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1 INTRODUCTION

1.1 Purpose of the thesis

The purpose of this thesis is to explore the challenges of sport event impact
research process and to describe the best practices according to experienced
researchers. The research questions in this thesis are: what should be taken
into account when creating a sports event impact research, how the research
process goes and what kind of challenges one can face in researching sports
event? As a side-product the authors are will present a draft of an applicable
city branding questionnaire model for Neste Oil Rally Finland 2011.

The idea of this thesis emerged in spring 2010 during a meeting where a
group of students were planning a research trip tothe FIFA World Cup 2010
event in South Africa, Cape Town. The purpose of the trip was to collect per-
ceptions of tourists and locals about football and the hosting nation to be used
as research material. The authors were part of the group who travelled to
Cape Town. The group conducted research for two different studies; ‘FIFA
World Cup 2010 visitor survey’ for the city of Cape Town and Cape Peninsula
University of Technology and ‘values behind football’ for Jyvaskyla University
of Applied Sciences and Haaga-Helia University of Applied Sciences.

When our employer, Antero Kivela from Jyvaskyla University of Applied Sci-
ences heard about the project, he asked us to learn more about researching a
sports event’simpact on city’s brand and create a similar research question-
naire to be used in Neste Oil Rally Finland held annually in the city of Jyvasky-

1a.

The experiences from doing field research, taking part in creating a question-
naire, interviewing professionals of sports marketing and the theory used in
the thesis will give valuable information about how the whole research process
works. Different kinds of questionnaires used in sports events around the
world will also be compared to each other. This thesis will give answers to the



research questions stated above, and provide an insight about problems
which might come up when planning and conducting a sports event research
project.

1.2 Research method

Qualitative research — An unstructured, primarily exploratory de
sign based on small samples, infended to provide insight and un
derstanding. - Naresh, Malhorta & Birks 2007, 152

The reason why the authors chose a qualitative instead of quantitative re-
search method for this thesis was because the qualitative method is better for
finding more thorough and personal insights, in this case, about sports event
research. With the theory used in the thesis and the aid of qualitative research
method used in the interviews it is easier to explore the nature of sports event

research.

For the interviews, five professionals were chosen. They all have done suc-
cessful researches in field of sports tourism and education. The professionals
are John Nauright from George Mason University, Manassas, USA, Douglas
Michele Turco, Drexel University, Philadelphia, USA, Kamilla Swart & Brendon
Knott from Cape Peninsula University of Technology, Cape Town, South Afri-
ca and Kari Puronaho from Haaga-Helia University of Applied Sciences,
Vierumaki, Finland.

1.3 Neste Oil Rally Finland

The authors of this thesis want to introduce Neste Oil Rally Finland in the in-
troduction because of the side product, the questionnaire. It is an example of a
big international sport event in Finland. The authors are using the event as an



example of researching impacts. It is important to understand the nature of a
sports event before one should start planning the actual research.

1.3.1 History

The Neste Oil Rally was formerly known as 1000 Lakes Rally and it is an
event that takes place in the Jyvaskyla area in Central Finland. It is the big-
gest annually organized public event in the Nordic countries, gathering over
500 000 spectators every year. Rally Finland is known as the “Gravel Grand
Prix”, since it is the highest-speed rally in the championship. (AKK Sports Ltd,
2011)

The rally has been held in Jyvaskyla since 1951, first as a national competi-
tion, then from 1959 on as a European Rally Championship event and since
the introduction of the World Rally Championship in 1973, as Finland’s WRC
event. The rally was known colloquially in Finland as Jyvaskylan Suurajot (the
“Jyvaskyla Grand Prix”). The international name Rally of the Thousand Lakes
was introduced in 1954. The rally was renamed in 1994 when Neste Oil Com-
pany became the main sponsor. (AKK Sports Ltd, 2011)

A big change in the organizing of the event occurred in 1997, as Finnish Au-
tomobile Sport Federation AKK, took the responsibility for organizing the
event. This entailed the changing of its name to Neste Oil Rally Finland. The
company set out to develop Neste Oil Rally Finland into a clearly defined
brand. It was essential to make the public understand that a fundamental
change had taken place. (AKK Sports Ltd, 2011)

The new organization put effort to the safety and promotional aspects, and
raised the standard of the event. This was also noted by the customers. In
year 1997 the event won the Award of Excellence; outstanding safety effort,
which is an award voted by FIA registered teams. In year 1999 the event re-
ceived acknowledgement for the promotional efforts with the Award of Excel-
lence; promotion, mainly for the top of the class corporate hospitality VIP vil-
lage at Hippos Super Special Stage. (AKK Sports Ltd, 2011)



The FIA team’s opinion in year 2003 was that Neste Oil Rally Finland took the
sporting, commercial and organizational aspects of World Championship rally-
ing to a new level. The teams also considered that the Finnish organizers had
a thorough and complete understanding of what spectators and competitors
wanted from a modern rally. Neste Oil Rally Finland still is worth its legend,
the Grand Prix on gravel. It has proven to be one of the best rallies in all as-
pects, not just because of lakes and jumping and has been selected as the
best rally in FIA in three consecutive years. (AKK Sports Ltd, 2011)

1.3.2 Jyvaskyla — The host city of Neste Oil Rally Finland

Jyvaskyla is the host city of the Neste Oil Rally Finland. With the population of
almost 120 000 in the area, Jyvaskyla gets crowded during the rally season
every year (City of Jyvaskyla official website, 2011). Guests and rally fans al-
most triple the population because the organizer is waiting for over 300 000
visitors during the rally weekend (JYKES, 2010). All the accommodations are
booked full before the event starts. (Keskisuomalainen website, 2011)

AKK-motorsport Ltd is the organization that operates the whole event in
Jyvaskyla. Neste Oil Rally Finland is considered to be the best rally in the
world. Spectators can enjoy good arrangements and the event offers a variety
of entertainment and experiences during the rally weekend. (JYKES, 2010)
Jyvaskyla Pavilionki acts as a center for the event. In Paviljonki area, there is
a service park for the rally cars and also Rally HQ where the spectators can
spend their time during the rally. The area is full of different kind of entertain-
ments and spectators can follow the rally in real time. (AKK Sports Ltd., 2011)

Jyvaskyla as a city has to make sure that they can handle the strain when act-
ing as the host for the event. Jyvaskyla has to win the proposal challenge be-
tween various other cities and negotiate the deal with the rally organizers.
Currently Jyvaskyla holds a contract which was made in 2009 for five consec-
utive rally years. (Jyvasseudun matkailu, 2011)
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The image of the rally is very important to the city of Jyvaskyla. Few years ago
the organizer of the rally AKK Sports Ltd. put out to tender the cities who
wanted to host the rally also. Those competitors of Jyvaskyla were Tampere
and Lahti. The mayor of Jyvaskyla announced that they will improve the Pavil-
jonki area strongly in the future. (Keskisuomalainen website, 2008) E.g. The
biggest hotel chain in Finland, Sokos hotels, is building a new hotel to the area
of Paviljonki. It is planned to be ready until summer 2012, just a few months
before the Neste Oil Rally Finland 2012. (Sokos hotels, 2010)

The rally provides the biggest annual income for this area of business. E.g. in
year 2008 Neste Oil Rally brought 11 million euros to the Central Finland. Ho-
tels, restaurants and supermarkets were the ones to benefit the most from the
rally. (Keskisuomalainen official website, 2008)

Spectators can enjoy the rally also in the center of Jyvaskyla. RalliCity —event
is in the street where the cars are not allowed to drive. It is an event that is ar-
ranged during the actual Neste Oil Rally and it is hosted by Jyvaskylan Elava
Kaupunkikeskusta. There is many servicepoints in the streets that can help
rallytourists to find information about the rally. The organization of RalliCity is
selling the permissions for goods’ sale during the event. They want rallytour-
ists and locals to enjoy their stay in Jyvaskyla during the Neste Oil Rally. (The
City of Jyvaskyla official website, 2010)
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2 THEORETICAL FRAMEWORK

In this thesis theoretical framework consists three major parts: sport tourism
and event impact, sport event and city branding and researching. The authors
wanted to explore the sport tourism as a concept because through that it is
easier to understand why it is important to conduct a research during sports
events. Event impact is also a big part of this thesis. The authors wanted to
describe different kind of impacts what a sports event can bring along. When
researcher knows all different kind of impacts that event can bring to the host
city, it is easier to focus just only one or two of these. Sport tourism and event
impact includes theory by Weed & Bull and Allen et. al

The second frame of the theoretical framework is sport event and city brand-
ing. Because the authors are going to create a questionnaire model for Neste
Oil Rally Finland 2011, it is important to know what branding is and how the
brands affect to the host city or nation. The authors wanted to introduce the
Schwartz’s human value theory because with the help of this model it is pos-
sible to define how the brand image of hosting city is perceived in the eyes of
spectators. This part of the thesis has basic branding theory by Kotler & Keller
and theory of city branding by Winfield-Pfefferkorn. It also takes Schwartz’s

human value theory into account.

The third and last frame of the theoretical framework is sport tourism and
event impact research process. The authors found similarity to between sport
event research and marketing research process. The theory conducting a re-
search is linked to the interviews, so it gives valuable information about the
whole research process. Sport tourism and event impact research process
has applied theory from Proctor, Malhotra & Birks, Keller and Hair & Bush and
Ortinau.
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FIGURE 1: Theoretical framework

2.1 Sports tourism and event impact

Sport tourism is a multi-billion euro business. In 2008 the world’s travel and
tourism generated approximately US$5,890 (€4,5) billions of economic activi-
ty. With the contribution of travel and tourism to GDP expected to rise from 9,9
% in 2008 to 10,5 % by 2018. Sport tourism has an important role in this
growth, because it is the fastest growing sector in the global travel and tourism
industry. In 2008 sport tourism accounted for approximately 10% of the inter-
national tourism market. (World Sport Tourism Expo, 2008)
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FIGURE 2: Growth in Sport Tourism Forecast. World Tourism Organiza-
tion (2008).

Sport tourism refers to travel outside from the place of domicile or abroad,
specifically to watch sporting events. Common examples include international
events such as Olympics, World Cups (Football, Cricket and Ice Hockey),
Formula One, Rally World Championships or regional events. Main source
markets for sport tourism are those nations who are interested in arranging big
sporting events. These include United Kingdom, United States, Germany, Ita-
ly, Spain, Scandinavia, Australia and South Africa (Caribbean tourism organi-
zation, 2010).

Sport tourism can be divided to hard and soft tourism. Hard sport tourism in-
cludes participating to events as a spectator. For example an Estonian tourist
travels to Finland to see Neste Oil Rally in Jyvaskyla and books a hotel room
for staying three nights in Jyvaskyla during the Rally. Hard sport tourist can
attend the event actively or passively. Soft sport tourist travels abroad for hik-
ing, skiing, biking or something else. So he is participating in active recrea-
tional sport. (Robinson & Gammon, 2004)
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The earliest documented examples of sport tourism are from the Olympic
Games which date from 776 BC. Athletic games were important part of Greek
life and every big city had their own stadium. The touring element was a very
great concern to the sport in Greece. Thousands of spectators travelled to
support the prestige of the city and their favorite athletes. It has similar as-
pects to, for example, modern football fans when they travel to support their
teams (Weed & Bull, 2009, 3-4).

Weed (2009) points out that the tourism aspect of the games was further em-
phasized by its wider political aims and it is often advocated that both sport
and tourism may help to bring different people and cultures closer together.
The key aim of the ancient games was to bring a strong sense of cultural unity
to politically divided country. Weed thinks that it is important to highlight these
ancient antecedents because they demonstrate that sport tourism is not a to-
tally modern phenomenon, that some of the motivations which may influence
current activity could have been present several thousand years ago. Weed
states that it is clear that various factors which have influenced sport tourism

in earlier times are still relevant today.

