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Abstract

Sport events of various scales are becoming increasingly popular in modern society, 
attracting diverse audiences and offering significant entertainment value. This study 
aims to explore the factors that influence spectators’ intention to attend the stadium, by 
extending theory of planned behavior model from the perspective of perceived value. 
Using a quantitative research approach, the study involved a sample size of 334 spec-
tators surveyed from the 2023 Vietnam Student Football Championship and utilized 
Smart PLS version 4.0 for data analysis. The results indicated that perceived enjoy-
ment significantly affects both attitude (β = 0.358, p = 0.000) and perceived value (β = 
0.712, p = 0.000). Perceived fee negatively affects attitude (β = –0.084, p = 0.025) and 
perceived value (β = –0.068, p = 0.047). Perceived risk negatively affects attitude (β = 

–0.130, p = 0.001) but does not significantly affect perceived value. Attitude positively 
influences intention (β = 0.227, p = 0.000), and perceived value significantly influences 
both attitude (β = 0.293, p = 0.000) and intention (β = 0.437, p = 0.000). Team identifi-
cation moderates the relationship between attitude and intention (β = 0.128, p = 0.010). 
The findings highlight the importance of enhancing perceived value to positively shape 
spectators’ attitude and intention, thereby increasing attendance at sport events.
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INTRODUCTION

Sport events encompass a diverse range of competitive activities, from 
highly structured, organized games to more informal and sponta-
neous athletic pursuits. Within these events, participants engage in 
competition, typically adhering to a predetermined set of rules estab-
lished by the event organizers. The scale of sport events varies consid-
erably, ranging from local matches to mega-events like the Olympic 
Games or the FIFA World Cup, which captivate millions of specta-
tors globally (Fédération Internationale de Football Association, 2018). 
Traditionally, sport events played a significant role in shaping and ex-
pressing social and cultural values. They served not only as platforms 
for individuals to showcase their athletic prowess and ethical conduct, 
but also as opportunities for nations to demonstrate solidarity and 
camaraderie.

Sport events demonstrably significantly affect the economy, not on-
ly through spectator expenditure on tickets, but also through ancil-
lary spending on travel, lodging, and merchandise (Burgan & Mules, 
1992). However, the rise of digital platforms and streaming services 
has fundamentally reshaped how audiences engage with sport events. 
The proliferation of smart devices facilitating online viewership has 
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demonstrably led to a decline in stadium attendance (J. Kim & M. Kim, 2020). This shift in spectator 
behavior has prompted stakeholders within the sports industry to seek innovative solutions to enhance 
live event participation. Beyond the well-established advantages for tourism and economic growth, 
hosting major sport events possesses the potential to catalyze infrastructure development and generate 
new employment opportunities.

1. LITERATURE REVIEW  

AND HYPOTHESES

Attitude serves as a significant variable in predict-
ing consumer behavior and in understanding con-
sumers’ intention and decision. In the context of 
a sport event, spectator attitudes influence their 
willingness to participate in live sport experiences 
(Cunningham and Kwon, 2003). Extreme excite-
ment, intensity, and an atmosphere of joy created 
by the games and the fans in the stadium are at 
the center of the sport experience. These factors 
make spectators more satisfied overall and en-
courage them to look forward to future experienc-
es (Dismore & Bailey, 2011).

The theory of planned behavior (TPB), developed 
by Ajzen (1991), predicts behavioral intentions 
across different contexts, proposing that an individ-
ual’s intention to engage in a behavior is influenced 
by their attitude toward that behavior. This theory 
has been widely used across different domains to 
anticipate intentions related to usage, purchasing, 
participation, or adoption (Liao et al., 2022; Huang, 
2023), which demonstrates the strong ability of TPB 
theory to predict behavioral intentions. Besides, in 
the sport context, TPB has also been applied by 
several studies to investigate intentions regard-
ing attendance at sport clubs (Salim, 2023); sport 
tourism (Ito, 2023), and e-sport (Lee et al., 2023). 
In sport event, spectator attitudes influence their 
willingness to participate in live sport experiences 
(Cunningham & Kwon, 2003).

