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Abstract

On the evening of February 4, 2022, the world's attention will focus on Beijing, and the world will enter the
"Beijing Winter Olympics time". This makes the "Winter Olympics economy" also a hot word. China also
hopes to influence more people to ski through the Winter Olympics and has launched major measures to
drive many funds into the field of ice and snow and develop the ice and snow economy. However, large-
scale population studies have yet to demonstrate the effect of the Winter Olympics on people's willingness
to ski.

This study aimed to investigate the impact of the 2022 Beijing Winter Olympics on people's willingness to
ski. In doing so, using quantitative research methods, and reviewing the relevant literature on consumer
behavior and sports business, taking into account that the current society is in the midst of the Covid-19
pandemic virus, which has largely affected people's lives and may also change Consumer behavior, there-
fore, review the literature on the impact of COVID-19 on psychological factors in consumer behavior. An
online questionnaire was used to survey 123 people of different backgrounds, and the hypotheses pro-
posed in this study were tested using SPSS software, including linear regression analysis, independent sam-
ples T-test, and one-way ANOVA.

The results show that the 2022 Beijing Winter Olympics have no substantial impact on the willingness to ski
of people from different backgrounds, but there are significant differences among the people who have
watched the Beijing Winter Olympics. It is concluded that the 2022 Beijing Winter Olympics can Increase
the willingness to ski of the people who have watched the competition, while the effect on the people who
have not watched the competition is not obvious.

Finally, some suggestions for future research are made. future research should focus on researching a com-
prehensive survey of sports consumers at the micro-level, studying how to receive information from the
direct environment, how to learn, memorize and store this information, analyze how they form and change
individuals' attitudes towards products and themselves, conduct market segmentation, and target specific
groups of people to participate in skiing.

Keywords/tags (subjects)
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1 Introduction

Downhill skiing in China started relatively late, coupled with the venue, equipment, climate and

other constraints, the development speed is relatively slow. People's quality of life has gotten bet-
ter to some extent as society has progressed, but also China has vigorously promoted the develop-
ment of sports, people's sports and health concepts have improved, and skiing has gradually been

integrated into people's lives (Wang, 2003.)

In north China. Because of the regional environment and climate characteristics, it has become the
main area to promote skiing and develop China's skiing industry. In recent years, with the en-
hancement of national quality. With the improvement of social civilization and the change in social
needs, the total of ski areas in China continues to grow, as well as skiing officially enters people's
life. The emergence of this phenomenon lets us see Sports’ vigorous development in China and a

great development prospect for the ski industry.

The successful bid for the Beijing Winter Olympic Games has provided an excellent opportunity for
Alpine skiing development in China. At present, they provide a good development policy for the
development of skiing. More and more skiing equipment and facilities have been installed
throughout the country, and more and more skiing events have been held successively. Although
China has unique natural resources and a good momentum of development, there are still many
disadvantages such as weak awareness of skiing, insufficient research on industrial development,
and outdated business model. The mediation of the previous Winter Olympic Games had a signifi-
cant impact on the growth of the host country's sports cause. The Chinese ski industry is still at a
relatively primary level and has not cultivated enough mature ski consumers (Hong, 2021). By ana-
lyzing the current situation of China's ski industry, exposure and the promotion effect of the 2022
Winter Olympics on the ski industry and aims to increase the number of people who ski in China
and identify the facts and motivations that make people interested in downhill skiing. In order to
achieve this goal, it is necessary to conduct research on sports business and consumer behavior:
when and where consumers search for information, what are the main motivations, how to make
purchase decisions, and what needs to be considered in the decision-making process. This re-
search is carried out as a quantitative study. The data were collected utilizing an online survey, and

the multiple-choice questions have been evaluated using the SPSS program.



1.1 Background

Skiing has long been a popular sport in Europe and other mature markets and has formed a solid
cultural foundation. Many skiers will travel as a family. In the snow season, the whole family will
go to the ski resort for vacation and ski for a week. Skiers can become household stars in Europe
and America. In China, skiing is an unpopular sport, and only a few people who love skiing have

realized the Consumption pattern of European and American skiing.

