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Youth Olympic Games Event Awareness and Consumption Connections: 
An Assessment of Multiple International Audiences 
 
The launching of any new product is a daunting challenge; magnified more so with a global sport festival. For the 
Youth Olympic Games (YOG), still less than a decade old, this new product lags well behind more established 
global sport festivals like the Summer and Winter Olympic Games or the X Games. Any new product’s initial 
challenge is generating consumer awareness forming the precursor to event consumption. Several researchers have 
utilized the AIDA model as a basis for sport marketing, and this model is based upon a progression of consumer 
awareness, interest, desire, and action (Bennett, Cunningham, & Dees, 2006; Funk & James, 2001; Mohammadi et 
al., 2012). This AIDA approach provided the basis for this study of the 2014 Nanjing YOG within four distinct 
populations.  
 
The YOG were inaugurated with the 2010 Singapore Games with a primary goal to restore interest in Olympic 
sports and the Olympic movement with the younger generation through an event featuring only participants 
between 14 and 18 years old (Judge, Vidoni, & Ivan, 2008). The millennials, young adults born between 1980 and 
2000, are a group vital to the success of the YOG and are recognized as the largest and most influential generation 
of consumers to date (Pirie & Worcester, 1998). The YOG’s long-term is uncertain, as the games are still in relative 
infancy with five hosted in the past eight years (Parent et al., 2013). The YOG’s impact upon the sport landscape 
initially hinges upon event awareness that should be followed by YOG engagement.  
 
Prior YOG research related to event awareness included seven total studies; however, only two studies focused 
upon millennials (Judge et al., 2013 & 2014), and none included YOG concurrent time-frames or host city subjects. 
This study sought to assess YOG awareness and consumption intention during the Nanjing YOG among four 
distinct groups: university students studying sport in China, university students studying sport in the United States, 
young adult residents of Nanjing, and international travelers. 
 
Methods 
 
This study employed a cross-sectional survey methodology with instrument content adapted from prior-validated 
YOG research (Judge et al., 2009, 2013, & 2014). The survey included 37 items that was composed in English and 
translated to Mandarin and Korean. All surveys were completed in a hard-copy format. For the Nanjing residents, 
street intercepts were used in the downtown business district. For Chinese sport university students, subjects were 
limited to a single sport-based academic program in Beijing. For the American university sample, all the subjects 
were recruited from a sport-based program within southwestern United States school. The international travelers 
sample was obtained in the international terminals of the Beijing and Seoul airports. All data was collected during 
the YOG time-frame of including the 10 days prior through the closing of the Nanjing Games.  
 
Results 
 
The 414 valid surveys were collected were balanced among the four groups: American sport students (ASS) 16.9%, 
Chinese sport students (CSS) 31.1%, international traveler (IT) 20.1% and Nanjing residents (NR) 31.9%. The 
gender distribution for the population was 47.2% female and 52.8% male, and the participants’ age fell within the 
millennial range (M = 24.9+8.1). To assess differences in awareness and consumption intention for the four groups, 
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MANOVA analyses with Tukey’s post-hoc testing were conducted for the 7-point Likert-scaled elements for both 
the Nanjing YOG and the then approaching Rio Olympic Games (OG). 
 
The MANOVA analysis revealed significant results, Pillai’s Trace = .62, F(24, 1215)=12.82, p<.001, demonstrating 
mean differences in awareness or consumption intent for the four population groups with an effect size of .202. 
Post hoc testing for the YOG data revealed multiple areas of significant difference between the groups. First for 
YOG awareness, the NR group (M=4.50) was significantly greater than all other groups and the CSS group 
(M=3.23) was greater than the IT group (M=2.40) [F(3, 410)=36.22, p<.001]. Event consumption intention was 
measured in three areas including event attendance, YOG television viewing, and YOG social media following. 
YOG event attendance demonstrated that both Chinese groups had higher attendance intentions (CSS=2.64; 
NR=2.77) than the two groups not exclusively from China (ASS=1.22; IT=1.73), [F(3, 410)=48.92, p<.001]. Both 
television and social media consumption yielded four significantly distinct groups with the same order of increasing 
mean values from ASS as the lowest, followed by the IT group, then CSS, and the NR group reporting the highest 
mean. 
 
The YOG was compared to the Rio Olympic Games as a corresponding, established global sport festival. OG 
personal awareness was quite high for each group; however, the two student groups, ASS (M=5.66) and CSS 
(M=5.50), were significantly greater than the NR (M=4.69) and IT groups (M=4.58), [F(3, 410)=10.81, p<.001]. The 
event attendance intentions were low for all four groups with means ranging from 2.00 to 2.40 with no significant 
differences. Television consumption intention was relatively high for all groups, but again the two student groups, 
ASS (M=6.24) and CSS (M=5.97), reported means significantly higher than the NR (M=5.11) and IT groups 
(M=5.17), [F(3, 410)=9.68, p < .001]. The OG social media consumption intent demonstrated two homogeneous 
subsets with the CSS group (M=5.77) significantly greater than NR (M=4.98) and IT (M=4.76) and essentially the 
same as the ASS group (M=5.42). 
 
Discussion 
 
The success of the Olympic Games is evident when comparing their results to the YOG from this as well as prior 
studies. The gap between the YOG and OG demonstrates the significant marketing and promotion efforts that 
remain for the YOG, especially amongst the millennial population. The possible connections noted in China’s two 
sample groups in this study demonstrate the success of the local and national marketing campaigns for the Nanjing 
YOG. However, the lack of corresponding results in the IT and ASS groups show that the global marketing efforts 
are still lacking. The possible connections related to specific sport-student characteristics along with the proximity to 
the host city are factors worthy of additional study. Overall, the YOG continues to fall short of the Olympic Games 
and fails to capitalize upon its membership within the Olympic family of events, especially from a marketing 
perspective (Davis, 2012).  
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