Moreover, crucial factor influencing spectator de-
cisions about attending live sport events is per-
ceived value, defined as an individual’s subjec-
tive assessment of the benefits received versus the 
sacrifices made for a service or product (Zeithaml, 
1988). This evaluation often involves comparing 
the perceived benefits gained from consuming 
a product or service with the associated sacri-
fices, ultimately influencing the consumer’s de-
cision-making process (Sweeney & Soutar, 2001). 

Understanding these various dimensions of per-
ceived value is essential for designing strategies to 
enhance the live event experience and ultimately 
increase stadium attendance. This study investi-
gates the influence of both positive and negative 
factors on spectators’ perceived value of attending 
live sport events.

Within the context of sports events, perceived 
value encompasses a range of considerations, in-
cluding functional value (e.g., ease of access, com-
fortable facilities), social value (e.g., shared ex-
periences with friends and family, sense of com-
munity), and emotional value (e.g., excitement, 
nostalgia) (Mykletun & Rumba, 2014; Funk et al., 
2007). These positive dimensions collectively con-
tribute to a spectator’s overall perception of value. 
However, negative factors such as high ticket pric-
es or inconvenient stadium locations also signifi-
cantly impact perceived value. Specifically, per-
ceived enjoyment refers to the emotional sensa-
tions of excitement and positive emotions derived 
from observing a sports event, reflecting the he-
donic dimension of perceived value (Gârdan et al., 
2020; Theodorakis et al., 2014; Waterman, 1993). 

Conversely, negative dimensions of perceived val-
ue in spectator sports events include perceived 
fee and perceived risk. Perceived fee is defined as 
the degree of individual assessment concerning 
the financial expenditures associated with a par-
ticular product, service, or event (Zeithaml, 1988). 
Expenses incurred while attending a sports event 
encompass financial investments required for 
ticket purchases, transportation, and additional 
costs (Hayduk et al., 2021; Drayer et al., 2015). The 
overall perceived value of attending an event is de-
termined by weighing these costs against the an-
ticipated benefits.

Concerns about safety, crowd behavior, or the 
quality of the experience are various forms of per-
ceived risk (Carroll et al., 2014). Spectators assess 
these risks against the expected benefits to de-
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cide whether attending the event is worthwhile. 
Perceived fee and perceived risk can act as barriers 
that deter spectators from attending sport events. 
Spectators weigh these costs and risks against the 
anticipated enjoyment to assess the overall value of 
attending the event. High perceived fees can make 
spectators question the value proposition, leading 
to less positive perceptions (Koenig‐Lewis et al., 
2017). Similarly, perceived risk can make specta-
tors less enthusiastic about attending, as worries 
about safety or event quality can deter them (Kim 
et al., 2019; Li et al., 2020).

Besides that, perceived value reflects the perceived 
worth or utility derived from the event experience, 
incorporating both hedonic and utilitarian as-
pects (Sweeney & Soutar, 2001). Spectators evalu-
ate factors such as the quality of the sport event, 
the excitement of the competition, the atmosphere 
of the venue, and the overall experience in relation 
to the monetary costs and potential risks. Previous 
research findings indicated that perceived value 
significantly influences spectators’ attitude toward 
attend sport events (Meeprom & Silanoi, 2020; 
Kunkel et al., 2017). High value perceived by spec-
tators in attending the event is likely to lead to the 
development of positive attitudes and intentions 
to participate. (Tian et al., 2021; Ulaga & Chacour, 
2001). Positive experiences, such as enjoyable in-
teractions with other spectators, memorable mo-
ments during the event, and overall satisfaction 
with the event experience, contribute to favorable 
attitude toward attendance (Jones & Byon, 2020; 
Biscaia et al., 2012). Additionally, when spectators 
perceive that the event provides good value for the 
money spent and entails acceptable levels of risk, 
they are more inclined to view attendance positive-
ly (Jin et al., 2013).Therefore, perceived value leads 
to more positive attitudes, as spectators recognize 
the benefits and utility derived from the event ex-
perience in relation to the costs and risks involved. 
Spectators who have positive attitudes regarding 
sport events based on their overall assessments, 
feelings, and perceptions are more likely to indi-
cate a desire to attend future events (Zhang et al., 
2020; Lundberg & Andersson, 2022). Previous re-
search in other contexts has shown that attitude 
has a considerable influence on behavioral inten-
tion (Kim et al., 2013; Kuo & Yen, 2009; Gupta & 
Arora, 2017). Besides, it was also discovered that 
spectators who have a positive impression of the 