Sport tourism is attractive economically. It is dynamic and adds value to indi-
vidual facility and sometimes to whole destinations. Sport tourism events are
potentially capable of generating visitors from outside of the local area and of
attracting more higher-spending visitors to existing tourist locations. There is
economic benefit locally from sales of accommodation, food, beverages, gifts,
use of transportations etc. There are also clear benefits to attracting visitors,
using sport tourism as a key part of the tourism product offer. Event products
can also generate sponsorship income, inward investment and media expo-
sure. (Weed & Bull, 2009, 19-20)

Events can be divided to three different categories; hallmark events, special
events and mega events. Hallmark events are events which affect to the local
tourism and it’s goal is to get awareness for the destination. Special events
are usually international events and their main purpose is to promote the city
or nation. Special event’s international attention value is great. Mega events

are the biggest and most international events, such as the Olympic Games
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and FIFA World Cup. Mega events can be held anywhere around the world.
(Nurmi, 2008)

Events touch almost every aspect of people’s lives. Event impacts can be di-
vided into four different categories: Social and cultural, political, environmental
and tourism and economic impacts. All of these impacts can be either positive
or negative. It is the task to the event manager to identify these impacts. Man-
ager should manage them to achieve the best outcomes to all parties so that
the overall impact is positive. So, good planning of the event is always critical.
Negative impacts can cause bad reputation to the event; the larger the event
is, the greater the potential is for things to go wrong. (Allen et. al., 2008, 63-
66)

2.1.1 Social and cultural impacts of the event

Outlined by Hall and Getz, all events have a direct social and cultural impact

on their participants and host communities. These impacts can be as simple

as shared entertainment experience, created by sport event. Events can also
approve a national and community pride. (Allen et. al., 2008)

Allen et al. (2008) have stated that events have the power to challenge the
imagination and explore the possibilities. They also have a big attention to
media exposure worldwide and can contribute to the political debate. Events
have also negative social impacts. For example in Neste Oil Rally 2009 police
forces caught up 390 drivers for speeding (Keskisuomalainen, 2.8.2009).
Those kinds of impacts have also been seen during the Formula One Grand
Prix in Australia. Getz points out that major events can have unintended social
consequences such as substance abuse, bad behavior by crowds or an in-
crease in criminal activity. (Allen et. al. 2008, 66)
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2.1.2 Political impacts of the event

Politics is an important part of the equation that is contemporary event man-
agement. Politicians can use different kinds of events to build their personal
profiles and gain political advantage. They can use events as an image crea-
tor. For example in Australia the former South Australian Premier Don Dun-
stan used the Adelaide Festival to create an image of Adelaide as the "Athens
of the South" and himself as a visionary and enlightened leader. (Allen et al.
2008, 67-68)

According to Arnold et al: Governments in power will continue to
use hallmark events to punctuate the ends of their periods in of-
fice, to arouse the nationalism enthusiasm and finally, votes. They
are cheaper than wars or the preparation for them. In this regarad,
hallmark events do not hide political realities; they are the political
reality - Allen et al. 2008, 68

Governments have realized the ability of the events to raise the profile of poli-
ticians and the cities and states that they govern. Events have a huge media
coverage and notoriety. Events also attract visitors and therefore they create
economic benefits and jobs. This potential mixture has prompted governments
to become major players in hosting and staging major events. (Allen et al.
2008, 68)

2.1.3 Environmental impacts of the event

An event is a great way to show the unique characteristics of the host envi-
ronment. Governments and tourist bodies regularly use major events to pro-
mote destinations through their television coverage. The host environment can
be extremely delicate. That is the reason why host cities or nations should
take great care of their environment and plan carefully how to protect them.
(Allen et al. 2008, 69)
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In motorsports events, the environment suffers through the pollution and also
through greenhouse gas emissions and noise. AKK Sports Ltd, which is the
organizer of the Neste Oil Rally Finland, is trying to minimize these impacts.
They have agreed that the regulations which international motorsports organi-
zation has held. The rules have been shaped to encourage innovative, envi-
ronmentally friendly technologies. AKK Sports states that they want to make
sure that future investment in the sport will develop technology that directly
benefits the general public. (AKK Sports Ltd, 2011)

AKK Sports outlines that they will:

e obey all laws and bylaws

e educate their own organization and volunteers in environmental issues

e pursue options for a better use of energy and eco-friendly solutions

e focus on minimizing the amount of waste from the event and looking af-
ter its recycling

e favor eco-friendly materials when building up the event

Through these regulations AKK Sports is also trying to affect the behavior of
the rally fans. (AKK Sports Ltd, 2011)

2.1.4 Tourism and economic impact of the event

One of the most important impacts of the event is tourism revenue. External
visitors are likely to spend more money on travel, accommodations, services
and merchandises in the host city. Effective tourism promotion can result in
the visitors planning for longer staying in the travel destination, other regional

tourism destinations and attractions.

"Events can provide their host communities with a strong platform
of showcasing their expertise, hosting potential investors and
promoting new business opportunities"” - Allen et.al. 2008, 71
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As shown above, there can be multiple different kinds of impacts during the
event. All of these impacts can affect the host city or nation and also the tour-
ists and locals. While planning the research, it must be clear to all parties what
impact they want to focus in their study. (Allen et. al. 2008, 64) In the following
table, Allen, et. al. (2008) summarizes all the negative and positive impacts
that can be used as a tool to separate the different impacts of the event.
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Impacts of the
event

Positive impacts

Negative impacts

Social and cul-

e Shared experience e  Community alienation
tural e Revitalization of traditions e Manipulation of com-
¢ Building of community pride munity
e Validation of community ¢ Negative community
groups image
e Increased community partici- e Bad behavior
pation e Substance abuse
¢ Introduction of new and chal- e Social dislocation
lenging ideas e Loss of amenity
e Expansion of cultural per-
spectives
Political e International prestige e Risk of event failure
e Improved profile e Misallocation of funds
e Promotion of investment e Lack of accountability
e Social cohesion e Propaganda
e Development of administra- e Loss of community
tive skills ownership and control
o Legitimation of ideology
Environmental e Showcasing of the environ- e Environmental damage
ment e Pollution
e Provision of models for best o Destruction of heritage
practice ¢ Noise disturbance
e Increased environmental o Traffic congestion
awareness
¢ Infrastructure legacy
e Improved transport and
communications
e Urban transformation and
renewal
Tourism and e Destination promotion and e Community resistance
economic increased tourist visits to tourism
e Extended length of stay e Loss of authenticity
e Higher yield o Damage to reputation
e Increased tax revenue o Exploitation
e Business opportunities ¢ Inflated prices
o Commercial activity e  Opportunity costs
e Job creation e Financial mismanage-

ment
Financial loss

TABLE 1: Negative and positive impacts of the event (Allen et. al. 2008,

64)




20

2.2 Branding

The role of brands is to give the spectators or customers a certain image of
quality (Kotler & Keller 2008, 237). In Jyvaskyla’s case as a host to the Neste
Oil Rally Finland, it is therefore partly the brand that Jyvaskyla has created as
a host city, which makes people to come visit again. Brand equity means a
level of awareness created by brands and products (Keller 2008, 37).

Brand equity has five different models which are also called brand asset valu-
ator. The five models are: differentiation, which measures how different the
brand is from others. Second is energy and it measures the brand’s sense of
momentum. Third is relevance which measures how wide the brand’s appeal
is. Fourth model is esteem and it measures how good the brand’s image is.
The last model is knowledge and it measures how well the customers are fa-
miliar with the brand. (Kotler & Keller 2008, 243)

2.2.1 City branding

Cities and nations are increasingly adding events to their marketing mix. Place
marketers have found that by obtaining the rights to host events, they can en-
hance their community’s appeal to tourists and to businesses. As mentioned
before, events can increase visitation to the host city, provide employment and
improve a destination’s image of brand. (Chalip, 2004, 226-227)

According to Duquette and Mason (2009), a sporting event is self-contained,
providing a quick and mediated forum for place managers to pursue their stra-
tegic development agendas. Usually local politicians and councilors generally
support events that attract positive attention to the community. A city needs
events which fit with the city’s desired image.

Winfield-Pfefferkorn (2005) states that there are multiple reasons why cities
seem appealing to people and why do they want to move there or want to

avoid certain cities. The reasons are cultural, landscape, economical, demo-
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graphical and crime. These subjects together form an image of the city and
how for example media and people tell about it. Cities around the world are
spending millions of dollars to improve their brand by improving the looks of
the city by building and renewing the infrastructure. If the city can be consid-
ered as a brand, it has to offer following to be successful:

o Offer attractive employment

o Living should not be too expensive compared to wages
o Provide good and affordable housing

o Have a working public transportation system

o Have good schools and cultural attractions

o Have a reasonable climate

2.2.2 Everything can be branded

Physical goods, services, retailers and distributors, online products and ser-
vices, people and organizations, sports, arts and entertainment, even geo-
graphical locations, ideas and causes can be branded. (Keller 2008, 11-26)
This is why it is important for sports events like Neste Oil Rally and the host
city of Jyvaskyla to create a lasting brand to keep the sport tourists coming to
visit the city.

Branding sports, sports events and athletes is increasing ever so vastly. As an
example, Manchester United used a lot of money to build a great soccer team
and a powerful brand (Keller 2008, 23-24). During 1990’s, satellite television
increased the airing times of soccer games and Manchester United as the
world’s best and well-known team got a lot of time in the television. As the
team became known around the world, the amount of sponsors increased. Al-
so the team had an estimate of over 75 million fans worldwide who wanted to
participate with the team’s success by purchasing their products (i.e. shirts,
team uniform) which had a big positive impact to team’s profit. (Keller 2008,
24-25)
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The growth of tourism industry, business and mobility of people will all affect
to the increase of place marketing. Regions, states, cities are more or less ac-
tively promoting themselves through advertising, direct mail and other tools of
communication. Las Vegas is one of the best examples of place branding. The
city uses many different communication tools actively to keep its brand known.
It uses freedom and fun as main part of the brand. The worldwide known
phrase: “What happens here stays here” was the second ad campaign by Las
Vegas. (Keller 2008, 25-27)

2.2.3 Schwartz’s human value theory

With the Schwartz’s human value theory the research group can learn more
about the brand equity. To be more specific, the theory can be used to see
what makes e.g. a city interesting. As an example, see appendix 6, question 7
where the human value theory is used to find out what they think about the
city of Jyvaskyla.

"When we think of our values, we think of what is important to us
in our lives. Each of us holds numerous values with varying de
grees of importance. A particular value may be very important to
one person, but unimportant to another” - Schwartz, S. 2007

Schwartz (2007) summarizes five main features of the conception of basic
values implicit. First of these is that values are beliefs. But beliefs are tied to
emotion, not objective, cold ideas. The second one is that values are motiva-
tional constructs. They refer to the desirable goals people strive to attain.
Third, values transcend specific actions and situations. The abstract nature of
values distinguishes them from concepts like norms and attitudes which nor-
mally refer to specific actions, objects and situations. The fourth of these
statements is that values guide the selection of actions, policies, events and
people. The fifth and last statement is that values are in the order of im-

portance relative to one another. So the values characterize people as indi-
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viduals. This hierarchical feature of values also distinguishes them from norms
and attitudes. These five different features are common to all values.

According to Schwartz’s (2007) theory of ten basic values derives from three
universal requirements of the human condition: needs of individuals as biolog-
ical organisms, requisites of coordinated social interaction and survival and

welfare needs of groups. The ten basic values are:

1. Self-Direction. Independent thought and action; choosing creating, explor-
ing

2. Stimulation. Excitement, novelty and challenge in life.
3. Hedonism. Pleasure and sensuous gratification for oneself.

4. Achievement. Personal success through demonstrating competence ac-
cording to social standards.

5. Power. Social status and prestige, control or dominance over people and
resources.

6. Security. Safety, harmony and stability of society, of relationships and of
self.

7. Conformity. Restrain of actions, inclinations and impulses likely to upset
or harm others and violate social expectations or norms.

