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The Olympic Games are the biggest and most popular sport event in the world that can help build short- and long-
term legacies to the host community. Directly, the host city receives significant economic benefits through tourism, 
including visitor spending and job creation (Gratton, Shibli, & Coleman, 2005; Gratton & Taylor, 2000; Misener & 
Mason, 2006), along with benefits in finance, infrastructure, and culture (The London Assembly and the Greater 
London Authority, n.a). Although the most visible benefits of the Olympic Games can be tangibly found in the 
areas of architecture, urban planning, city marketing, sports infrastructures, economic impact, and tourist 
development, the importance of intangible, long-term effects such as production ideas, cultural values, educational 
advancement, popular memory, intercultural experiences, and heightened volunteerism should not be overlooked 
(Crompton, 2004; Gratton & Taylor, 2000; International Olympic Committee, 2002). Among the numerous legacies 
captured by the IOC, one of the important legacies that the IOC continuously emphasizes is volunteerism. 
Historically, volunteers have played a significant role in hosting the Olympic Games and brought significant 
attentions and impacts on the host community. In case of the 2012 London Olympic Games, 70,000 people 
volunteered and generated approximately 7.0 million hours of labors, which is equivalent to $70 million if paid staffs 
had been hired instead of volunteers (Doherty, 2012). As the major service providers at the Olympic Games are 
volunteers, the level of the volunteers’ services is directly influencing the success of the event. Even so, serious 
issues rise when a volunteer is unsatisfied, unhappy, unwilling to continue, and deciding to quit. In essence, the 
organizing committee does not have the administrative power to force unsatisfied and unhappy volunteers to stay till 
the end of the event due to the fact volunteers do not possess any legal obligation to the organizing committee. The 
reality could become worse when unsatisfied volunteers decide to opt out of future volunteering after their negative 
experiences during the event. It appears apparent that volunteer management is a crucial part of effective and 
efficient operations at a mega sport event.  
 
In recent years, volunteering has received strong research attentions from both scholars and practitioners 
(Crompton, 2004; Doherty, 2012; Gratton & Taylor, 2000; International Olympic Committee, 2002). For the most 
part, involvement in volunteer activities has been identified as an important determinant of future volunteering 
(Hall, Lasby, Gumlka, & Tryon, 2006). State differently, the organizing committees should rely heavily on the 
involvement of volunteers who possess experiences of similar events and are willing to volunteer again (Doherty, 
2012) as the recruitment and training processes require the organizing committees’ tremendous time and effort (Kim 
& Bang, 2011; Kim, 2012). In turn, the experiences of the Olympic volunteers should be carefully examined as their 
experiences are often manifested by their levels of satisfaction. Although previous researchers have recognized the 
positive relationship between volunteer satisfaction and future volunteer intentions (Farrell, Johnston, & Twynam, 
1998; Pauline, 2011), the findings provide little clue on which aspects of volunteer satisfaction matters the most and 
reflects critical areas of event operations (Doherty, 2012). Lack of specific studies is likely due to the void in the 
availability of a valid and reliable measure that particularly assesses different facets of volunteer satisfaction. Through 
revalidating an existing instrument, the purpose of this study was to assess the dimensions of volunteer satisfaction 
at the 2012 London Olympic Games and its impact on future volunteer behavior.  
 
The sample was comprised of the media center volunteers who worked for the 2012 London Olympic Games. To 
measure volunteer satisfaction, the Volunteer Satisfaction Index (VSI) was adapted (Galindo-Kuhn & Guzley, 2001) 
with a total of 22 items under four sub-dimensions: organizational support, participation efficacy, empowerment, 
and group integration followed by demographic items and participation information. To measure intention to re-
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participate in volunteer program, five items were adopted and modified from the previous studies (Jang & Feng, 
2007; Lam & Hsu, 2006; Yoon & Uysal, 2005). All items were measured on a 5-point Likert-type scale ranging from 
1 (strongly disagree) to 5 (strongly agree). The questionnaire was administered by using a convenient sampling 
approach via an oral intercept method. Due to site access issues, 135 useful questionnaires were collected out of 300 
distributed surveys. 
 
A confirmatory factor analysis (CFA) was conducted to evaluate the measurement model before testing the 
relationship between volunteer motivation and intention to re-participate in volunteer program by using the latest 
version of AMOS software. The initial CFA with maximum likelihood estimation showed a poor fit to the data and 
there were very high correlations among three volunteer satisfaction factors (i.e., organizational support and 
empowerment with r = .97 and participation efficacy and empowerment with r = .88). Accordingly, empowerment 
factor was removed from the subsequent analysis and several items with low factor loadings and high modification 
indices were also removed. A follow-up CFA with a total of 16 items indicated an acceptable fit of the three-factor 
satisfaction model (χ^2/df = 2.217, CFI = .91, RMSEA = .095). All reliability and validity estimates (Cronbach’s 
alpha, AVE values, factor loadings, and factor correlations) for the three-factor model fell within the acceptable 
ranges. After evaluating the measurement model, a structural equation modeling (SEM) analysis was performed to 
test the relationship between volunteer satisfaction factors and intention to re-participate in volunteer program. The 
results of the structural relationships between two constructs revealed some notable findings. The second-ordered 
volunteer satisfaction was shown to have significant impact on re-participation intention (γ = .69). However, when 
the direct effects of the independent variables (i.e., organizational support, participation efficacy, and group 
integration) were tested, organizational support was the only factor that showed a statistically significant influence 
on re-participation intention (γ = .62). 
 
The findings of this study shed light on the identification of different volunteer satisfaction factors in the mega sport 
event setting, particularly for a unique type of volunteers (i.e., media workers) who were assigned to a special set of 
tasks when compared to volunteers in other settings of the Olympic Games. Unlike Galindo-Kuhn and Guzley’s 
(2001) results that revealed participation efficacy and group integration to be strong predictors for volunteer 
satisfaction, organizational support was the primary predictor for media center volunteers’ re-participation intention 
for future volunteering programs. These indications would be useful for the organizing committees to develop 
effective management strategies to maintain current volunteers and recruit potential volunteers for their future 
events. 
 