value of attending sport events are more inclined 
to plan to attend such events in the future (Kim & 
Baek, 2019).

Team identification, the degree to which individu-
als psychologically connect with a particular sports 
team (Branscombe & Wann, 1992), is often associ-
ated with heightened emotional involvement and 
loyalty. This study explores how team identifica-
tion might moderate the relationships between atti-
tude, perceived value, and intention to attend sport 
events. Existing research suggests that strong team 
identification can lead to more positive attitudes to-
wards the team and a greater sense of perceived val-
ue from attending events involving that team (Ahn 
et al., 2013; Chun & Kaplanidou, 2019; Ellemers et 
al., 2011; Kunkel et al., 2017). Additionally, a posi-
tive fan attitude has been shown to be positively 
correlated with developing strong team identifica-
tion (Gau & Kim, 2011). Furthermore, research in-
dicates a positive relationship between team identi-
fication and sport event attendance (Matsuoka et al., 
2003; Lee et al., 2020). Given these, this study inves-
tigates whether team identification strengthens the 
relationships between attitude, perceived value, and 
intention to attend sport events.

Drawing from the reviewed literature, this study 
proposes an extended TPB model to determine 
the factors that impact the perceived value of 
spectators and explore the unrevealed impact of 
the moderating effect of team identification on the 
association between attitude and intention, as well 
as perceived value and intention. The proposed 
hypotheses, aligned with the conceptual frame-
work illustrated in Figure 1, are as follows:

H1: Perceived enjoyment positively influences at-
titude toward sport events.

H2: Perceived enjoyment positively influences 
perceived value.

H3: Perceived fee negatively influences attitude 
toward sport events.

H4: Perceived fee negatively influences perceived 
value.

H5: Perceived risk negatively influences attitude 
toward sport events.
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H6: Perceived risk negatively influences perceived 
value.

H7: Perceived value positively influences attitude 
toward sport events.

H8: Attitude toward sport event positively influ-
ences intention to attend sport events.

H9: Perceived value positively influences inten-
tion to attend sport events.

H10a: Team identification positively moderates the 
relationship between attitude toward sport 
event and intention to attend sport event, 
such that attitude toward sport event in-
fluences the intention to attend sport event 
more strongly when team identification is 
higher.

H10b: Team identification positively moderates the 
relationship between perceived value and in-
tention to attend sport event, such that per-
ceived value influences intention to attend 
sport event more strongly when team identi-
fication is higher.

2. METHODOLOGY

Quantitative research methodology was utilized 
to investigate the research objectives in this study. 
The data collection was conducted from February 
to March 2023. The target respondents were sport 

fans who had experience as spectator within at least 
6 months recently. For data collection, the study en-
listed the assistance of volunteer students and uti-
lized a non-probability snowball sampling method. 
Volunteer approached survey participants at the 
2023 Vietnam Student Football Championship, 
respondents get a survey link through QR codes. 
Upon completing the survey, respondents received 
an email containing a QR code, enabling them to 
further distribute the survey link to their respec-
tive friend groups and social networks. As shown 
in Table 1, in a total of 334 participants, 53.3% 
were male and 46.7% were female. Concerning age 
groups, the majority belonged to 18-25 age group at 
60.5%, followed by 25-35 age group at 25.7%, and fi-
nally, above 35 age group at 13.8%. Lastly, in terms 
of the number of live sports matches watched in 
the last 6 months, 54.8% watched between 4 to 7 
matches, 34.1% watched between 1 to 3 matches, 
9.3% watched between 8 to 11 matches, and only 
1.8% watched 12 matches or more.