8. Tradition. Respect, commitment and acceptance of the customs and ideas
that traditional culture or religion provide the self.

9. Benevolence. Preserving and enhancing the welfare of those with whom
one is in frequent personal contact.

10.Universalism. Understanding, appreciation, tolerance and protection for
the welfare of all people and for nature.

2.3 Researching

This part of the theoretical framework explains one possible way of planning
the research process. The authors wanted to add the six steps of marketing
research process as part of the thesis because it can be well applied to sports
event research. Followed by the marketing research process the authors will
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explain the importance of a questionnaire design. The integrated marketing
communication model, which is positioned as the last part of researching, can
be used to narrow down the possible research subjects. The authors will use
this part as a tool to give themes to conducted interviews.

2.3.1 Applying marketing research process for sports event research

Marketing research is a tool which aims to diminish the risk when making
marketing decisions. Marketing research is applicable to all areas of market-
ing-mix. Marketing research works between the consumer, customer and pub-
lic to give information to the marketer. According to the American Marketing
Association, this information is commonly used to identify and define opportu-
nities and problems in the markets. Marketing research can also be used to
create, refine and evaluate actions in the markets. (Proctor 2005, 3)

Marketing research is to be used hand-to-hand with marketing planning. It
helps planning and executing of pricing, promotion and distribution of prod-
ucts, services and ideas in the best possible way for both, the firm and the its
customers. Marketing research is important to firms because it helps finding
the right people, the right time and place, the right price and the right promo-
tional methods. (Hair, Bush & Ortinau 2009, 4)

The six steps of marketing research will offer the basic information of all the
phases required when creating a research plan. The authors want to explain
the whole six steps of marketing research-process because it can be easily
applied to planning and executing a sports event research. In this thesis we
are using the first four of the steps in our interviews as themes to explain the
process. (Kotler & Keller 2008, 91)

The first step of the marketing research process is to define the problem and
the research objectives. It is important not to define the problem too broadly or
narrowly. Defining the research objectives should be precise. For example it is
too broad to ask the research team: “find all about what does an ice hockey
spectator need when entering the arena”. The correct way is to ask the team
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to find for example: ‘would the spectators in the next game be willing to find
more information about the results of the other games during breaks?’ (Kotler
& Keller 2008, 91)

The second step of the marketing process is to develop the research plan.
This is the part where the firm should develop the most efficient plan for gath-
ering the needed information and the costs of the research. To develop the
plan the firm has to decide which data sources, research approaches, re-
search instruments, sampling plan and contact methods are the best for this
research. (Kotler & Keller 2008, 92-94.)

The third step is collecting the information. This is normally the most expen-
sive and most prone to error. Four major problems will arise during this part.
Respondents may not be able to be contacted, some may refuse to co-
operate, some may give dishonest answers and some of the interviewers will
be biased and dishonest. According to researches’ conducted around this
matter online questionnaires are the best way of gathering honest, fast, cheap
and versatile information from people in distances. (Kotler & Keller 2008, 101-
102.)

Step four of the marketing research is analyzing the information. This means
that the research team will compute the averages and measures of dispersion
for the major variables and apply advanced statistical techniques and models
of decision in order to discover additional findings. It is also important to test
the strength of the conclusions in order to get reliable conclusions. (Kotler &
Keller 2008, 103-104)

The fifth step is presenting the findings. In this step the research team will
present the findings relevant to the major marketing decisions to the man-
agement. The results should be presented in a consulting, proactive way so
the management would not have to translate the data. The way of the presen-
tation should be compelling and understandable. (Kotler & Keller 2008, 103)

The sixth and the last step is to make the decisions. The managers should
now weigh the evidence discovered by the research. This step is easier for
managers if the findings are clear and presented in an easy-to-read way. If the
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planning and execution of the research have been defined in a right way the
results will most likely help the decision making if the ice hockey spectators
really want to see the results of the other games during the breaks. (Kotler &
Keller 2008, 103-104.)

Sport event research presents an opportunity to leverage existing sports and
recreation facilities to create new economic and community value by hosting
big annual sporting event, for example Neste Oil Rally in Finland. Weed
(2009) states that event impact assessment has almost become an industry in
its own right with public sector research departments, consultants and aca-
demics all producing reports of the actual and also potential impacts of the
events. These reports are useful for event sponsors and host cities. They also
add little to the researcher’s theoretical knowledge and understanding of the
area. The main reason to do the studies in the field of event impact is to un-
derstand the nature of the events and the extent of the economic impacts of
event sports tourism by building a large volume of evidence. Event impact re-
search gives valuable information about the event and sport tourists’ behavior.
It is great way to understand the tourists and have information of what was
good about the event and what should have done differently.

2.3.2 Questionnaire design

Questionnaire — A formalized framework consisting of a set of
questions and scales designed to generate primary data — Hair,
Bush & Ortinau 2009, 404

Depending on what the organizers of the research want, it is important to find
the correct design and the words for the questions to find the actual opinions
of the interviewees. The questionnaire itself is a tool where the researcher has
set a certain framework to collect the primary data for the research. In theory
the questionnaire includes words, questions, formats and hypotheses. All
those are melted together into a recognizable, hierarchical layer system. (Hair,
Bush & Ortinau 2009, 404)



27

Using the correct words is one of the most important parts of making the re-
search design appealing to the interview candidates. Using correct words has
a chance to influence the interviewees answer. Especially words like could,
should and might in a question will make a big difference in the question itself.
The researcher should always try to avoid using bad questions in a question-
naire. Bad questions are questions which prevent or hinder the communica-
tion between the interviewer and the interviewee. (Hair, Bush & Ortinau 2009,
405)

According to Hair et. al. (2009, 408), there are four major ways to create bad
questions. The first is to create a question which is incomprehensive to the re-
spondent because of using scientific words or otherwise hard concepts. This
is especially important when the respondents are foreign and their English is
not fluent. The second mistake is to create questions which are unanswerable
for example by asking a question they do not know the answer to. The third
major mistake is to ask leading questions where the question itself has an
opinion hidden inside. The last major mistake is to ask double-barreled ques-
tions. This means the questions are too long and most likely have more than
one question embedded.

Unstructured questions — Open-ended questions formatted to al
low respondents to reply in their own words - Hair, Bush & Ortinau
2009, 406

Unstructured questions allow the respondents to answer the questions in their
own words. This means the questions are in open format and gives the inter-
viewer a chance to ask follow-up questions for further probing. Depending on
the data collection method, this way is a good chance to get out the true
thoughts of the interviewee. (Hair, Bush & Ortinau 2009, 406) This is the
method we used in FIFA World Cup 2010, South Africa. It requires a bit more
time but makes the interview more interactive. It also seemed that the inter-
viewees enjoyed this method far more than close-ended questionnaires as the

interview situation was more like a nice chat instead of just filling the form.
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Structured questions — Closed-ended questions that require the
respondent to choose from a predetermined set of responses or
scale points - Hair, Bush & Ortinau 2009, 407

Structured questions are easy and fast to fill compared to unstructured ones
as they require less thinking. The interviewee only checks the answers they
think are closest to their thinking and moves on without much interaction be-
tween interviewer and the interviewee. The results might be also easier to
produce depending on the method being used. (Hair, Bush & Ortinau 2009,
407)

2.3.3 Defining the aim of the research

The correct diagnosis of marketing research problems cannot be
compromised. Regardless of how well subsequent stages are
conducted, the whole process may be worthless if the diagnosis is
weak - Malhotra, Birks 2007, 32

The most important part before creating the actual questionnaire is to find out
what we need to know. It requires indentifying the general problem and the
key components of the marketing research problem. It is essential for getting
realistic and reliable results from the questionnaire to have a research prob-
lem. (Malhotra, Birks 2007, 34)

2.3.4 Integrated marketing communication

The integrated marketing communication can be used as a tool to separate
the different segments of researching from each other. IMC model tells the dif-
ferences in consumer behavior and spending and by learning the basics of the
IMC the researchers can find more specific questions e.g. in tourism impact

research.
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A planning process designed to assure that all brand contacts re
ceived by a customer or prospect for a product, service, or organ-
ization are relevant to that person and consistent over time —
American Association of Advertising Agencies — Allen, et al. 2008,
327

Integrated marketing communication (IMC) means according to Smith and
Taylor (2004) a mixed usage of the following parts of the communication mix:

- Personal selling - Publicity - Merchandising

- Advertising - Sponsorship - Word of mouth

- Sales promotion - Exhibitions - Corporate identity
- Direct mail - Packaging

TABLE 2 - Communication mix (Allen, et al. 2008, 327)

Integrated marketing communication is based, like all the other marketing
techniques, on knowledge about consumers and potential consumers. Event
brand value is as strong as its relationship to the target market. (Allen, et al.
2008, 328) As an example the FIFA World Cup event has all kinds of different
campaigns around the world to keep the event appealing. Also many compa-
nies working around the event are having their own ads aired during the same
time which builds into a mega-hype about the world’s biggest football happen-
ing. (Allen, et al. 2008, 327)




SWOT analysis, zero-based
planning for IMC

Event databases (visitors,
vendors, volunteers, media)
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Whole-of-event focus on IMC
(monitoring and evaluating
event brand relationships)

IMC media

- Event advertising

- Visitor services

- Direct marketing

- E-marketing

- Ticket selling

- Sales promotion

- Public relations

- Sponsorship media

- Marketing opportunities

A

*

Event brand relationships
(visitor acquisition, retention,
growth)

Event brand messages
(Strategic consistency of
event positioning, the big
creative idea to market event)

Event media strategy
(Mass or niche; interactive —
at the event, on-line or direct)

A

Event viability, growth and
improved brand equity

FIGURE 3 — The IMC process model for events (Allen et. al. 2008, 328)

The figure explains the different segments of the integrated marketing com-

munication and gives an image of how the process goes. The first step of the

IMC process is to create planned messages, which means simply to have

planned promotional activities like ticket agency, e-newsletters, websites and

advertising. Second is an unplanned message, which is all about positive or

negative messages by media, word of mouth and complains. Third part is

product messages. This means how the consumers see for example the pric-
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ing, program and venue. Fourth and last part is service messages. Services
messages means how the customers see public transportation, staff, volun-
teers and other support services. (Allen et. al. 2008, 328)

Creating a brand for example to Neste Oil Rally Finland event is more than
just having a physical identity, more than having a logo. Like Olympics’ brand,
the brand is based on the perceptions of the consumers and how they relate
to the event. Using the brand integrated on as many places as possible, would
leave a more in-depth message to the consumers about the rally. To create a
working IMC strategy, the people working on it should understand the four
sources of brand messages. (Allen et. al. 2008, 328)
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3 EMPIRICAL STUDY

The following chapter concludes the interviews with the five professionals of
sports research and education. Followed by the introductions of the interview-
ees the authors will present important subject that emerged during the inter-
views. The authors asked the interviewees about the important things which
one should consider when planning a research and to find out what kinds of
hardships and problems there occur during the research process. The authors
used themes to categorize the answers and the themes themselves are used
in the theory part of this thesis (see 2.3 — Researching).

