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Attendance is an important topic to understand sport consumption behavior. There are several reasons why 

researchers stress sport event attendance. First, attendance is an important revenue source itself for spectating sport 

teams (Mullin, Hardy, & Sutton, 2014). Second, event attendance is still an important topic in the sport management 

domain because many ancillary consumption behaviors (e.g., in-game sponsorship, media production, and sport 

travel) are derived from sport event attendance (Zhang & Byon, 2017). Prior sport management scholars revealed 

various antecedents of sport event attendance. Some examples include team identification, satisfaction, excitement, 

esteem, performance, drama, and escape (Funk, Filo, Beaton, & Prichard, 2009; Zhang & Byon, 2017). 

While prior researchers have explained the impact of the antecedents of sport event attendance, the 

antecedents are neither integrated nor mutually exclusive (e.g., socialization, social interaction, and social), and 

applied to a specific environment respectively (e.g., Australian Football, NCAA women’s basketball, and Chinese 

table tennis league) (Funk et al., 2009; Trail & Kim, 2011; Zhang & Byon, 2017). In other words, there is not an 

effort to synthesize existing research in terms of the antecedents of sport event attendance. There are several 

important meanings in conducting research synthesis. First, integrating individual studies and developing general 

answers are the origin of scientific research. Research synthesis increases the generality and applicability of prior 

findings (Wyborn et al., 2018). Second, through combining existing studies, research synthesis develops new 

knowledge (e.g., moderators) (Wyborn et al., 2018).  

Meta-analysis is a statistical method to estimate the mean and variance from the collected primary research 

results (Field & Gillett, 2010), because it provides the following unique advantages: preventing relying on individual 

statistical significance tests, precision and accuracy of estimates, enabling to investigate the presence of publication 

bias, and identifying moderator variables (Rosenthal & DiMatteo, 2001). 

The purpose of this study was to identify antecedents associated with the sport event attendance using a 

meta-analysis. We conducted a meta-analysis following the step suggested by Field and Gillett (2010): 1) literature 



2019 Sport Marketing Association Conference (SMA XVII) 

Chicago, IL November 6-8, 2019 

  

 

search, 2) decision on inclusion and exclusion criteria, and 3) conducting meta-analysis and moderator analysis. First, 

we used the key word “sport event attendance” in Google scholar and leading sport management journals (e.g., 

Journal of Sport Management, Sport Marketing Quarterly, Sport Management Review, and European Sport Marketing Quarterly). 

Second, we included academic journal articles, which were written in English and included the Pearson’s R. We 

excluded dissertations. As a result, we found a total of 22 studies (N = 50) that met the inclusion criteria were 

included.  

We used a random effect model to conduct meta-analysis. We found multiple antecedents of sport event 

attendance (e.g., team identification: β = 0.324 (S.E. =0.048), socialization: β = 0.063 (S.E. = 0.175), excitement: β = 

0.328 (S.E. = 0.097), esteem: β = 0.452 (S.E. = 0.363), performance: β = 0.034 (S.E. = 0.216), satisfaction: β = 0.536 

(S.E. = 0.157), achievement: β = 0.272 (S.E. = 0.083), drama: β = .390 (S.E. = 0.036), escape: β = 0.323 (S.E. = 

0.091), and attractiveness: β = 0.315 (S.E. = 0.059)). Following the Huedo-Medina, Sánchez-Meca, Marín-Martínez, 

and Botella’s criterion (2006), we found samples had a large heterogeneity (I2 > 75%) in the relationships between 

attendance and socialization, excitement, esteem, performance, satisfaction and escape, and a medium heterogeneity 

(I2 > 50%) was found in the relationship between attendance with team identification and drama. In publication bias 

test, all antecedents were not significant (p <.05). This result provides that there is no publication bias. When 

heterogeneity is found among effects, researchers can consider additional moderating effects based on the theory 

(Rhodes, 2012). We identified partial moderating effects of seasonal league/tournament or recurring events, 

profession/non-profession, team sport/individual sport, and location in the U.S./international location. 

The overall results suggest that satisfaction is the most influential antecedent of sport event attendance, and 

esteem, drama excitement, team identification, escape, attractiveness, achievement, socialization, and performance 

follow in order. In addition, aesthetics and achievement affected the relationship between escape and sport event 

attendance as moderators. 

This study has limitations as a preliminary study of sport consumption behavior. First, this study only 

included narrow keyword “sport event attendance”. This searching may have missed similarly worded variables such 

as behavioral intention, revisit intention, repurchase, consumption behavior, fan behavior, word-of-mouth, and 

media consumption, etc. Since the construct of attendance was conceptualized as a latent construct that includes 

multitude of behavior in sport consumer behavior such as behavioral intention, revisit intention, repurchase 
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intention (e.g., Zhang et al., 1997; Byon, Zhang, & Baker, 2013), scholars should expand the search terms that 

include the above words. 

 

 