The questionnaire was structured into two distinct 
sections, the initial segment was designed to elicit 
demographic data from the respondents, to facili-
tate a comprehensive understanding of the sample 
population. Subsequently, the second section was 
dedicated to assessing the targeted constructs out-
lined in the research framework. Measurement 
scales adapted from previous research, as depicted 
in Table 2, were utilized and adapted for this re-
search. All items were assessed on a Likert 7-point 
scale, ranging from “strongly disagree” (1) to 

“strongly agree” (7).

Figure 1. Conceptual model
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Table 1. Respondents’ demographic characteristics

Classification Respondents
Frequency Percentage (%)
Gender

 Male 178 53.3%

Female 156 46.7%

Age

 18-25 202 60.5%

25-35 86 25.7%

Above 35 46 13.8%

Occupation
Student 172 51.4%

Employee 103 30.8%

Others 59 17.8%

Income
100-300$ 215 64.3%

 Over 300-500$ 82 24.6%

Over 500-1000$ 37 11.1%

Number of matches watched live in the last 6 months
1-3 114 34.1%

4-7 183 54.8%

8-11 31 9.3%

12+ 6 1.8%

Table 2. Measurement items

Measurement scale Source
Perceived enjoyment Wang et al. (2021)

Perceived fee Crespo Hervás et al. (2020)

Perceived risk Carroll et al. (2014)

Attitude toward sport events Yordy and Lent (1993)

Perceived value Jin et al. (2013)

Intention to attend sport events Eddosary et al. (2015)

Team identification Cuesta-Vainoa et al. (2022)

The research methodology involved utilizing 
Smart PLS software to conduct comprehensive 
analyses of the proposed framework. Factor anal-

ysis was used to assess the relationships between 
constructs, followed by composite reliability anal-
ysis to evaluate internal consistency. Convergent 
validity was confirmed by calculating the Average 
Variance Extracted (AVE), ensuring that each con-
struct adequately captured the variance of its indi-
cators. Discriminant validity was assessed using the 
Fornell-Larcker criterion and heterotrait-monotrait 
ratio to compare construct correlations with the 
square root of the AVE, ensuring distinctiveness 
between constructs. Multicollinearity was evalu-
ated to address potential concerns, and structural 
equation modeling was performed to explore con-
struct relationships. This methodological approach 
was chosen for its suitability in achieving the re-
search objectives and ensuring the validity of the 
results.

3. RESULTS

The model’s reliability and validity, evaluated ac-
cording to Hair et al. (2011), were presented in Table 
3. Factor loadings, ranging from 0.725 to 0.927, ex-
ceeded the threshold of 0.7 (Chin, 1998), indicating 
strong construct relationships. Additionally, com-
posite reliability (CR) values between 0.813 and 
0.942 demonstrated satisfactory internal consisten-
cy. Convergent validity was confirmed, with AVE 
values ranging from 0.633 to 0.842, exceeding the 
recommended threshold of 0.5 (Chin, 1998).

The research assessed discriminant validity using 
the Fornell-Larcker criterion (Calder et al., 1981) 
and the HTMT (Henseler et al., 2015). As indicat-

Table 3. Reliability measures for the measurement model

Variables/items Factor 
loading CR AVE VIF R2

Attitude toward sport event (α = 0.938) 0.942 0.842

0.461

 ASE1: Unpleasant–pleasant 0.913 3.281

ASE2: Dull–entertaining 0.927 4.152

ASE3: Worthless–valuable 0.923 3.835

ASE4: Not comfortable–comfortable 0.908 3.541

Intention to attend sport event (α = 0.843) 0.850 0.761

0.458
ISE1: I will go to the stadium to watch the sport event. 0.873 1.867

ISE2: I am currently planning to attend the sport event. 0.861 2.073

ISE3:I will make an effort to attend the sport event. 0.882 2.149

Perceived enjoyment (α = 0.902) 0.904 0.836

n/a
PE1: I watch live sports to achieve mental and physical satisfaction. 0.913 2.917