While China shone at the Summer Games, its success at the Winter Games remains mixed and the
country hopes to turn the tables in 2022. But it is also an opportunity to boost the economic mo-
mentum of the northeastern provinces. Thanks to the new "winter tour." Because these provinces
have been in crisis since deindustrialization. These tourist attractions could save them. The school
even promotes skiing to stimulate the interest of residents from an early age. A lot of stars have
started to speak for skiing, and all kinds of variety shows and movies related to skiing have ap-
peared. This basically sends out the signal, and shows the support for the skiing sport, in winter
there are many areas in northeast China that like to go skiing. There were natural conditions for
cold weather in the north, but this had not yet spread. As the popularity of the Winter Olympics
has spread, more and more people are willing to go skiing resorts. And since the pandemic hit,
some people cannot fly to Switzerland or other countries to experience skiing, and it's good to
spend money at home, so ice sports are booming (The Chinese Ski Market: between the COVID-19

and the Winter Olympics, 2020.)

For ordinary people, exercise is a way to improve their physical health. But in fact, sports can also
promote the development of related industries. For example, if a person likes sports very much,
he or she is likely to sign up for a gym membership or go to study especially. This also promotes
many enterprises and increases people's consumption to a certain extent. And this kind of con-
sumption usually can improve people's physical quality, so the publicity campaign to increase the

time of exercise, is good for the development of the whole society.

1.2 Motivation for the research

Industry-specific motivation



Globally, the ski markets in North America and Europe have become relatively stable, while the ski
businesses in Japan and South Korea are even declining. China is the only growing market, and the

expansion of the Chinese market will lead to the expansion of the global market (Li,2021.)

By the 2022 winter Olympics, most ski events will be held at Zhangjiakou station. The site plans to
invest 76 billion yuan! The work will be huge because China starts from scratch. The advantage of
the Chinese market is that it is now at its peak. China is living in the Alps since the 1970s. The ex-
citement around this approach is at its peak, with plans to invest heavily and the number of skiers
continues to grow. This market is more promising than ever! China's ski resorts should even catch
up with Switzerland in two years (in terms of profits). President Xi of China established the na-
tional winter sports model of development. The number has fallen, with a target of 300 million
fans (including 120 million skiers) by 2022. This will give the country more and more athletes and
maximize their chances of winning medals at the Winter Olympics. The bet is far from winning be-
cause of China's lack of winter sports culture. However, as China's epidemic prevention and con-
trol continue to take effect, many industries in China are starting to recover, including domestic
tourism. Moreover, even if outbound tourism is closed, outbound tourism has not stopped attract-
ing Chinese attention. During the outbreak, the rules of the game have changed, and those who
can successfully seize these development opportunities are expected to take the lead in forming a

competitive advantage in the market recovery (Zhang et al, 2017.)

Personal motivation

With the approaching of the Winter Olympic Games, skiing has been growing, and the market pro-
spect behind it is very broad. On the one hand, China has a very good natural environment to pro-
vide skiing places, so there is no need to invest too much. On the other hand, some areas have the
habit of skiing, coupled with the introduction of various policies to support the Winter Olympics,
so a lot of people will find that more and more people will choose skiing during the Winter Olym-
pics to spend this winter. This also shows that the future market prospect of this industry is very

broad. So, | think it's a very interesting research topic.



1.3 Research problem, objective and questions

Winter ski tourism is a nascent industry that has just started. The development of winter ski tour-
ism can drive the growth of related industries and promote the rapid development of the local
economy. Sports tourism has been widely developed around the world. According to the forecast
of relevant experts, sports tourism will become one of the hottest industries in the world. Sports
ice and snow tourism is a unique tourism resource in some Chinese cities. Reasonable and effec-
tive development will expand the huge development space for the sports industry. Since Beijing
was awarded the right to set up the Winter Olympics in 2015, more than 300 million people in
China have participated in skiing, of which 72.04% are one-time skiers. China has a population of
more than 1.4 billion, but only 20.9 million skiers. Now skiing is a very unpopular sport in China

(Wu, 2019).

The host countries of the previous winter Olympics have brought a great impact on their ski mar-
ket. At present, China's ski market is still facing many problems. They are trying to use the Winter
Olympics to drive the ski market and have made some efforts to this end. Reading and analyzing
the growth of China's skiing business in recent years, as well as the impact of the Winter Olympic
Games on the skiing market, the author concludes that China's skiing market needs to be explored
and is expected to become the world's largest skiing market. Further research into the impact of
the Winter Olympic Games on China's skiing market would be extremely beneficial. Problems need
to be identified before making recommendations. Therefore, after consulting and analyzing a large

number of pieces of literature, this paper mainly answers the following important questions:

Will the 2022 Beijing Winter Olympics affect Chinese people's willingness to ski?