3.1 The challenges of sports impact research

Five professionals of sports research from around the globe were interviewed.
The reason the authors chose to interview the professionals mentioned in the
introduction for the thesis is because they were all part of FIFA World Cup
2010 research planning group. All of them are also working for sports educa-
tion and research and they all posses’ valuable information and experience of
the research process as a whole. Each interviewee will be presented in follow-
ing chapters

Douglas Michele Turco from Philadelphia, USA is Associate Professor of
Sport Management at Drexel University. He is also founder and executive di-
rector of Drexel University’s International Sport Tourism Research co-
Laboratory. He has been doing numerous researches in many different kinds
of sports events, like Nascar, Cricket World Cup, Olympic Games and FIFA
World Cup.

John Nauright from Manassas, Virginia, USA is a Director of International
Sport Department in George Mason University and has done work with South
Africa Rugby World Cup, Olympic Games of Australia and FIFA World Cup in
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Germany 2006 and South Africa 2010. Turco and Nauright were both visiting
Jyvaskyla University of Applied and the interviews were conducted in-person.

Kamilla Swart and Brendon Knott are from Cape Town, South Africa. Swart
and Knott were both representatives of the local university of Cape Town
when creating the research for FIFA World Cup 2010. Swart is Associate Pro-
fessor in the Faculty of Business and head the Centre of Tourism Research in
Africa. Knott also was in Olympic Games of Beijing, 2008 to collect material
about people’s perceptions of South Africa. The authors interviewed them via
Skype, because of the long distance.

Kari Puronaho from Jyvaskyla, Finland is working as a principal lecturer in
Haaga-Helia University of applied sciences and as a secretary-general in Eu-
ropean Association of Sport Management (EASM). He has also been working
as a visiting lecturer around the world. He has done research work in Thou-
sand Lakes Rally (WRC), Finland and FIFA World Cup, South Africa and vari-
ous other sports events. We interviewed Puronaho in-person in Jyvaskyla.

The following headlines are themed to the same concept than the marketing
research process (see 2.3. -Researching).The fifth and sixth headlines are
about functioning questionnaire and event impact, which are introduced in the
theory part also. (see 2.3.2. -Questionnaire design and 2.1. -Sports tourism

and event impact)

3.1.1 Defining the research problem

Puronaho says that the questions should be accurate and reflect the research
problem. It is important to be punctual with the questions and make them as
clear as possible for the interviewees. It is also important that the question-
naire is tested with a group before actually using it. E.g. the authors tested
their own questionnaire with selected group of colleagues. It gives the re-
searchers an image of pros and cons in the questionnaire and gives experi-

ence of how to ask the questions well.
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“It is important to separate the questions in different categories,
like rally based questions and city image. After this, it is easy to
link the answers and find the things that really matter.” — Kari Pu-
ronaho

According to Swart, it depends on the objects of the research whether or not
one should focus on just one particular part of the research. As an example
the visitor survey had multiple focuses included to the questionnaire because
they wanted more wide-spread information about the tourists’ behavior. The
questionnaire was divided into three parts: economic and cultural and social
impact questions. Organizations who wanted information about tourists’ be-
havior were city of Cape Town, tourism department of Durban and Spot De-
velopment of South Africa.

“It depends of the objects of the research. Who is commissioning
the study, and are the organizers interested in the economics
then | would say go ahead. Or if they are interested in something
else then you definitely need a different kind of questionnaire .”
-Kamilla Swart

3.1.2 Developing the research plan

It is good to have comparable material to use when creating the research.
Kamilla Swart pointed out how they used the questionnaire and methodology
from the previous FIFA World Cup event in Germany. Working with Holger
Preuss (one of the creators of the research methodology and questionnaire
used in FIFA World Cup Germany and South Africa. He is professor of Sport
Economics and Sport Sociology at the Johannes Gutenberg-University in

Main, Germany) made possible being more specific with economic measures.

“I think that we could take the research to the higher level with the-
se aspects and be more specific than Germany did in 2006 with the
questions which are included to develop the research”— Kamilla
Swart
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We asked Douglas Michele Turco about using Kari Puronaho’s study of 1000
Lakes rally 1997 and should we use it when creating our own. Turco had a
strong opinion that using previous studies as comparable material is important
when creating a newer research on the same field of study.

“Look at the other studies and compare them with this one. That is
a way how you can get the best questions to your study”— Douglas
Michele Turco

Knott pointed that while he was doing his own research, and was asking peo-
ples’ perceptions about South Africa, he noticed that he was lacking pre-study
as the people in the actually FIFA World Cup 2010 event in Cape Town could
not remember what they had in their minds before arriving to the country.

“l am going to compensate for this by doing post-study question-
naire to the people who gave their contact information.” — Bren-
don Knott

According to Knott they had ideas on how to make the field work easier and
faster. One of the ideas was to use iPads to collect the data during the inter-
views. This way would have made the analyzing faster as well because with
the paper versions they had to use people changing the interviews into elec-

tronic form.

In Knott’s opinions it was good to collaborate with different universities from
around the world to get more wide-spread knowhow to create a functioning

research model.

“People like Douglas Turco helped us because they understand the
nature of this kind of research and that is how we kept learning and
did not need to start from zero” — Brendon Knott

Sometimes the situation can change in the host nation of the event. It is also
possible that different kinds of sports have too different materials to be used
as a reference. As an example John Nauright told that he was hoping to use
his own research from Rugby World Cup, 1995 in South Africa as a compara-
ble material for FIFA World Cup 2010. It proved to be too challenging as both
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of the events had too different organization strategies and the political circum-
stances had changed a lot from the 1995.

“Years ago | did an analysis from 1995 Rugby World Cup in South
Africa. | was hoping to use this as a comparing material for 2010
FIFA World Cup but it proved out to be more challenging than |
thought as both of the events had totally different kind of organi-
zation strategies. Also the political circumstances had changed a
lot from the 1995.” —John Nauright

Turco outlines that it is important to plan the place and timing carefully. Re-
searchers should take into account that there has to be permission to do the
fieldwork.

“You need to plan carefully where and when to do your research.
Some limits come from organizations. You need to ask for permis-
sion to do your fieldwork and perhaps to ask to get accredited to
the event. In some cases you could need also funding for your
work. Choose wisely, ask for the accreditation and get a good net-
work around you and so you will have easier access to the event

and you can focus on your fieldwork” — Douglas Michele Turco

According to Swart people have different kinds of opinions about what is an
optimal amount of interviews to make the research reliable. One should know
approximately how many are going to participate in the event. In Swart’s opin-
ion they did too many interviews (close to 10 000) because even a lesser
number would have been sufficient to give the same answer. In FIFA World
Cup 2006, Germany they did 7500 interviews. The problem was that one of
the partners wanted day by day information so they had to keep the daily in-

terview count roughly the same.
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“If you have 100 000 people coming, you need to do X amount of
samples. | personally think that we did too many surveys. But, if
you do survey in a mega event, you need to look at this in a bit
different way than in a major even because of more different cul

tures involved.” — Kamilla Swart

3.1.3 Collecting the information

It is very important to take the interviewees as part of the conversation and to
point out that their opinion really matters. If possible the researchers should try
to find people for their interviews who seem to have an interest in it, and of
course, are part of the target group.

“I think that finding tourists who were really interested in our study
and wanted to talk us how they felt being in South Africa, their ex-
periences and how their perceptions has changed about the whole
country and what they thought about the whole World Cup. So they
were really interested in that their opinions were important and that

we noted their opinions.” - Brendon Knott

According to everyone we interviewed it is very important to start planning and
working on the research early. It takes time to research studies conducted be-
fore the one working on now. It will also take time to get to know the other par-
ties who are part of the research; the host city or country, sponsors and organ-
izations. What happened with the visitor survey research in FIFA World Cup,
2010, was that the time ran out. The group planning the questionnaire only
had two weeks left before the event started and they were still finalizing the
questionnaire.

“I think that timing is the most important issue when planning a
research. You need to be sure of who you are working with just

pure for the academic issues, if you are working with the organiz-
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ers or sponsor, | think there need to be some kind of planning
what things are important in research.” -Kamilla Swart

According to Turco is important to set yourselves targets when a certain part
of the work has to be done and strive towards it even thought it might seem
impossible. There is going to be changes coming, maybe to the agenda or on
some other part of the research which will also require time to prepare. Make
sure you have time for the changes before the actual event starts.

“You have to be as organized as you can ever be, you need to
push for the deadline and have everything ready when you are
starting your fieldwork.” -Douglas Michele Turco

According to Knott and Swart it was hard to stop people at the Fan Mail and
so the group changed tactics in that area and only asked a few questions and
contact information so the actual questionnaire could be sent to them after the
event is over. They got 10 % answer rate. Turco agrees as well that the plac-
ing for the interview place was a good place to learn from the mistakes. He re-
ferred to similar case he ran into during his previous studies. He was doing a
research at horse track in USA and planned to stop people for interviews after
the event stopped. It went wrong because as the event had ended, the people
were rushing out of the stadium towards their cars and trying to get out of the
area in a hurry to avoid long traffic queues as there was only one entrance.

“People are as rational as sports spectators are. This is what
makes fieldwork so dynamic. You cannot even hear what people
say to you, they are so excited about the game and they want to
hurry to the queue so they do not want to stop to talk anybody” —
Douglas Michele Turco

Fan Fest area in FIFA World Cup 2010 on the other hand proved to be a lot
more successful. The people had no rush anywhere and they mostly just sat
there eating, drinking, chatting and watching the games from a screen. They

were more relaxed and willing to answer the questions.
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“It was easier to ask questions in Fan Fest because it was easier
to remember who we had asked the questions already”— Brendon
Knott

3.1.4 Matters to consider before analyzing the information

Peoples’ opinions about an event are different before, during and after the ac-
tual event. To find out about the actual thoughts of the event when interview-
ing the people on the scene there should be interviews done on the event city
before the actual event starts. This means creating a control group, whose
answers can be used as a comparable material for the actual research. With-
out a control group it is hard to find the differences because there are so many
things alongside the actual event that can affect peoples’ perceptions about
the event.

As an example for the Neste Oil Rally Finland in Jyvaskyla, the people picked
to the control group must be ones who have not participated to the rally be-
fore. The control group can be people who will visit Jyvaskyla before or after
the rally. They would be asked the same questions as the group which will be
interviewed during the event to find about if the event actually affects to peo-
ples’ opinions.

“There is a challenge; how do you find your control group? How do
you find those people who follow-up the Rally but does not attend
it?” — Douglas Michele Turco

According to Knott it is good to have a pre-event questionnaire. In his opinion
he would have gotten more accurate answers and results if he would have

done a pre-event questionnaire.

Knott tells that the atmosphere and peoples’ moods can affect to the answers.
For example while following the media coverage about South Africa, the news
was far more negative before than during the event. The atmosphere clearly
changed perceptions. Turco says that if one asks if they would be coming
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back to South Africa during the FIFA World Cup event, they might say yes but
if this question is asked after the event as part of the post-questionnaire, their
opinions can be different.

“I think that people’s moods and the atmosphere affected the re-
sults. Also the show and what was happening all around the
country had its effects. And if you look the media, the perceptions
were more negative before the event than during and after it.” —

Brendon Knott

The hype, excited people all around you and the sport itself will create an at-
mosphere which makes people normally think more positively about the event
and the host than they actually might otherwise do. This is why, like stated
above, it is important to have a control group whose results the researchers
can compare with the results from the actual event to get more reliable an-

swers.

3.1.5 Functioning questionnaire

“I think that when you stop people to ask them questions, and they
can see that it is only one paper long, they will be more willing to
stop and answer the full questionnaire® - Brendon Knott

Questionnaires cannot be too long or there is a chance that the answers stop
being reliable as the interviewees start losing their focus and interest at some
point. Knott's questionnaire was two pages long and there was none to stop

answering the questions at midway.

On the other hand, the visitor survey which was six pages long and took al-
most three times longer to answer than Knott's questionnaire, people started
losing their interest during answering it and some even left it only partially an-
swered. According to Swart, it might have worked better if the questionnaire

would have been divided into different parts like one part for economic and
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perhaps another page asking about the event and the nation or just to sepa-

rate them.