PE2: Watching live sports is enjoyable. 0.909 2.717

PE3: Watching live sports brings me happiness. 0.921 2.944
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ed in Table 4, each variable’s AVE square root was 
higher than its correlations with other constructs, 
meeting the validity criteria. Furthermore, Table 
4 demonstrates that the highest HTMT value was 
0.837, which is below the suggested threshold of 
0.9 (Henseler et al., 2015). It has been confirmed 
that all variables clearly demonstrate discriminant 
validity.

To conduct the structural model analysis, the re-
search performed multicollinearity evaluation 
following Leguina (2015). Multicollinearity is a 
concern when the tolerance is below 0.20 or when 
the variance inflation factor (VIF) exceeds 5. As 

shown in Table 3, the VIF values range from 1.617 
to 4.152, all of which are below the threshold of 5. 
Therefore, multicollinearity was not a significant 
concern in this study.

In Table 5, the model explains 46.1% of attitude 
variance, 55.7% of perceived value variance, and 
45.8% of intention variance. Perceived enjoyment 
significantly affects attitude and perceived value 
(β = 0.358, β = 0.712, p < 0.01), supporting H1 and 
H2. Perceived fee weakly impacts attitude and per-
ceived value negatively (β = –0.084, β = –0.068, p < 
0.05), backing H3 and H4. Perceived risk negative-
ly affects attitude (β = –0.130, p < 0.05), support-

Table 3 (cont.). Reliability measures for the measurement model

Variables/items Factor 
loading CR AVE VIF R2

Perceived fee (α = 0.893) 0.932 0.755

n/a

PF1: I acknowledge the effort I put into prioritizing live sports over other 
commitments, such as family or a significant other. 0.915 3.184

PF2: I am aware of the expenses incurred when attending live sports events. 0.910 3.323

PF3: I recognize the financial investment made in attending live sports events, 
which could have been allocated to other activities. 0.841 2.434

PF4: I am conscious of the time spent traveling to the stadium and the related 
expenses involved. 0.803 1.855

Perceived risk (α = 0.807) 0.813 0.721

n/a
 PR1: I worry about the risk of injury from rowdy fans. 0.857 1.791

PR2: The team(s) may not perform as expected. 0.854 1.976

PR3: I’m concerned about not getting my money’s worth from the event. 0.837 1.617

Perceived value (α = 0.831) 0.863 0.747

0.557
 PV1: Attending this event enhances my well-being. 0.903 2.103

PV2: The quality of the sports event is exceptional. 0.882 2.192

PV3: The event fees are reasonable. 0.804 1.675

Team identification (α = 0.809) 0.825 0.633

n/a

TI1: Winning of my favorite team is highly significant to me. 0.725 1.645

TI2: I am a devoted fan of my favorite team. 0.839 2.038

TI3: My friends perceive me as a dedicated fan of my favorite team. 0.839 1.843

TI4: During the season, I closely follow my favorite team on a regular basis. 0.772 1.459

Note: α = Cronbach’s alpha; CR = composite reliability; AVE = average variance extracted; VIF = variance inflation factor.