These following questions are to help answer the research question:

Will that be different in willingness by genders?

Will that be different in willingness by income level?

Will that be different in willingness by age group?



Will that be different in willingness by area?

Will that be different in willingness by education background?

Will that be different in willingness by Skiing experience?

Will that be different in willingness by people who watch the 2022 Beijing Winter Olympics or not?

This study will narrow the search direction of the literature content according to the above ques-
tions to ensure that the appropriate literature is found more accurately and design the questions
of the questionnaire according to these factors, decide which data to collect, from whom, and con-

duct quantitative research methods, Finally, SPSS was used to analyze the data.

1. Introduction

2. Literaturre review

3. Methodology

4. Resuits

5. Discussion

Figure 1. Structure of the thesis

2 Literature Review

2.1 Key concepts of Consumer behavior

The following processes comprise consumer behavior: searching, choosing, buying, and utilizing
goods, services, and experiences that satisfy consumer needs or desires. Consumer behavior
teaches you how individual and social factors impact consumer decisions and how people buy

things. An organization may establish marketing strategies to attract and retain customers, as well



as products and services to fulfill their demands if it has a thorough understanding of present and
potential customers (Pedersen & Thibault, 2021.) But the consumer is a rash, irrational decision-
maker. Consumers are perceived to be passive, open, and vulnerable to outside influences
(zaichkowsky, 1991) It is necessary to identify factors that may influence behavior in an attempt to
decide the situational conditions that influence behavior. The task of clarifying a condition is made
easier by first determining which behavioral factors determinants should be assigned to people
and stimulus objects. Human characteristics can be observable (for example, gender, approximate
age, weight, and height) and unobservable (for example, personality, intelligence, occupation, and
skills). Such traits can be thought of as characteristics of people who are context-independent.
Such as if the person is observed in a restaurant rather than a department store, these features

are not affected (Belk, 1975.)

The same is true of sports. To sell more tickets, sell more sneakers, or attract more players and
teams to a league, sports organizations need to know their customers and potential customers
well. The more it knows about these group movement organizations, the better it can design
goods and services to meet the recruitments of these customers, design marketing messages to
attract new customers and retain existing customers and target those messages most likely to re-
ceive them. Although no two people are exactly alike, people often have certain characteristics in
com-mon. A standard practice in marketing is to group or segment people based on common char-
acteristics. In marketing terminology, a group with some common characteristics is called a market
segment. Marketers then choose to focus their efforts on one or more identified market seg-
ments. The selected market segment is called the target market. Products and services are de-
signed to meet the needs of the target market. Marketers often divide sports consumers based on
their motivations, perceptions, and attitudes. Consumers build these attributes from experience,
which may depend on their interests and perspectives. Sports consumers are often emotionally
and psychologically involved in their sport. Many athletes and fans define themselves by their
sporting identity. Consumer needs and motivation, perception, attitude, participation, identity,
and loyalty, each of which can be used to understand sports consumers. (Pedersen & Thibault,

2021.)



2.2 Consumer behavior

Consumer behavior mainly studies how people's emotional, psychological, and behavioral re-
sponses before consumption affect purchasing decisions, and how to make purchases to meet
their needs and desires. To investigate consumer behavior, researchers employ concepts and ideas
from a variety of fields, which include economy, psychology, and physiology, the consumer behav-
ior research is critical. The consumption process includes a variety of emotional aspects relevant
to need formation, motivation, attitude development and change, pattern recognition and choice,
and communication style. Studying the laws that govern their activities will broaden our general
understanding of human behavior. As a result, the analysis of consumer behavior has broad theo-
retical implications, which can assist marketers in analyzing the characteristics influencing consum-
ers' shopping behavior. The effective value of studying consumer behavior would be multifaceted.
Individual consumer behavior actions will affect many organizations, such as road transport, raw
material production, and business distribution, and have a more significant impact on the quality
or even decline of some organizations. As a result, consumer behavior plays leads to the rise and

drop of the whole business organizations (Radu, 2019.)