According to Nauright, the visitor survey was also too long. A good question-
naire should take three to four minutes to get through the basic raw data. After

this, one can send the more accurate questions via email to the interviewees.

“I think that in South Africa, the problem was that the question-
naire was too long. The questionnaire should take 3-4 minutes to
get through the basic raw data. Then you can send the follow-up
questions by email for example after collecting the email address-

es in the raw data.” — John Nauright

3.1.6 Event impact

“You have five million people here in Finland, | have done studies in
communities where is 8000 locals and they attract over 100 000
spectators during the event. It is different from enormous events
like World Cup or Olympics. So, you can be a big fish in a small
bowl and have a big impact to your city. In mega-events these im-
pacts could be tiny ones” — Douglas Michele Turco

Nauright has published a paper with his students about extensive impact of
the FIFA World Cup on community based tourism. One of the problems they
found was particularly related to areas of outsiders. The government kept
stressing that there would be slow effects and that they were not actually fol-

lowed through.

“FIFA did cut off some of the local producers from the event or-
ganizer team and it caused lots of harmful issues to community
based tourism because of the centralization around the big hotels
and big destinations leaving the smaller corporations and entre-

preneurs out. South Africa’s government tried to get people come
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out to wider areas than just the big cities like Johannesburg, Dur-
ban and Cape Town.” — John Nauright

Nauright tells us that the state of the citizens’ life during the FIFA World Cup
2010 was decent. The Questions that Nauright is trying to study are: What do
we mean by the city of Cape Town, how much from the money earned during
the event stays there and what are the long term actual benefits for life in
Cape Town? It might take years to see the actual impact of the sport event on
the hosting country.

“We are finally getting clear assessment of the impact of the event
in Australia ten years ago”— John Nauright

Nauright stated that the actual profit of the FIFA World Cup 2010 is going to
the shareholders, FIFA and big hotel chains. The question is what is the actual
benefit of hosting this kind of event? The economic impact might be negative
for the nation. Time will tell.

According to Turco, in economic studies the client does not care at all if the
spectators join to stay over nights at the event of place. They just care about
the money that the tourists are carrying to the city or nation. He has used in
economic impact studies different kind of approach where they gather all of
the information together and see the whole impact about how much money
the spectators spent during the event. He calls this approach “bottoms-up”.

“We get information from spectators and resident so we will get the
whole economic impact. We compare it with the whole population
and what they spend normally when there are no events going on”
— Douglas Michele Turco

In another approach one can take secondary data like tax-record and to use it
as an economic model. Turco says that when using secondary data for re-
search, it needs to be checked carefully because while collecting the previous
data there might have been another event close to the region which might
have affected to the city’s economy as well. The data can be checked for ex-
ample by checking the city’s hotel situation during the time the secondary data
was collected.
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“Using the secondary data needs to be checked carefully because
while collecting the previous data there might have been another
event close to the region which might have affected to the eco-
nomic impact as well. Because of this the data should be re-
searched carefully, for example by checking the city’s hotel situa-
tion. If the hotels have been full or almost full, it can mean that
there have been lots of tourists in the city. This all means that the
baseline of the comparison should be a time when there have not
been any other events in the city.”—Douglas Michele Turco

Knott mentioned that he was part of the study group in the Olympic Games of
Beijing 2008 who were studying people’s perceptions about South Africa as a
tourism destination before the FIFA World Cup 2010 event and media hype.

“I found it interesting how positive the answers were. One thing
that really surprised me was that the people in Beijing said that
South Africa is a safe destination and they did not see crime as a
big issue there. This was a notable find because the media had a
large amount of news before the FIFA World Cup 2010 about
crime in South Africa.” — Brendon Knott

Knott found that the actual perceptions of the tourists during the FIFA World
Cup 2010 were almost exactly the same. There was a mixture of very positive
sides and even the negatives were not that negative at all. He found it espe-
cially interesting that the biggest reason for tourists to change their percep-
tions seem to relate to meeting the South African people and travelling around
the country. So what changed the opinion about the negatively thinking tour-
ists to positive were the natives with welcoming and warm attitudes. The re-
sults were a positive surprise to Knott. According to Swart as well, the people
have more positive perception about South Africa after their visit because they
did not meet crime during their stay.

“I think people, especially tourists had way much more positive
perceptions of South Africa afterwards because they know the na
tion now and the crime was not so bad at all” — Kamilla Swart
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3.2 Comparing sport event impact studies

In this chapter the authors will present and explain some of the studies made
by the professionals who were interviewed. The side-product of this thesis, the
Neste Oil Rally 2011 questionnaire, is built using mostly the information re-
ceived from the following questionnaires (see the appendixes for the actual
questionnaires). The authors received a good insight about the questionnaires

because of the interviews which were made.

The chosen five surveys were chosen which were used for different sport

events. The surveys are from slightly different field of studies to get as wide
view as possible to find the best possible questions for Neste Oil Rally 2011
questionnaire example. These surveys also provide examples of how there
are different kinds of questionnaires and how the surveys can be executed.

Two of the surveys are from FIFA World Cup 2010, South Africa. One of these
two surveys is more wide-spread visitor questionnaire and the other one is
mostly about nation branding. The next two surveys are about tourism and
economic impact. First of the two is from NASCAR racing event from Pocono
2009, USA. Next questionnaire is from U.S. Women’s Open golf event in
Lehigh Valley 2009, USA. The last one is from 1000 Lake Rally (World Rally
Championship (WRC)) 1997, Finland. Questionnaire is about city image and

economic impact.

3.2.1 2010 FIFA World Cup Visitor Survey

The questionnaire (see Appendix 1) is planned to evaluate tourism and eco-
nomic impacts of the FIFA World Cup 2010 in Cape Town specifically, and in
South Africa generally. The questionnaire was divided into four segments.
First was general visitor information. The questions in this segment were

about visitor’s domicile, information about tickets bought, where and how



45

many of the games the interviewees are going to see. Next segment is about

consumer behavior. The questions are how much money the interviewees are
going spend on different kinds of targets like tickets, merchandise, accommo-
dation and transportation. Next questions are about how the interviewees see
themselves as a consumer and what kind of accommodation they have during
their stay.

After consumer behavior is demographic profile and previous attendance. The
questions ask if the respondents have attended previous FIFA World Cup
events, have they visited South Africa before and how many cities they are
going to visit. Next questions are about basic information of the interviewees
like country of origin, gender, age, education and monthly income.

The last segment is of perceptions the tourists have about South Africa and
Cape Town. Questions are of their main activities, sources of information.
There is also a question where are statements about service, tourism facilities,
traffic, crime and air pollution where the respondents can answer whether they
disagree or agree. Rest of the questions conclude with whether or not the re-
spondents are going to visit Cape Town in the next 12 months, if they have
been informed about responsible tourist tips during their visit, how they would
rate their general impressions of Cape Town in the given terms and how they
see environmental considerations and whether they separate their wastes or

not. (Appendix 1)

Reflecting this questionnaire to conducted interviews, the questionnaire was
too long. The questionnaire contains six pages and took 20-30 minutes to fill.
As mentioned in the interviews (see 3.1.5 - Functioning questionnaire) one
can see why it was hard to get people to stop in a place without benches and
while most of the tourists were in a hurry to the queues at the stadium. The
more the authors did the interviews, the easier and faster it became to do
them. Also after the initial hype and when the people calmed down a bit and
got used to the surroundings, they were more willing to stop to answers the
questions. The authors also think that the questions were good and specific
but it might have been better if they would have made the actual questionnaire



46

shorter, asked the contact information and sent rest of the questions after-

wards via email.

3.2.2 International Visitor Perceptions of South Africa during the World

Cup

Knott’'s study’s purpose was to find out about visitors thoughts about South Af-
rica during the FIFA World Cup 2010 event. The questionnaire was divided in-
to two pages and contained 13 questions. The questionnaire was about nation
branding and the questions did stay on the subject and were as specific as
was necessary. First part of the questionnaire asked about the visitor’s rea-
sons for the visit, if they watched the football games during their visit and
whether or not had visited previous FIFA World Cup events or South Africa
and what were the respondent’s main perceptions of South Africa prior to visit
(see Appendix 2).

Next part is a cross box question where was asked that from which sources of
information helped to form the perceptions the respondent answered on the
previous questions. This is followed by questions if the visit has changed the
respondent’s perceptions and how. Last part contains two cross box ques-
tions: “My visit to South Africa has encouraged me to...” and “South Africa
has/is...” Last part is of basic demographic information of the respondent and
would they like to take part to the follow-up survey via email. Knott is also
planning to send a follow-up survey to the respondents who left their contact
information via email. This is planned to happen on July 2011 which is a year
later from the FIFA World Cup 2010 South Africa.

In authors’ opinion the questionnaire was applicable. It was quick to fill and
contained the most important questions about nation branding. The swiftness
and the outlook of the questionnaire was a big part why all of the interviewees
filled the whole form and from what the authors have heard they were more
willing to do it than the longer visitor survey.
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3.2.3 Pocono 500 Spectator Survey

Turco’s study in Pocono 500 (NASCAR) is a tourism and economic impact
survey. This study took place in 2009 Pocono Raceway, USA, West of New
York City. The purpose of the study was to find out which marketing channels
would be the best to use for the event, are there many tourists who participate
to the event annually and how much money do they bring with them to the

event (see Appendix 3).

The questionnaire starts with a question about which state the respondent is
from. This is followed by three questions about the visitor group’s size and the
group’s background, where they are going to stay, how many nights and how
much money the group is going to spend during the event. Next question is
about whether the respondents have attended to previous Pocono 500 events
and how many times. The last part prior to demographic information of the re-
spondents is about media. What kinds of radio channels they listen to, from
what source did they receive information of the event and how would the re-
spondents prefer to receive information of the event. Final question is regard-
ing whether or not the respondents are willing to answer follow-up questions

which are sent via email.

The questionnaire is simple and very specific. It clearly contains the questions
which the research group wants to know. It is only one page and takes about
three to four minutes to fill. The time required to fill the questionnaire is some-
thing the authors aim with the Neste Oil Rally 2011 example questionnaire.

3.2.4 2009 U.S. Women’s Open Spectator Survey

This survey by Turco is also about tourism and economic impact but concen-
trates more into the host city than the actual event. The event was organized
in 2009 Lehigh Valley, USA. The questionnaires content and progress is about
the same as it was in Pocono 500 survey. Main difference in the questions is
that in this questionnaire there are few optional questions depending if the re-
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spondent is a local or a visitor and there is no questions about the media.
There also is a question to the locals if they would have went to the event if it

would have been organized somewhere else. (Appendix 4)

In the opinion of the authors, the questionnaire is a very similar questionnaire
to the one used in Pocono 500 which it should be as the goal is similar as
well. This time the main focus seems to be the locals and their affection to the
event. The questionnaire is fast to fill and easy to understand which makes it
more appealing to the potential interviewees. This questionnaire would be well
applied to usage of the iPads.

3.2.5 Sport Tourism and the Economic Impact of the 1000 Lakes Rally

Puronaho’s study in 1000 Lakes Rally 1997, Jyvaskyla, Finland is about the
economic impact of the event to the host city of Jyvaskyla. The survey design
concentrates on the visitor’s perceptions of the event and its host city and their
consumer behavior. Puronaho has interviewed 30 persons from rally organiza-
tion 21 sponsors, 231 of the local corporations, 22 of local and national news-
papers, three of magazines and 379 spectators. This is total of 692 interviews,

questionnaires and content analysis.