Table 4. Assessment of discriminant validity

Construct ASE ISE PE PF PR PV TI

ASE 0.918 0.609 0.685 0.204 0.378 0.683 0.592

ISE 0.550 0.872 0.773 0.097 0.269 0.738 0.552

PE 0.634 0.678 0.914 0.181 0.390 0.837 0.601

PF –0.195 –0.189 –0.170 0.869 0.064 0.200 0.265

PR –0.334 –0.225 –0.336 0.139 0.849 0.360 0.158

PV 0.614 0.632 0.744 –0.287 –0.148 0.864 0.602

TI 0.524 0.472 0.519 0.025 0.132 0.506 0.795

Note: The matrix displays the square roots of AVEs along the diagonal. Above the diagonal are the HTMT values, and below 
the diagonal are the correlation coefficients between the construct values. ASE = attitude toward sport events, ISE = intention 
to attend sport events, PE = perceived enjoyment; PF = perceived fee; PR = perceived risk; PV = perceived value; TI = team 
identification.
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ing H5. However, its impact on perceived value is 
not significant (β = –0.062, p > 0.05), rejecting H6. 
Attitude positively influences intention (β= 0.227, 
p < 0.01), supporting H8. Perceived value signifi-
cantly affects attitude and intention (β = 0.293, β = 
0.437, p < 0.01), supporting H7 and H9. 

The moderating effect of team identification is sig-
nificant, positively affecting the attitude–intention 
relationship (β= 0.128, p < 0.05), but negatively af-
fecting the perceived value–intention relationship 
(β= –0.133, p < 0.05), supporting H10a and reject-
ing H10b.

4. DISCUSSION

The study revealed a positive association between 
spectator attitudes and participation intentions. 
Perceived enjoyment influenced attitude toward 
sport events, consistent with previous research 
(Harb et al., 2019; Capasa, 2022). Strong positive 
relationship was also found between perceived 
enjoyment and perceived value (Behnam, 2020; 
Ladhari & Souiden, 2020; Wang et al., 2021). This 
finding shows how important it is to include en-
joyable aspects since these aspects greatly af-
fect how valuable people think a sport event is. 
Organizers can enhance perceived value and at-
tract a larger audience by focusing on the event’s 
experiential qualities and benefits (Xu et al., 2023). 
Considering this phenomenon, event managers 
and marketers have to come up with techniques to 
enhance spectators’ enjoyment, such as providing 
interactive experiences, organizing entertaining 
activities before and after the match, and ensuring 
efficient events management. 

Surprisingly, it was discovered that perceived fee 
had a weakly negative effect on both attitude to-
ward the sport events and perceived value. The 
negative effect of perceived fee on attitude and per-
ceived value implies that when individuals perceive 
the cost associated with attending a sport events to 
be high, their overall attitude towards events be-
comes slightly less positive. This finding aligns with 
the economic theory of cost-benefit analysis (Drèze 
et al., 1987), suggesting that individuals tend to 
evaluate the worth of an experience based on the 
perceived benefits compared against the incurred 
costs. In the context of sport events, a higher per-
ceived fee may create a higher expectation for the 
quality of the event, and if these expectations are 
not met, it may lead to a slight decline in attitude 
and perceived value. On the other hand, the nega-
tive impact of perceived risks on attitude toward 
sport event suggests that when individuals perceive 
potential risks or uncertainties associated with at-
tending a sport event, their overall attitude tends to 
become less favorable. Sport events often come with 
various perceived risks, including concerns about 
safety, crowd management issues, or uncertain-
ties regarding the event’s performance or outcome. 
These perceived risks can diminish the overall ap-
peal of the event and reduce individuals’ willing-
ness to attend or engage with it. This involves en-
hancing security measures, providing clear and ac-
curate information about event logistics, or imple-
menting comprehensive health and safety protocols.

However, contrary to previous findings (Shapiro 
et al., 2019; Carroll et al., 2014), this study did not 
identify a significant correlation between per-
ceived risk and perceived value. Nonetheless, the 

Table 5. Summary of hypothesis testing results

Hypotheses Path coefficient p-values Result

H1: Perceived enjoyment → Attitude 0.358*** 0.000 Significant
H2: Perceived enjoyment → Perceived value 0.712*** 0.000 Significant
H3: Perceived fee → Attitude –0.084* 0.025 Significant
H4: Perceived fee → Perceived value –0.068* 0.047 Significant
H5: Perceived risk → Attitude –0.130** 0.001 Significant
H6: Perceived risk → Perceived value –0.062 0.080 Insignificant
H7: Perceived value → Attitude 0.293*** 0.000 Significant
H8: Attitude → Intention 0.227*** 0.000 Significant
H9: Perceived value → Intention 0.437*** 0.000 Significant