Given the prevalence of routine behavior and the impact of long-held generalizations, making
meaningful decisions after carefully analyzing various options are the exception rather than the
guideline. However, consumer behavior is not irrational in the sense that it is not capricious or in-
comprehensible. Although theories about impulsive behavior occur from time to time, and individ-
ual behavior often diverges from that of large groups of consumers (Katona, 1968). Consumer be-
havior is more than just how people buy tangible goods like soap and cars. It also includes the use
of services and activities by consumers. Furthermore, consumer behavior does not always reflect
individual behavior. A group of friends or family can arrange a birthday celebration or decide
where to eat a meal instead of by mobile, online networks, messaging, or text. When buying a car,
for example, one or more family members can act as information gatherers by researching various
models. Individuals involved in consumer behavior can also take on one of these roles (Hoyer et al,

2012.)

Consumers' economic status has a huge impact on their consumption level and scope, as well as
the level of spending and acquiring power. When employment and income increase, people's con-

fidence will also increase, which will naturally increase the consumption propensity of the entire
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society, and ultimately curb the economic downturn and promote economic development. Con-
sumption is a way for humans to fulfill their own wishes and preferences by purchasing consumer
goods. Consumption includes the causes of consumers' needs, how they have been met, as well as
the relevant variables that impact their decisions (Gajjar, 2013). Income is a very important and
differentiated demographic variable because it indicates the ability or ability of consumers to buy
products. Marketers assume a relationship between a person's income and his or her spending be-
havior, and thus segment the market based on income level. As consumer incomes rise, spending

on food and infrastructure declines as a percentage of total spending (New, 2020.)

The consumer's lifestyle is another significant factor determining their purchasing behavior. How a
person lives in a community, expressing himself or herself through his or her possessions, is de-
fined as his or her lifestyle. It must be affected by the customer's preferences, opinions, and activi-
ties, and it shapes his behavior and interaction patterns in general. Personality differs from one
person to the next, over time, and geographically. As a result, it has a large influence on customer
purchasing behavior. Personality is defined by a person's actions in various situations, not by what
they wear. It possesses characteristics such as dominance, aggression, and self-confidence, all of
which are important in determining consumer behaviors toward a particular product or service.
The level of motivation of customers will influence their purchasing behaviors. Everyone has dif-
ferent physiological, physiological, social, and so on needs. Some needs are more pressing than
others due to the nature of the needs. As a result, when it becomes more urgent to guide people

to seek satisfaction, need transforms into motivation (Gajjar, 2013).

2.3 Psychological factors and consumer behavior in the context of covid 19

The covid-19 pandemic is more than just a health crisis; it has irreversibly altered our way of life.
This dramatic situation has also had a significant impact on personal expenditure. The economic
crisis brought on by Covid-19 has served as a powerful catalyst for enterprise digitization. Strict
isolation constraints prioritize the primary benefits of e-commerce, such as contactless payment,
more favorable cost, ease of handling, and configurability. The widespread use of social media and
digital marketing provides additional benefits for businesses seeking to find and attract new clients
on a worldwide, governmental, and local scale. The global covid-19 pandemic has prompted con-
sumers to digitize and reshape their purchasing habits. Most e-commerce sub-industries have

been impacted by the widely spread online transfer of a person's shopping habits. Whether at the
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local, regional, or national levels. Findings from this study, businesses can affect the nature of their
marketing efforts, open opportunities for dialogue with customers, and promote their products
using appropriate online marketing tools. Online shopping has become an essential component of

a person's spending patterns since the outbreak of the epidemic (Gu et al., 2021.)

People tend to put off purchasing or using discretionary goods and services when there are risks
and uncertainties. Finally, today's requirements give way to tomorrows. When services involving
parks and open spaces, video, and recreation facilities are denied entry into the market on short
notice, pent-up demand is common. To combat covid - 19 virus blockade measures and social al-
ienation measures had significant influence on consumer behavior. All consumption occurs at a
specific time and location. As a result of flexible hours but rigid workplaces, Consumers have
learned to improvise in innovative ways. As the number of people working, studying, and relaxing

at home, the line between work and life is becoming increasingly blurred (Sheth, 2020.)

Covid-19 yanked humanity's handbrake away from destruction and toward life. Ordinary people,
almost everyone, are using the word now, and they are reconsidering their future if they survive
the pandemic. This accumulative concept will serve as the starting point for the business commu-
nity to redefine, develop strategies, and redefine their processes and technologies of reaching out
to customers for example, in this situation, the current conscious young generation must be re-
connected and readjusted from the ground up. Human beings are part of the ecosystem and are
not better than nature. It provides a good opportunity for marketers to establish an understanding
of the acceleration of track transfer to organic life in critical quality with the help of their products
and services (Mehta et al., 2020.) The next normal of consumer behavior may be explored in the

following market remodeling dimensions:

