation intention on 2018 PyeongChang Winter Olympic Games and their support of future mega sport events 
in light of an extended version of theory of planned behavior (Ajzen, 1991; Bagozzi, 1992). Secondly, the study 
investigated how the degree of the attachment to the event host regions would moderate the variables analyzed in 
the proposed research model.  
 
A number of studies examined mega sport events in terms of economic impact analysis (Lee, Oh, & Kang, 2008; 
Hyun, 2012) and sport tourism contexts (Heslop, Nadeau, & O’reilly, 2010; Kaplanidou & Gibson, 2010; Kotler & 
Gertner, 2002; Yoon, 2015). Despite the remarkable body of knowledge developed in the area of research, the 
psychological dynamics of event participants and attendees associated with mega sport events have not been 
thoroughly investigated in the context of consumer behavior theories (Rivis & Sheeran, 2003; Yoon, 2015). 
 
A successful mega event calls for a comprehensive marketing strategy established based on various psychosocial 
variables of stakeholders (Han et al., 2010; Kim & Han, 2010; Lee & Back, 2007; Oh & Hsu, 2001; Perugini & 
Bagozzi, 2001). Sport marketing studies have repeatedly found the participation intention as one of the most salient 
psychological valences to determine the effectiveness of sport services (Kaplanidou & Gibson, 2010;Kim, Liu, & 
Love, 2015; Kruger, Hallmann, & Saayman, 2016). In turn, it is logically presumed that the general public’s 
participation intention on the events would eventually affect their support for hosting future mega events. Lastly, 
previous research (Funk &James, 2006; Boo et al., 2011; Lee, 2013) suggests that the degree of the psychological 
attachment to the hosting region would likely have some moderating effects on the participation intention and the 
support of future events.  
 
In this study, pursuant to the extended version of theory of planned behavior, subject norms, perceived behavioral 
control were presupposed as the antecedents for the attitude toward the event at issue, which would affect the 
degree of the participation intention. The research model hypothesized that the participation intention would 
influence respondents’ support of future mega sport events (Lee, Lee, Choi, Yoon and Hart, 2014). The project 
employed a modified measurement platform that incorporated various item scales developed by Hyun(2012), 
Ajzen(1991), and Taylor and Todd(1995). Thus, the scale’s main section was designed to capture the attitude toward 
the event, subjective norms, perceived behavioral control, and participation intention. There were 4 items for 
attitude, 3 items for subjective norms, perceived behavioral control, and participation intention, respectively. The 
scale items measuring the support of future mega sport events and attachment to the hosting region were from 
Yoon (2015)’s study and modified for the current context. All of the items were 7-point Likert scale except the 
attitude which was measured by a 7-point semantic scale. 
 
A sample of 252 residents of the hosting region and 225 non-residents who visited a variety of the Winter Olympic 
Games in PyeongChang was recruited on-site for this study. Frequency analysis, reliability test, confirmatory factor 
analysis and structural equation modeling were conducted for the data analysis. The result revealed several 
interesting findings as following: (1) only did perceived behavioral control significantly influence on participation 
intention on the Games for residents of the hosting region; (2) attitude and subjective norms were significant factors 
on participation intention for residents of non-hosting region; (3) participation intention of residents and non-
residents on the Games significantly influenced the support of hosting future mega events. Interestingly, a lower 
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degree of the attachment to the hosting region showed a higher level of support for future events. Goodness-of-fit 
indices for the research model were χ² 238.20 (df=97, p=.000), NFI=.94, CFI=.96, RMSEA=.08, which showed a 
relatively good model fitness.  
 
Given the result, the presentation will discuss a series of managerial, political, and theoretical implications.  
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