The questions are divided to the people’s perception of the city of Jyvaskyla
(positive — negative), their value for money, are they coming to the rally next
year and how much money the spectators have spent during the event and
where did they spend it. The questionnaire also contained a question about
how the respondents would have spent the money if they did not have come
to the rally event. (Appendix 5)

Even though it has been 13 years from the research, the economic questions
used now days are still very much the same. This questionnaire and the sub-
ject are very close to the example questionnaire for the Neste Oil Rally 2011
and it is why this study helped the authors the most. The actual research that
is going to be conducted in the Rally 2011 can use Puronaho’s study as com-
parable material.
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4 CONCLUSIONS

The purpose of this thesis was to explore the challenges of sport event impact
research process and to describe best practices according to experienced re-
searchers. The authors interviewed five international sport marketing profes-
sionals who have years of experience of sport event research. The main find-
ings consist of how a research should be executed and which things should
be taken into account when planning the process. The goal was also to format
an applicable questionnaire about how event impact and a city’s image can be
studied during a sports event.

Sports tourism is a business which is growing explosively year after year.
People want to include more experiences in their lives and sport events pro-
vide those. Researching sport tourism is still a new phenomenon in Finland
and for this particular reason many organizations working around sports have
taken interest in sport research. With the aid of experienced researches it is
possible to develop sports events to attract more spectators and make the
events more appealing to possible sponsors. Also host cities and nations will
get benefit from researches because by interviewing the sport tourists the host
city can find out more about its image.

Creating a strong brand to annual sports event is very important task to the
host. It requires careful planning and research work to make it happen so, the
spectators will return to the next event as well. E.g. Neste Oil Rally Finland is
a good example of this. Tens of thousands of rally fans and sport tourists from
across the world, come annually to Jyvaskyla in order to see the event. Is it
just because of the rally? No. The answer is much more complicated because
if the organizer and the host city fail in some big way in making the event hap-
pen, the tourists will stop coming and the event will much likely be transferred
to somewhere else. The point is that the city of Jyvaskyla has something else
to offer besides the rally event. It might be the city’s architecture, services, na-
ture, or the brand which the city of Jyvaskyla has created by using all these.
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In the conclusions part the authors will present the findings that has been
founded during the process of creating the thesis. The first result is the ques-
tionnaire for Neste Oil Rally Finland 2011. The second part will describe the
results from the interviews. It has been categorized in same way than in theo-
ry and interviews —parts. Finally the authors are presenting the evaluation and
reflection of reliability and validity in the thesis.

4.1 Neste Oil Rally Finland 2011 visitor survey

As a result the authors created a questionnaire for Neste Oil Rally Finland
2011. It acts as an example of specified impact research. For creating a city
branding questionnaire, the authors used city branding theory, Schwartz’s
human value theory and professionals’ surveys to choose the most suitable
questions for the questionnaire.

The authors wanted to find answers to the questions like why the tourists will
or will not return to rally next year and which sources help them to create per-
ception of the city of Jyvaskyla before and during the rally. The authors want-
ed to make, like Turco and Nauright suggested, the questionnaire short and
compact to keep the respondents interested and less likely to say no to the in-

terview.

The authors are using the basic layout and question types mainly from Turco’s
Pocono and U.S. Women’s Open and Knott’s nation branding questionnaires.
These three studies have the questions in them which the authors also want
to ask in their questionnaire. Turco’s studies had an economic side to them
which the authors left alone and only focus on the questions about city brand-
ing and the reasons what makes the tourists participate to Neste Oil Rally Fin-
land. Knott’'s study was about nation branding which is very close to what the
authors want to focus on their sport event impact questionnaire. All the ques-
tions in the questionnaire are opened for better understanding their meanings.
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“1 Where are you from?
1.1 If Finnish, which city?”

The authors wanted to start the questionnaire by asking where the respondent
is from. The authors separated this from the other demographic questions in
the end because there are questions which require the information about the
respondent’s domicile. The first two questions: where are you from and if Finn-
ish, which city helps to divide the answers depending of their nationality to see
what the different nationalities think about Jyvaskyla and how did they form

their opinions.

“2 How did you arrive to Jyvaskyla?

Train Bus Airplane Car Other, specify”

Next question is how the respondents arrive to Jyvaskyla. As Jyvaskyla offers
many public transportation methods, the authors want to see which way of
transportation is used most commonly. The answers can help Jyvaskyla im-
prove in this sector in the future and even offer insight to corporations which
places would be the best to advertise their products.

“3 What is the purpose of your visit to city of Jyvéskyla this time?

Rally General tourism  Friends / relatives  Business  Other, speci-

fy

”

The third question is about the respondent’s purpose of visit to Jyvaskyla. This
question will help to find out whether the respondent has come to watch the
rally or has different motives to visit Jyvaskyla. The options of the answer are
rally, business, friends or relatives, general tourism and some other reason. If

there was other reason, the authors want the respondent to specify that.
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“4 Have you patrticipated to Neste Oil Rally before? Yes No”

Fourth question is if the respondent has participated to Neste Oil Rally before.
The reason why the authors want to know is to find out about if the respondent
is coming to Jyvaskyla because of the rally. These results can be used to
compare to Puronaho’s 1000 Lakes Rally study in 1997.

“5 Have you visited Jyvéskyla before? Yes No
5.1 If yes, when was your last visit to Jyvaskyl&a?

>1 year 1-2 years 3-5 years <5 years”

“5.2 If yes, what was the purpose of your last visit?

Rally General tourism  Friends / relatives  Business  Other, speci-

fy

”

“If from central Finland

6 Had the Neste Oil Rally been organized in another city, would you still have
participated the rally? Yes No”

“If visitor

6.1 Would you have travelled to Jyvéskyléa this time if the the Neste Oil Rally
was not being hosted here? Yes No”

Fifth and sixth questions ask if the respondent has visited Jyvaskyla before
and what were the reasons for the previous visits. The reasons for these
questions are to find about tourist activity in the city with or without rally event
and if the respondent is coming to Jyvaskyla outside the rally event. These
questions also help the authors to figure out how many new tourists there are.
One of the reasons the authors wanted to ask the nationality first is to find the
correct sixth question. If the respondent is from central Finland the question is
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if the Neste Oil Rally would have been organized in a different city, would they
still have gone there instead of staying in Jyvaskyla. With this question the au-
thors can find out if the respondent’s motive being in Jyvaskyla during the
event is the actual rally or are they here just because they live nearby and
want to see what is happening around the city. If the respondent is from differ-
ent city or country the authors will ask if they would have still traveled to
Jyvaskyla even if the event would have been elsewhere. The answer will tell if
the respondent is truly a rally tourist or if Jyvaskyla is the real reason for the

visit.

7 How much do you think the following terms describe Jyvaskyla?
Scale 1 (not at all) to 7 (very much)

1 2 3 4 5 ] 7

7.1 Innovative

7.2 Expensive

7.3 Exiting

7.4 Nature-
protective

7.5 International

7.6 Successful

7.7 Wealthy

7.8 Healthy

7.9 Safe

The seventh question is to find out about respondents perceptions about
Jyvaskyla. This question uses Schwartz’'s value. Seven of the values were
chosen, in authors opinion, the most central adjectives which the respondent
has to link to Jyvaskyla with a scale of 1 to 7. 1 means that it does not de-
scribe Jyvaskyla at all and 7 mean that it describes Jyvaskyla very much. Ad-
jectives used are following: Innovative, Expensive, Exiting, Nature-protective,

International, Successful, Wealthy, Healthy and Safe.

Innovative, Expensive and Exiting are terms which are under the category of
openness to change. Jyvaskyla is an innovative city with lots of excitement
and as locals the authors have seen the rise in pricing during the Neste Oil
Rally event so the authors want to know what the respondent’s thoughts about

these matters are. Nature-protective and International fall under the self-
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transcendence category and as Jyvaskyla has a ‘Keep the rally city clean’
campaign going on and the event itself is international so the authors want to
know if these things are actually working in the eyes of a spectator. Next two
terms, Successful and Wealthy are part of self enhancement. These two were
picked because they are, in the authors’ opinion, the two most interesting top-
ics how Jyvaskyla can be seen by the visitors. Does Jyvaskyla seem success-
ful and do you think Jyvaskyla is wealthy? Last part is about conservation and
the terms Healthy and Safe try to find out about spectators perceptions how
they see Jyvaskylad’s overall healthiness and do they feel about their security
during the visit.

“8 How much do you think the following sources of information helped you to
form previous perceptions? (1: Not at all; 2: very little; 3: not sure; 4: a little; 5:
very much)

8.1 Media and news about Jyvéskylé

8.2 Family and friend's experiences / opinions

8.3 Your previous travel experiences

8.4 Doing business with companies from Jyvéaskyla

8.5 Tourist promotion of Jyvéskyla

8.6 Jyvéskylé's hosting of other sport events

8.7 News and information related to the Neste Oil Rally Finland
8.8 The achievements of Finnish rally drivers

8.9 Any other sources, specify”

“9 Has your current visit to Jyvéskyla during the Neste Oil Rally changed your
perceptions? Yes No

9.1 If yes, how did they change?”

The eighth question is structured question. There are nine different sources of
information which might have affected to the respondent’s perceptions about
Jyvaskyla. The answers are given with a cross-box model and the scaling is
from 1 (not at all) to 5 (very much). First source of information is media and
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news about Jyvaskyla. Media is interested in major events like Neste QOil Rally
and makes news about it internationally. Second source is family and friend’s
opinions. There is always a chance that the respondent’s family members or
friends have visited Jyvaskyla before and have told something about the city.
Third is if the respondent has gained some kind of information about Jyvasky-
|& during his travels.

Fourth source of information is business and whether or not the respondent
has done business with companies from Jyvaskyla. Fifth source is tourism
promotion of Jyvaskyla and has the respondent seen ads or other kind of tour-
ism promotion somewhere. Sixth source is about Jyvaskyla’s other sport
events. The respondent might have been watching for example track and field
events hosted in Jyvaskyla via TV. Seventh is news and information related to
Neste Oil Rally. Organizations behind Neste Oil Rally and media overall are
actively publishing concerning the event and the question tries to find out how
many respondents the news have reached. Eight source of information is as
well focus on rally. Question is if the respondent has noticed some of the
achievements by Finnish rally drivers and perhaps even began to start watch-
ing rally because of this. Ninth and last source of information is open-ended
question if there was other source how the respondent has heard about
Jyvaskyla or Neste Oil Rally which was not included to our list. The ninth
question is ‘has your current visit to Jyvaskyla during the Neste Oil Rally
changed your perceptions?’ The authors want to know if there has been
something during their visit what have changed their perceptions about
Jyvaskyla. For example service in hotel was better than expected or Paviljonki
area’s services have improved from last year. If respondent answers yes to
this question we want to know how did the perceptions change.

“10 WIill you patrticipate to Neste Oil Rally next year?
Yes No Do not know”

Question number ten is a simple question based on the respondent’s percep-
tions during their visit if they are willing to return to Rally next year. This ques-
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tion was also asked 1997 in Puronaho’s study and we want the results to be
compared.

“11 Would you recommend Jyvéskylé to others as a tourism destination?”
“12 Which grade from 1 to 10 would you give to Jyvéskylad?

”

The eleventh and twelfth questions are about their final opinion about
Jyvaskyla. The authors want to find out how the respondents see Jyvaskyla as
a tourism destination and what grade would they give to the city from 1 to 10.

“13 How old are you? years
14 Gender Male Female
15 Do you have children? Yes No”

Last part of the questionnaire is demographic questions. Questions are about
the respondent’s background like age, gender and if they have children. The-
se questions give us valuable information to separate the answers in certain

groups just like the nationality question in the beginning.

“16 May we contact you after the Neste Oil Rally to ask a few more questions?