Rethink the spiritual approach to understanding consumer behavior, bearing in mind the drivers of
the consumer economy, savings, and health, take speed and scale to mobilize resources as the

central focus of enterprises to respond to consumer behavior changes, reconnecting the conscious
generation: the opportunity to readjust the current conscious younger generation to adapt to new
life principles and establish new consumer groups; and develop unknown item or service stories to

present to the conscious generation. (Mehta et al., 2020).
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Sports consumers may have different interests, motives, and reasons to participate in the compe-
tition. Fans can study their behavior and their attachment to the team. Sports consumers are usu-
ally highly involved. They often pay close attention to sports. Or their behavior may be driven by
different functions in the team sports products they are particularly interested in. Motivation usu-
ally varies by gender, sport, and preference (Silva & Casas, 2017.) For decades, the sports business
has been the domain of men. However, with the changes in society, the sports industry is also
strongly mixed. This is also because women are more and more economically powerful buyers. In
recent years, more and more sports products for the elderly have entered the market. On the one
hand, because the target group of the elderly is increasing year after year, on the other hand, be-
cause the economic strength of this target group is very strong and the requirements are higher

and higher (Thieringer, 2021.)

To be successful in sports marketing, you must be aware of what is always going on in the world.
Not all open possibilities have made it to the mainstream. Digitization, personalization, and sus-
tainability are unquestionably three major trends in the sports industry. They also necessitate fun-

damental shifts in sports marketing. (Thieringer, 2021).

Sports competitions have become a spectacle as they compete with other leisure activities for
consumer interest, from transforming individual competitions into entertainment events to pro-
fessional events such as the Olympic Games. Furthermore, large-scale, or large-scale events have
become critical components of local and national development strategies. Sports events do more
than just promote tourism, local investment, and job creation. They have the potential to provide
opportunities to challenge the dominant social structure. Various sports travelers base their travel
on the availability of other places of interest or events in the city where the event is held, as well
as the "entertainment" value of the city's attractions. Although attractions are generally attractive
to sports tourists, the sports experience or the availability of sports attractions should be more at-
tractive to sports tourists than other types of tourists. More specifically, the value of sports tour-
ists to destination sports-related attractions/activities is significantly higher than that of non-
sports tourists. In other words, sports organizations can further promote their sports through co-
operation with tourism institutions to attract more people to be interested in their sports events,
while tourism organizations can better promote, publicize, and hold sports events through cooper-

ation with sports institutions, to attract more tourists to their destinations (Roche et al., 2013.)
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2.4 Sports marketing

Sports marketing is a process of matching sports goods and services to the needs of sports con-
sumers. It helps to keep supply and demand in balance. Sports consumers (people who use sports
services) and consumers (people that buy sports services) both require sports products and ser-
vices to meet their personal needs and goals. The need for sports produces the need for sports-
wear and footwear; The need for affiliation leads to a need or desire to support and follow a foot-
ball team or to play in a five-a-side league; Racing can satisfy your need for fun and excitement.
Needs and desires lead to needs that the sports industry can meet. However, many potential
sports consumers are not aware of their personal needs and desires. Thus, sports marketing could
reach and tap into this potential and unexpressed need by creating demand. Communication is the
core of sports marketing. Communication between sports product/service providers and sports
consumers/customers is a basic component of supply and demand matching in sports marketing.
Therefore, sports marketing can be defined as the means to meet the needs of consumers/cus-
tomers through sports products and services. Without a clear need, there is no reason to deter
from sports products and services. However, we live in a commercial age and the need to encour-
age sports consumption by developing new sports products/services are as integral to the growth
of the sports industry as it is to any other industry sector. In addition, sports marketing has appli-
cations in all sectors of the economy and is not simply seen as a transactional, consumption-based

concept (Blakey, 2011.)