Moderating effects
H10a: Team identification x Attitude → Intention 0.128* 0.010 Significant
H10b: Team identification x Perceived value → Intention –0.133* 0.013 Insignificant

Note: *p < 0.05; **p < 0.01;***p < 0.001.
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results highlight the substantial impact of per-
ceived value on shaping attitudes and intentions 
toward attending sport events, consistent with Um 
and Yoon’s (2021) discovery of a positive correla-
tion between perceived value and attitude toward 
sport events. Spectators who perceive the event as 
valuable are more likely to hold a positive attitude 
toward it.

Furthermore, in line with prior research, atti-
tudes toward sport events were identified as sig-
nificant factors influencing the intention to at-
tend such events (Cho et al., 2020; Kaplanidou & 
Gibson, 2012). Individuals with more positive at-
titudes were more likely to express their intention 
to attend events, highlighting attitudes as precur-
sors to behavioral intentions. To boost event par-
ticipation, organizers should concentrate on fos-
tering positive attitudes through effective event 
management and promotional strategies. Besides, 

perceived value emerged as a robust predictor of 
the intention to attend (Jin et al., 2013; Byon et al., 
2013). Spectators who perceive the event as valu-
able are more inclined to express their intention 
to attend. Finally, the result indicates a positive re-
lationship between attitude toward attending and 
intention to attend a sport event when considering 
team identification. The coefficient implies that as 
team identification increases, there is a tendency 
for intention to attend sport event to increase. In 
other words, individuals who have a stronger iden-
tification with the team may be more inclined to 
attend the event when they hold a positive attitude 
toward attending. As a moderator role of team 
identification, event organizers and marketers can 
develop targeted marketing campaigns and ini-
tiatives that tap into individuals’ team affiliation. 
This can include team-related activities, fostering 
team spirit, and creating a sense of belonging and 
camaraderie among attendees.

CONCLUSIONS

This study aimed to examine the factors influencing attitudes toward and intentions to attend sports 
events, focusing on perceived enjoyment, fee, risk, and value, as well as the moderating role of team 
identification. The findings revealed several key insights. 

Perceived enjoyment significantly influenced both attitudes and perceived value, emphasizing the im-
portance of enhancing the experiential qualities of sports events. While perceived fee had a weakly 
negative effect on attitudes and perceived value, it emphasized the need to ensure that event costs align 
with the quality and experience provided. Perceived risk negatively impacted attitudes, indicating that 
addressing safety and logistical concerns can improve spectators’ willingness to attend. Attitudes to-
ward sports events were found to significantly influence attendance intentions, underscoring the im-
portance of fostering positive attitudes through effective event management and promotional strategies. 
Perceived value emerged as a strong predictor of attendance intention, reinforcing the need for high-
quality, enjoyable experiences. Team identification moderated the relationship between attitude and 
attendance intention, suggesting that stronger team affiliation increases the likelihood of attendance. 
Finally, to attract and retain spectators, event organizers should focus on enhancing the overall event 
experience, ensuring value for money, mitigating perceived risks, and leveraging team identification to 
build strong, positive attitudes and intentions toward attending sports events.

Besides that, these are some of limitations highlight areas for future research and provide opportunities 
for further investigation. First and foremost, it is essential to recognize that most participants in this 
study were young adults, mainly university students from Vietnam, who demonstrated a strong passion 
for sport events. This demographic skew could potentially introduce biases into the data collected and 
limit the extent to which the findings can be applied to other demographic groups or geographic regions. 
Future research should aim to include a more diverse sample, encompassing a wider range of age groups, 
occupations, and cultural backgrounds, to ensure broader applicability of the results. Secondly, an un-
expected finding emerged in the research, indicating an insignificant relationship between perceived 
risk and perceived value within the context of sport events. This finding deviates from the commonly 
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observed consumer perception and requires further examination. Future research should investigate 
this phenomenon to gain a deeper understanding of how perceived risk influences perceived value in 
the context of sport events.
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