Email:”

As Knott mentioned, it is good to have an opportunity for follow-up question-
naire which should be done considerably later from the first one. The final
question is about permission to send follow-up questionnaire via email later to
see if the opinions have changed after some time. This also neutralizes the
possibility that the atmosphere during the event affects to the respondent’s
answers. (Appendix 6)
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4.1 Conducting the research

The authors received very good and important answers from the interviewees
for the sport event researching process. The main point of the interviews was
to find the challenges and problems of sport event research. It is true that eve-
ry sport event has its own nature which makes every research project unique
and therefore, one cannot say for sure what kind of challenges will emerge in
each study. In South Africa the authors noticed that no matter how well the re-
search is planned, there will be problems in some way which is why the au-
thors wanted to point out the problems. Every study requires long-term plan-
ning and preparation to make it work.

4.1.1. Defining the research problem

It is important that the questions are accurate and they reflect the research
problem. Questions have to be clear for the interviewees. It would be better to
focus only to the one particular part of the research. Although, it depends on
the objects of the research, which way is better. Sometimes there are many
different organizations behind the research and they all want to know different
kind of results. E.g. in South Africa in the visitor survey had multiple focuses
included to the questionnaire because they wanted wide-spread information
about the tourists” behavior.

4.1.2. Developing the research plan

It is good that the researchers have some comparable material when they are
creating the research. For example in South Africa they used questionnaire
and methodology from the previous FIFA World Cup in Germany. The whole
planning process gets easier if there is a chance to collaborate with other pro-
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fessionals. Knott pointed out how important it was that they had a chance to
co-operate with people like Douglas Turco. He has so many years of experi-
ence doing the field research that his opinions are important when planning a

research.

The placing and timing are important issues when planning the research. The
place where the research will be conducted should be carefully picked. The
authors got a few examples from the interviewees about when the placing did
not quite work out. Even though they have been planned, there still might be
problems with them like the authors saw during the FIFA World Cup, 2010 in
Cape Town. The field research groups were divided to do interviews at the
Fan Fest area and Fan Mail (the road leading to stadium). During the first day,
the research group went to the Fan Mail to do interviews and it proved to be
extremely hard as the people were rushing towards the stadium and felt too
impatient to stop to answer the questionnaire. There was no place to sit down

and the questionnaire was simply too long and time consuming.

Timing in the research should also be planned carefully. Every one of the in-
terviewees mentioned time planning as one of the most important matters
when planning a research. The earlier the group starts to work to create the
research, the better they can to prepare for possible problems during the field
research. Also financing the research gets easier if the objective and the pro-
cess of the research are clear to everyone.

For example Swart said that they ended up being in a real hurry with the FIFA
World Cup visitor survey because they made more changes to the actual re-
search questionnaire two weeks before the event started. This is one of the
reasons why the data was collected on paper and there was a group specifi-
cally feeding the filled forms to computers. With electronic equipment, in this
case iPad, the collection and analyzing of research data would have been
faster and would have released more individuals to do the actual field re-

search work.
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4.1.3. Collecting the information

Turco pointed out that the researchers should set themselves targets when

certain part of the works has to be done. They need to strive towards it even
thought it might seem impossible. For the academic issues it is important to
know all the parties who are working with the research.

It is also good to take the interviewees as a part of the conversation and point
out that their opinions really matters. When the interviewees are feeling like
that they are important, they are more willing to tell their real opinions.

4.1.4. Matters to consider before analyzing the information

Peoples” perceptions about the event can change during it. The perceptions
can be totally different before they are attending the event. In the authors’
opinion one of the most important part of researching is to do background re-
search and to create a clear picture of who are working or are somehow in-
volved with the project. Many of the interviewees told that they should have
done more background research so the nature of the research would have
been clearer. Knott and Swart pointed out how important it is to remember all
the individuals and groups working with the research project. For example
Knott told that the FIFA World Cup visitor survey could not have been built as
it was without collaborating with people who have important experience in
sport event research like Turco and Preuss. The group working with the ques-
tionnaire was able to find the questions to create a specified and accurate
questionnaire with the help of their opinions. The nature of the research can
be clarified and the subjects that should be included into the research ques-
tionnaire which means better answers by doing through background research.

Another important matter that came out during the interviews is creating a

control group. Especially Turco stressed this matter because with control



60

group the research project gets specified comparable material which reveals if
the event itself has for example tourists’ opinions about the city image. Creat-
ing a control group can prove to be challenging, and as Turco mentioned, it
can be sometimes impossible to find the right group who for example visits
Jyvaskyla before or after the Neste Oil Rally event so the hype from the rally
would still be there even though the rally would be over already.

Turco and Knott both stress how important a pre- or after-study is, the pur-
pose of which is to make a second questionnaire to find out more about the
respondents’ thoughts. This is why the actual questionnaire should be maxi-
mum two pages long with the time required for filling it in is maximum four
minutes. When a questionnaire follows these limits, the respondents’ interests
will remain during the whole interview, and the results will be more reliable.
Especially when asking about peoples’ opinions it is smart to create a second
questionnaire via email which the respondents will fill in some other time be-
cause the surroundings and the mood can affect to the answers so the results
can give a wrong picture to the group conducting the research.

4.1.5. Functioning questionnaire

The questionnaire cannot be too long because the interviewees can start los-
ing their focus and interest to it. According to Knott if the questionnaire is only
one paper long the interviewees will be more willing to stop and answer the
full questionnaire. If the questionnaire is six pages long as the other visitor
survey in Cape Town was, there is a chance that people will lose their interest
to answer the questions and some can even left it only partially answered.
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4.1.6. Event impact

Turco pointed out how the size of the event can affect to the impacts. If the
host city or community is small and the event will attract more people than
there are locals, the impact will be huge.

There are differences in methods when the researchers are focusing in partic-
ular impact. Turco pointed out that in economic impact studies the client does
not care at all if the spectators join to stay over nights at the event of place.
They are just caring about the money that tourists will carry to the host city.

Knott has been studying perceptions about South Africa in Olympic Games in
Beijing. He found it interesting that the answers were so positive. The actual
perceptions during the FIFA World Cup were almost exactly the same. So the
pre-study in Beijing was good, because now he can compare these results
and he has got material where the mood and atmosphere does not affect to

the answers.

4.2 Evaluation and reflection of reliability and validity

After writing down the whole process, it occurred to the authors that they could
have made the interviews to be more in-depth and therefore could have ven-
tured further into the core of sport event research. When making the questions
for the interviews, the authors were not sure in which direction they wanted to
head with the research. In the end the authors ended up to describe the re-
search process and its problems. This is the nature of qualitative research
where the authors cannot be sure what results there might be found. The au-
thors kept the research questions clear in their minds during the whole pro-

cess.

The authors wanted to create the questionnaire as a demonstrating example
of city branding and image research in different impacts of sport event. This is
why the authors were not prepared to ask much about city branding during the
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interviews but for example Knott's interview they were able to open the subject
enough. Also the theory used in the thesis and the Winfield-Pfefferkorn’s mas-
ter’s thesis the authors found about city branding are supporting the theme of
the thesis.

This thesis” reliability is good because the interviewees were true profession-
als in the field of sport research. They have years’ experience about research-
ing and they are internationally respected. The interviews were taped, so the
authors had chance to listen them again. There were also five really good
questionnaires that the authors used as a comparable material. The surveys
were used in a real life and the authors knew that the results from them were
really good.
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APPENDICES

FIFA World Cup 2010 Visitor Survey

Appendix 1
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Appendix 2: International Visitor Perceptions of South Africa
during the World Cup

International Visitor Perceptions of South Africa during the World Cup

Screening. interviewer to note that respondent must be an international visitor, over 18 years of age and
consent to their participation in the survey.

1. Which country areyou a citizen of?

Introduction: This questionnaire asks you for your thoughts about South Africa during the World Cup. This
survey should take a few minutes to compiete. Your participation in this study is completely voluntary and you
have the night not to answer any specific questions. The information you provide will be grouped with other
participants’ information to protect your identily. The information will be used for academic research purposes
oy

2. What |z the main reason/ purpose foryourvisitto South Africa atthistime?

WorldLup | | Generaltounsm | | Visittriends arfamily | | Business
Uther (speciy)
3.1 Will you bewatching matches atthe Fan Parks andfor atthe stadium dunng yourstay?
[ | ¥es, Fan Farkis | | Ves, Stadium | | Mo, neither |
3.2 If yes, haveyouever attended a football Word Cupfinals event previoushy?
| | Mever [ | Wes (specify): |
4 Haveyouevertraveled to South Africa or Africa previous|y?
| | Hever [ | Africa, but not South Africa | | ¥es, South Africa |
5. Would youhavetraveledto South Africa atthistime ifthe Wordd Cupwas not being hosted here?
| | Ho | [ Wes | | Ferhaps/unsure |

&. Whatwere your main perceptions of South Africa before you visited? (Note all, exact words used. Frobe .
fordetall mutinle responses. )

7. How much do youthinkthe following sources of information helped you to form thes e perceptions?
[1: Motatall;, 2: very little; 3. notsure; 4: a little; 5: very much]

1 e 3 k) L

rE Imternational news and media

i.2 Family andfriend'’s experiences) o pinions

7.3 | ¥Yourpreviousiravelexperiences

7.4 | Yourformal education {e.g. schoolor university}

7.h Buying South African products

7.6 | Doingbusinesswith South African companies

7.7 | Tourism promotion of South Africa

.0 fMeeting >outh ATricans Inyour home country

7.9 Hearingabout famous South Africans

7.10 | The achievements of Zouth African spors teams and s pords siars
711 | South Africa’s hosting of other sport events

7.12 | News and infomalionrefatedio the 2000 FIFAWorldCup
7.13 | Any other sources? (spedfy):

8.1 Has your current visit to South Africa during the World Cup changed any of your perceptions?
| | Mo(Goto Guestion 11) | | Ves |

8.2 If YES, how would you describe yourcurrent! new perceptions of South Africa? (Mote all, exact words)




8.3 f¥ES, what do youthink has changed/ formed your perceptions?

8. Pleaseusethefollowing scale to respondto the statement endings below:
[1 'grgg% y Disagree; 2:Disagree; 3 Unsure; 4.Agree 5 3trongly Agreg]

My visii to South Africa has encouraged me fo... " 1 2 3 4 5
9.1 VISt south Africa again
92 encourage othersto visit South Africa
9.3 return to =outh Africa to watch or partcipate infuture s port events
o4 becomefriends with South African people
95 appreciate South Africanfood, music, af anddance
9.6 pay more attentionto news or media relating to >outh Africa
o7 buy South African produds more easily
9.3 do business or investin South Africa
K] emigrateto South Africa
9.10 explore other parts of Southern Africa

10. Usingthesame scale, please respondto the statement endings below:
" South Africa has/is...™ 1 2 3 4 5
T0.1 | awaorld-classtourism destination

0.2 | many friendly, welcoming people

103 | anumber of successfulsportsieams and parlicipant
0.4 | asegregatedsocety

T0.5 | avibrantculture and culturalherfage

106 | beautiful scenery and natural attractions

10.7 | agood climatefortounsm and s port

10.0 | astable democratic government

109 | well-respeded political Teaders

T0.10' | asafe placeto visit

10,11 | a good placeto dobusiness/investin

T0.12 | a desirable countryo Tivein

10.13 | world-class spors facilties

10.14 | a competent host ofthe Tootbal VWorld Cup

10.15 | an excellent destinationto host Tuture s port mega-events

Justa few personaldetails to help us inferpret your responses;

11. Whatis your current age (years)?

12. How would you describe your ethnic origin? (g,g. White/ Caucasian, Asian, Black, C.oloured. Mixedrace stc)

[13. Interviewer to note gender]
| | Male | | Female |

Thank you for taking the time to complete this questionnaire! Ifyou wowd be willing to respond to & brief
foliow-up survey vis e-mail, please provide us with your email address.