As more complex messages are communicated, marketing reports and plans can easily take center
stage in today's international community. Individuals, organizations, and government agencies are
dealing with more sports marketing information’s about items, services, and technology. The job
of a sports marketer is to focus on the best way to choose and decide the best strategy. Research-
ing the most effective methods of disseminating sports-related details can help improve sports
marketing practices. This is achieved by recognizing the market positioning marketing message.
Due to their subjective orientation, they are dealt with more by an evaluative method than by a
dramatic method. Because sports are tied to a region's history and traditions, it has a bigger im-
pact on marketers than gaming. The challenge for sports marketing researchers is to use innova-
tive strategies to engage audiences in dynamic ways. Understanding dynamic sports marketing has
important implications for marketing practitioners and researchers affected by an evolving inter-

national environment. Smartly planned campaigns that increase social interaction and recognition
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can make sports marketing more engaging. Sports marketing is a fickle process that can be ex-
plained in a variety of contexts (Ratten, 2016.) The traditional sports marketing model is often a
high-cost, high-exposure, asset-oriented model, which covers the user circle by forcing users to
watch through overwhelming celebrity endorsements. Traditional sports star endorsements, as
idols, their spiritual appeal is top-down vertical communication; the spread of event titles is more

difficult to sustain due to the impact of event hotspots; offline sports activities.

Movement is highly variable and difficult to control. Meeting service needs involves customers'
situations, environment, other customers, and employees. In addition, sport is played within a
specific social framework in which emotions and experiences are shared. For fans or spectators,
the enjoyment of sports depends in part on interaction with others. Sports are also unpredictable,
and neither the course nor the outcome of a match can be determined in advance. Weather con-
ditions, time conditions, competition, and chance ensure that no two games are the same, which
means that the result and quality of the game are different. Lesser players sometimes beat

stronger players on top teams (Lagae, 2005.)

There are many factors affecting sports consumer behavior. The constraint is separated into two
sections, the first section is internal; Leisure preference is formed after the negotiation or absence
of individual internal constraints. The second section is interpersonal constraints, and structural
constraints, including constraints that arise because of interactions or relationships with others. If
non-skiers can or are encouraged to overcome these interpersonal or structural limitations, this

may lead to their transformation into participants in the sport (Yang, 2019.)

The psychological impact of Covid-19, as well as the resulting buying decisions and behavioral re-
sponses of sports travelers seem more elusive than in previous crises. The pandemic has changed
the way fans to watch the sport games, which has affected sponsors' marketing plans. As a result,
it takes more time and effort to reestablish customer trust. The sports business is crucial to the
livelihood of the tourism and hotel industries. It appears appropriate to capitalize on devoted fans
who keep supporting the team despite adversity, as well as innovative plans in stadiums and gym-
nasiums in location with a focus on spectator sports events and the necessary infrastructure. Rela-
tionship marketing is critical for attracting and retaining loyal customers. A viable strategy would

be to offer adaptable alternative plans, such as the ability to transfer purchased season tickets to
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future season tickets. Given the seriousness of the current financial crisis, encouraging community,
and offering opportunities for loyal customers to support the enterprise may be a better strategy.
During the isolation period, different professional sports venues form partnerships and the local
brewery to change the seasonal open day to an open stop and deliver the local beer to the cus-
tomer's door. Since most of the changes stimulated by the pandemic are considered to have im-
proved, organizing post-crisis campaigns to maintain positive change will certainly contribute to

the long-term success of the destination (Mirehie & Cho, 2021.)

Other crises, such as SARS, have previously resulted in a sharp decline in activities, followed by a
sharp rebound in activities, rather than specifically targeting the sports industry. This means that
some businesses are taking advantage of the crisis to make up for losses and plan for new oppor-
tunities. If a specific sports sector is impacted by the crisis, strong stakeholders can work together
to identify strategic opportunities. This means that sports organizations that have been ravaged by
the crisis can seize this opportunity to take new actions. The ability of sports organizations to
transfer operational activities will be determined by their resources (Ratten, 2020.) Sports have
now returned to the uncertain period of the previous plan. Many sports organizations are forced
to find new ways to interact with the community as fans watch the venues on-site and establish
contact with the brand as on-site and face-to-face, forcing many sports organizations to find new
ways to interact with the community. The study of these methods, as well as the tracking of
changes in personal attitudes and beliefs during the current pandemic and their impact on the
sports industry, could provide unique insights into the nature of sports fans, participation, and

brand communities (Ross et al., 2020).

