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The support of residents in mega sport event planning is important because those residents can become the primary 
stakeholders (Jones, 2001). The body of literature on resident support includes research on locals’ perceptions of the 
impacts of mega events (Lorde et al., 2011) and the perceived positive and negative impacts of residents’ support 
(Gursoy & Kendall, 2006; Zhou & Ap, 2009). Recently, there have been many studies research on the relationship 
between impacts and satisfaction with Quality of Life (QoL) and event support (Ma & Kaplanidou, 2016; 
Kaplanidou, Karadakis et al., 2013), based on the notion that event legacy increases residents’ quality of life (Preuss, 
2015). Research studies such as the latter have generally utilized the social exchange theory (Emerson, 1976) to 
explain the perceived impacts or legacy outcomes and support for mega sport events (Prayag et al., 2013). However, 
the explanatory power of social exchange theory regarding the identified concepts within intergroup relations is 
weak (Ward and Berno, 2011). Olson, Roese, and Zanna (1996) asserted that a person’s expectations toward an 
object, including events, can be influenced by an individual’s level of identification and involvement with that certain 
object. On the other hand, the issue and scope of identification and involvement regarding a mega sport event such 
as the Olympics can also include other variables, such as the level of involvement between an individual and the 
Olympic Games, the venue’s image, the athletes, the country, and others (Armenakyan et al., 2017). The purpose of 
this study is to examine sport involvement’s influence on expected Olympic legacy outcomes, attitudes toward the 
Olympic Games, QoL and support for the Olympic Games. This research focuses on the perceptions of the 
residents of South Korea, the host country of the 2018 Pyeongchang Winter Olympic Games. 
 
Theoretical Background and Review of Literature 
 
According to social identity theory (Taifel, 1978), expectations regarding objects of interest are influenced by the 
level of individual involvement with those particular objects. The level of involvement becomes apparent through 
individual identification with the objects of interest, which could be considered an individual’s perceived relevance 
of an object to his or her individual’s inherent needs, values, and interests (Zaichkowsky, 1985). Beaton et al. (2011) 
asserted, “Sport involvement is present when individuals evaluate their participation in a sport activity as a central 
component of their life and provides both hedonic and symbolic value” (p. 128). Because the Olympics are not a 
single sporting event but a combination of several events, they can be generally seen as a multi-sport event.  
 
Therefore, general sport involvement may be related to an individual’s level of psychological connection to a multi-
sport event like the Olympics (Funk, Ridinger, & Moorman, 2004), and can influence one’s expectations toward the 
Olympics as an object of interest. In addition, higher levels of sport involvement are associated with frequent sport 
consumption, such as sport spectatorship and participation (Hill & Green, 2000), and sports can ultimately have a 
positive contribution to an individual’s QoL (Wann, 2006). The existing research on support for Olympic Games 
suggests that perceived or expected the benefits of the Olympic games have an influence on QoL. This, in turn, 
positively affects support for the Olympic Games (Kaplanidou et al., 2013; Ma & Kaplanidou, 2016). Thus, we have 
made the following hypotheses: 1) sport involvement will positively influence expected legacy outcomes; 2) sport 
involvement will positively influence attitude toward Olympic Games; 3) sport involvement will positively influence 
QoL; 4) expected legacy outcomes will positively influence QoL; 5) attitude toward Olympic Games will positively 
influence support for Olympic Games; 6) QoL will positively influence support for the Olympic Games 
 
Method                                               
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A total of 303 respondents were recruited in South Korea using a web-survey. All the data was collected between 
March 15 and 18, 2017, and the research procedures and surveys received IRB approval. The survey instrument was 
composed of a total of 50 items in five main categories, modified and adapted to measure sport involvement 
(Beaton et al., 2011), expected legacy outcomes (Karadakis & Kaplanidou, 2012 and MA & Kaplanidou, 2016), QoL 
(Kaplanidou et al., 2013), attitude toward Olympic Games (Prayag et al., 2012; Kaplanidou et al., 2013), and support 
for Olympic Games (Prayag et al, 2012). All of the items were measured on a five-point Likert scale with 1 
representing ‘‘strongly disagree’’ and 5 ‘‘strongly agree.’’  
 
Analysis and Results                                                                                                            
 
Structural equation modeling (SEM), in conjunction with the maximum likelihood method, was carried out to 
investigate the relationships among the five constructs. A confirmatory factor analysis (CFA) was performed to 
assess the measurement model first. The result of the CFA indicated a good fit of the model (χ2/df = 2.71, RMSEA 
= .06, CFI = .96, SRMR = .06). All items were significant factor loadings and greater than .50. Cronbach alpha 
coefficients (from .90 to 95) and AVE values (from .57 to .87) indicated good reliability and convergent validity 
(Hair et al., 2005). After conducting a CFA, an SEM analysis was performed to examine the hypothesized path. The 
overall model fit was acceptable (χ2 /df = 2.22, RMSEA = .06, CFI = .91, and SRMR = .06). Sport involvement 
had a significant positive influence on expected legacy outcomes (β=.52), supporting H1, and also had a positive 
effect on the attitudes toward the Olympic Games, supporting H2 (β=.23), and QoL (β=.37), supporting H3. 
Moreover, expected legacy outcomes had a positive influence on QoL (β=.33), supporting H4. The attitude toward 
the Olympic Games had no significant effect on support for Olympic Games, not supporting H5, but QoL had a 
significant positive influence on support for Olympic Games, supporting H6 (β=.17).   
 
Implications      
 
The goal of this research was to explain the relationship between sport involvement and the support for the 
Olympic Games. Sport involvement was shown to have a positive influence on support for the Olympic Games. 
The contributions of this research can be found in its approach, using sport involvement as an antecedent to various 
variables that have been discussed to predict support for the Olympics. However, because this research was 
conducted prior to the beginning of the 2018 Olympic Games, a longitudinal study on the changes in the 
relationship between sport involvement and support for the Olympic Games is necessary. Generally, legacy is 
considered to have a long-lasting impact after a competition (Kaplanidou et al., 2013), and because the excitement 
for sports can increase during and after the Olympics, it can also increase an individual’s level of sport involvement. 
Thus, looking into the changes before and after the Olympics could provide some interesting insights. Moreover, 
although this research mainly focused on how sport involvement influences support for the Olympics, future 
research should focus on how certain factors of sport involvement (e.g., hedonic) are connected to certain 
characteristics of the Olympics (e.g., event image) and how that connection is tied to support of the Olympics. The 
results of this research could provide guidance for event organizers aiming to garner support from the host nation’s 
residents. Olympic organization committees must be able to implement strategies to foster the public’s interest in 
sports, which should lead to a better quality of life and support for the Olympics from the host country’s residents. 
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