75

Appendix 3: Pocono 500 spectator survey

Pocono 500 Spectator Survey

1. Where are you from? City
State Zip Code

2. How many people are in your immediate visitor group? Alone

2a.1f one or more: Where are the othermembers of your group from? City State

2b. Please describe the composition of your group: Family Friends Family and friends

Business associates Dther (please specify)

3. How many nights will you {and your group) spend in the Poconos this trip? nights
3a.Please describe your lodging accommodationsin the Poconos:

Hotel/motel Camping

Condo Residence of friend/relative

House rental Other (please specify)

4. How much money will you and your immediate group spend in the Poconos off-site this trip for:

Lodging Shopping
Eating and drinking Other

5.Have you attended a Pocono Race prior to this year? Yes Mo (first time)
5a. If yes, how many previous Pocono Races have you attended (excluding 2009)7

6. What is your favorite radio entertainment? Country ClassicRock  Mews Talk
Pop/Contemporary Other (please specify)

7. What source did you primarily rely upon forinformation aboutthe 2009 Pocono 5007
Officialrace website ~ MASCAR.com Speed Channel MASCARradio QOther(please specify)

8. How would you prefer to receive information about the next Pocono 5007
Facebook Twitter Internet Text message Internetpage Directmail MNewspaper
Other (please specify)

Demographics: 3. How old are you? years 10. Gender: Note respondent’s gender M F
11. Do you have children under 18 years of age? Yes Mo ifyes, how many?

12. What was your 2008 householdincome?  Under 530,000 530,000-550,00
550,000-570,000 570,000-5100,000 5100,000+

13. May we contact you after the Pocono 500 to ask a few more guestions?
Ifyes, Name: E-mail:



Appendix 4: 2009 U.S. Women’s Open spectator survey

2009 U.5. Women's Open
Spectator Survey [Draft 26 June 2009]

1. Where are you from? City
State Zip Code
Country

2. How many people excluding yourself are in your immediate visitor group? Alone

2a.If one or more: How many of the other members of your group are from outside the Lehigh Valley?
Skip to Q5 if subject is from Lehigh Valley

3. How many nights will you (and your group) spend in the Lehigh Valley this trip? nights
3a.P|egse describe your lodging accommodations in the Lehigh Valley:

Hotel/motel Camping

Condao Residence of friend/relative

House rental Qther (please specify)

4_How much money will you and your immediate group spend in the Lehigh Valley this trip for;
Lodging Shopping
Eating and drinking Dther
Entertainment

Skip to Q6 for visitors
[If from the Lehigh Valley]
5.Had the U5. Open Golf Championship been located in another community, would you have left the
Lehigh Valley this weekend?  Yes Mo
5a. If yes, where would you have visited?
Sh. How many nights would you have stayed outside the Lehigh Valley?
5c. How much money would you have spent outside the Lehigh Valley?

All subjects

6. Have you attended a U5, Women's Open prior to this year? Yes Mo (first time)
7. Do you have a relative or friend competing in this tournament? Yes Mo

Demographics: 8. How old are you? YEAS, 0. Gender: Note respondent’s gender M F

10. Do you have children under 18 years of age? Yes No 10a. if yes, how many?

11. May we contact you after the U5. Opento ask a few more questions?
Ifyes, Mame: E-mail:
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Appendix 5: Sport Tourism and the Economic Impact of the
1000 Lakes Rally 1997

4. The Economic Impact of the Event

A total of 100,511 tickets were sold to spectators and 7,928 to the companies. Each spectator watches
an average of 4.3 special stages, and the officials in charge of the stages came to an overall estimate
188,559 spectator visits. The total number of spectators as such was 43,000-53,000, of which 25,800-
42,400 (60-70%) lived outside the area of the rally. If the proportion of the foreigners was same as
among the people interviewed, there must have been 1,290-1,590 foreign spectators.

The spectators’ opinions about Jyviskyld were very positive (Table 1.). Almost all of the spectators
(85%) felt that they had got value for their money, although 11 % didn’t have any opinion on
this(Table 2.). Main parts of the spectators (85 %) were ready to come again next year, but 13 %
couldn’t say yet (Table 3.).

Table 1: Image of Jyviskyli

Positive 76 %
Negative 7%
MNeutral 6 %

Cannot say 11 %

Table 2: Value for money

Yes 85 %
Cannot say 13 %
No 4%




Table 3: Coming to the rally next year.

Yes 85 %
Cannot say 13 %
No 2 %

The spectators had spent an average 930 FIM per person on travel, accommodation, food, drink and
supporter’s items etc. at the rally. If the total number of the foreigners (spectators, journalists and
teams) was about 2,700, and if they spent as much money as the average spectator, foreign currency
incomes from the event would be over 2.5 mil. FIM.

The spectators spent a total of 39-48 mil. FIM, mainly in the area of the rally (Table 4.), of which 25-39
mil. FIM came from people living outside the rally area (estimate is based on the proportion of non-
local spectators, and reports by the companies concerning increased sales during the event). The most
money was spent on travel (306 FIM/spectator), drink (180 EIM/Spec.), food (147 FIM/spec.) and
accommodation (137 FIM/spec.) Spectators bought supporter’s items and souvenirs to a value of 48
FIM/ spectator.

The spectators spent about 45 mil. FIM in the area of the rally itself, if which 32 mil FIM came from
people living outside the area (estimate based on the proportion of non-local spectators, and reports

by the companies concerning increased sales during the event).

Table 4: Money spent by spectators during the event

Product/ service FIM/ spectator Variation/FIM
Drinks 180 (0-2.000)
Tickets 164 (0-1.500)
Travel 306 (0-10.000)
Supporters’ items 48 (0-2.600)
Accommodation 137 {0-3.150)

Food 147 (0-1.500)
Other 34

Total 930 FIM {0-20.370 FIM)

Table 5: Total spending by spectators during the event (mil. FIM)

Product/service All spectators Spectators from outside the area
mirn. max. min. max.
Drinks 7.7 9.5 4.6 7.6
Tickets a’ 50 FIM 2.7 2.7 27 27
Travelling 13.2 16.2 7.9 13.0
Supporters’ items 21 25 12 2.0
Accommodation 5.9 7.3 35 5.8
Food 6.3 7.8 3.8 6.2

Other 1.5 18 0.9 1.4
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Total 39.4 47.8 24.6 38.7

One fourth of the respondents couldn’t say how they would have spent the money if they had not
come to the rally, one in five would have used it for everyday living, one in ten would have saved it
and one in 11 would have spent it on food and drink.

If all the effects are taken into consideration, the NESTE 1000 Lakes’ Rally 1996 employed 80 persons
directly and 180-230 indirectly during the course of the year.

The impacts of the rally on business enterprises were positive or very positive. The greatest benefits
were increased sales, large numbers of customers and increased knowledge of the area. The sales
reported by companies during the rally were 22 mil. FIM higher than at normal times. The average
extra sales achieved by the companies which replied to the questionnaire were 100,000 FIM over the
two weeks around the event.

Approx. 20 % of the companies which replied had had to hire extra staff because of the event, which
increased their costs by around 4 mil, FIM, One company in four which took part in the research had
increased its advertising costs because of the rally, leading to extra costs of about 6,500 FIM per
company. It is estimated that the total costs to the companies were around 1.5 mil. FIM.

The accident which occurred during the rally affected the answers very little. It didn't effect the
attitudes of 63 % of the respondents of all, 11 % thought that security measures should be improved,
10 % thought that the accident was unfortunate, and 9 % had a negative attitude towards the whole
event because of the accident. The questionnaire concerned with sponsoring was answered by 15
sponsors out of 21 (71 %). The companies often defined their sponsor strategy as “Image, goals and
target group in harmony with the sponsored” with the those of the recipient 75 %.

Sponsorship policies were found that were both concentrated on one or two events and spread over a
large range of events, During the last five years national motor sport events (67 %), international
events (53 %) and single drivers (47 %) had been targets of sponsorship. Most of the sponsors (57 %)
had a desire or opportunity for indirect sponsoring. Sponsors generally made good use of the free
tickets, services, happening and products offered by the organisers, The target was usually the whole
of Finland (80 %) and also Europe in some cases (33 %).

Less than half of the sponsors planned to evaluate the goals they had set for the rally project, eg. in
terms of sales, TV and press visibility, research and gallop polls, and feedback from their own
workers. Sponsor contracts had been promoted by the visibility achieved, tradition, product and
target consistency and the useful contacts available. Other considerations were good publicity, the
international nature of the event, suitability for the sponsor’s line of business and image and the
possibility to use various networks.

Managing directors, sales directors or the board of directors normally decided on sponsorship
agreements, the projects being planned those responsible for marketing and advertising. The planning
of the projects was normally started one year before the rally (33 %), or a little later. The companies
had had enough planning time, with the exception of Orion, who started to plan their project in June
1996.

Most part of the respondents (73 %) were quite pleased with the co-operation provided by organisers,
mentioning “the good connection between sponsors and the organisation”, “good service”, “good

#oa

personal relationships”, “flexible co-operation” and “exact fulfilment of the contract”.
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Appendix 6: Neste Oil Rally 2011 Visitor survey

1Where are yvou from?

1.1 1f Finnish, which city?

2 How did you arrive to Jyvaskyla?
Train Bus Airplane Car Other, specify

3What isthe purpose of vour visitto city of Jwaskyl3 this time?

Rally Generaltourism  Friends/ relatives Business Other, specify
4 Have you paricipated to Meste Qil Rally before?  Yes Mo
5 Have you visited Jyvaskyla before? Yes Mo

5 11f ves, whenwas your last visitto Jyvaskyla?

=1year 1-2vears 3-Byears  =5years

5 2 If ves, whatwas the purpose of vour last visit?

Rally Generaltourism  Friends/ relatives Business Other, specify

If from central Finland

G Hadthe Meste Gil Rally been organized in another city, would vou still have paricipated the
rally?

Yes Mo
If visitar

6.1 Would you have travelled to Jyvaskyl 3 this time if the Meste Cil Rally was notbeing hosted
here?

Yes Mo

80



81

T How much do vou think the following terms describe Jyvaskyla?
Scale 1 (notat alljta 7 (very much)

1 2 3 4 5 G [

7.1 Innovative

7.2 Expensive

7.3 Exiting

7.4 Mature-
protective

7.5 international

7.6 5uccessful

7.7 Wealthy

7.8 Healthy

7.9 5afe

8 How much do vou think the following sources of information helped yvou to form previous
perceptions? (1: Motatall; 2: very little; 3: not sure; 4: a little: 5: very much)

2.1 Media and news about Jyvaskyla

8.2 Family andfriend's experiences /opinions

8.3 Your previous travel experiences

8.4 Doing business with companies from Jyvaskyla

8.5 Tourist promotion of Jywiskyla

8.6 Jywaskyld's hosting of other sport events

8.7 Mews and information related to the Meste il Rally Finland
8.8 The achievements of Finnishrally drivers,

2.9 Any other sources, specify

8 Has yvour current visit to Jywaskyld during the Meste Qil Rally changed vour perceptions?

Yes Mo

8.11fves, howdidthey change?

10'Will vou paricipate to Meste Gil Rally nextyear?
Yies Mo D not know

11 Would vou recommend Jyvaskylad to others as a tourism destination?

12'Which grade from 1 to 10 would yvou give to Jyvaskyld?



Meste Oil Rally 2011 Spectator Survey

13 How old are you?

Yedrs

14 Gender

15 Do you have children?

16 May we contactvou afterthe Meste Oil Rallyto ask a few more guestions?

Email:

Male

Yes

THANKYOU FOR YOUR ANSWERI

Female

Mo
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