2.5 Winter sports market

Based on the beneficial effects theory, consumers are interested in the benefits of exercise for
their happiness as well as their physical and psychological health. People can engage in sports and
spacing exercise to relieve tiredness and lethargy and refresh themselves, providing a break from
the mundanity of regular living and work. Consumers love practicing meeting their demands for
overwhelming force, threat, arousal, and a socially appropriate experience of stimulation, accord-
ing to stress and stimulus-seeking theory. Due to the shortage of stimulation in daily life, sporting
games are frequently as a positive manner for humans to be stimulation and challenge when they

require some stimulation outside of their daily lives. Aggression and Catharsis Aggression and risk-
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taking in sports, according to theorists, are sources of attraction. In entertainment theory, the ex-
pression of aesthetic and moral values are two content-dependent concepts of sports attraction.
People are drawn to sports for a variety of reasons, including enjoyment, emotion, contentment,
happiness, and moral expression (Wang et al., 2020.) Ski resort managers should design a decision
and provide excellent recreation and comfort services in the community to relieve skiers' life de-
pression and fatigue and assist them in regaining their physical health, which is an effective strat-

egy for increasing the frequency of skiing participants (Wang et al., 2020).

Men continue to dominate the ski market, despite studies showing that far more women than
men abandon the sport. This is like the trend in the United States, where women are abandoning
skiing at an alarming rate, due to a lack of promotion of the advantages and services that skiing
can offer women Skiing is a male-dominated sport with no positive feedback from female athletes.
Many operators and ski resorts cater to women (Hudson, 1998). Simultaneously, climate change
alters natural snowfall and snowmaking conditions, increasing the risk of marginal snowfall and
skiing conditions, especially in the early part and end of the regular season, resulting in a shorter
winter as the snow season begins later and ends earlier. Furthermore, climate change raises the

possibility of insufficient snow depth for winter sports activities (Steiger, 2021.)

While interest in skiing is currently very high, it is reasonable to ask who will be able to ski and
what will happen in the future. One of the biggest challenges facing alpine skiing is climate change,
which can lead to geographic and socioeconomic inequality in alpine skiing. Mild and snowless
conditions, especially in some southern areas, will increase and will not be ideal for practicing ski-
ing. Besides, modern and vivid sports may be more attractive than traditional ones (Maatta, 2010.)
Destination attributes with adequate (natural) snow conditions are strongly preferred. If there is
no snow in the cold season, high-altitude hotels become more significant, and travel distances lose
some of their significance. If skiing becomes more expensive, many skiers will abandon the sport.
Short-term compensation in the form of snow is accepted, but not for the entire winter break.
When asked to weigh the extra cost against the extra travel distance at a snow-safe destination,
most winter sports tourists are willing to incur some extra cost, but most fall short of the 10% ad-

ditional expense and 2 hours of driving time threshold (Unbehaun et al, 2008.)
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Individual (gender and age) and situational (day vacations accommodation, camaraderie) features.
In doing so, they demonstrate that visitors to ski resorts are not always solely interested in skiing
or snowboarding. Passive tourists, cross-country skiers, skiers who want it all, people who barely
ski, people looking for exercise, and people looking for relaxation are among the market segments.
This suggests that there is a market for winter activities other than alpine skiing and snowboarding

(Komppula & Laukkanen, 2016.)

2.6 Hypotheses

Once a theory has been developed, researchers are likely to want to test it. Is the theory reliable in
the face of empirical evidence? However, it is almost impossible to test a theory. Instead, we are
more likely to find a hypothesis that touches on a limited aspect of the theory, will be deduced

from the theory, and submit a search query (Bryman & Cramer, 2005.)

HO. The 2022 Beijing Winter Olympics will increase Chinese people's willingness to ski.

Will that be different in willingness by genders (women and men)?

H1. The 2022 Beijing Winter Olympics will affect the willingness of different gender to ski differ-
ently.

It can be seen from real life that boys participate in more physical exercise than girls, and boys are
more active than girls in sports activities and PE classes, with a higher concept of sports competi-
tion. As a result, while physical differences exist between men and women, they are insufficient to

account for gender differences in exercise motivation and participation.

Will that be different in willingness by income level (low-income level, middle-income level, high-

income level)?

H2. The 2022 Beijing Winter Olympics will affect the willingness of different income level people to
ski differently
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Economic income is the foundation, economic income and sports consumption should be propor-
tional, when the economic income reaches a certain level, people's spiritual and material con-

sumptions consciousness is awakened and determine their consumption orientation.

Will that be different in willingness by age group?

H3. The 2022 Beijing Winter Olympics will affect the willingness of different age group to ski differ-

ently.

With the growth of age, people at different ages are affected by their own psychological and phys-

iological development, resulting in different motivations for physical exercise.

Will that be different in willingness by areas (North China, South China)?

H4. The 2022 Beijing Winter Olympics will affect the willingness of people from different areas to
ski differently.

The winter natural conditions in northern China have become the first choice for large-scale out-
door tourism and skiing destinations, while the biggest obstacle to the development of skiing in
southern China is the perennial high temperature weather, followed by the lack of skiing tradition
and site facilities. Indoor ski resorts need higher consumption costs, which will be the main reason

affecting ski consumers in southern China.

Will that be different in willingness by educational backgrounds (primary education, secondary

edu-cation, higher education)?

H5. The 2022 Beijing Winter Olympics will affect the willingness of people with different educa-
tional backgrounds to ski differently.

H6. The 2022 Beijing Winter Olympics will affect the willingness of the people who watch or did
not watch the Olympics to ski differently.

H7. The 2022 Beijing Winter Olympics will affect the willingness of the people who have or did not
have earlier skied experience to ski differently.
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3 Methodology

The goal of this section is to give the reader an understanding of the methodology and related re-
search methods used in the thesis project. This part will explain the research design, research
methods, strategy, and the reasons for taking this approach. Data collection constraints and study

limitations will also be discussed.

The main objective of this study is to look into how the 2022 Beijing Winter Olympics will affect
Chinese people's willingness to ski. Access to reliable data and information is essential to fully un-
derstand the issues under consideration. The method of any study largely determines the out-
come. Therefore, choosing appropriate research methods and conducting research efficiently are

critical to answering research questions and achieving research objectives.

3.1 Research Approach

Before beginning a research project, you must understand the terms research methods and re-
search design. Both are critical to the success of a research project. Technological advancements
have not only altered the nature of consumption but have also had a significant impact on con-
sumer research methods by introducing new data sources and improved analytical tools (Yu et al.,

2020).

Methods of research in education (and other social sciences) are frequently divided into two cate-
gories: quantitative and qualitative methods (Muijs, 2004) Quantitative research gathers data, typ-
ically in the form of numbers and graphs, to test hypotheses and theories. The information gath-
ered about the subject is accurate. The quantitative research method can be used to collect
information in some kind of a multitude of ways. It focuses on the testing of theories and hypothe-
ses, as well as the analysis of data using mathematical and statistical methods. It is primarily repre-

sented by figures, charts, and tables, necessitating many interviewees (Nikita, 2020.)

In qualitative research, a tiny number of people is surveyed single or combination to understand
their thinking, ambitions, desires, and perspectives, as well as to gathering users' beginning feel-
ings and needs concerning thoughts and ideas. It is essentially a questionnaire intended to gather

people's opinions and experiences. To collect firsthand data, qualitative research typically employs
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participatory observation and in-depth interviews. The methods are primarily focus groups, cus-
tomer site visits, consumer testing groups and other methods. By participation, researchers can
obtain a participant of a specific group setting, feelings, and thus a more complete understanding
of actions. The induction method will be used to gradually transform from concrete to abstract,
and sometimes even form a hypothesis, using the information taken across observation and sur-

vey (Nikita, 2020.)

The research methods you use are heavily influenced by your research objectives. As a result, be-
fore making methodological decisions, stepping back, and considering the large painting of studies
is a good place to start when developing research methods. The first consideration should be
whether your research is exploratory or confirmatory. If your research objectives and goals are op-
erational phases, your research will almost certainly be qualitative, so consider both qualitative
techniques and analysis tools (such as qualitative scope analysis). If, and on the other hand, your
research design for this study is to estimate or measure something, your research will most likely
be quantitative, and you should consider a quantitative methodological approach and analysis

(Jansen & Warren, 2020.)

When gathering information from a large and diverse group of respondents, quantitative research
is also useful. This is also a good strategy if your target audience prefers facts, charts, graphs, and

statistics. Professionals in the social sciences, such as sociology, psychology, public health, and po-
litical science, are typically responsible for quantitative research. It is also widely used in fields like

education, economics, marketing, and medicine (Williams, 2021)

When the goal of a study is to evaluate a question or answer the "what" or "how much" of a re-
search question, researchers frequently use quantitative data. In essence, quantitative research
attempts to understand the association between the variables and one or even more dependent
variables. Before deciding whether quantitative methods are the right strategy for conducting re-
search, researchers should ideally review their objectives and the claims they intend to make.

(Williams, 2021)
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As previously stated, the purpose of this research is to discover how the 2022 Beijing Winter Olym-
pics affects consumer behavior, so quantitative methods are used to provide objective and accu-
rate answers to the paper. This is mainly owing to the inductive approach purpose of the research
and the statistical values on which it is premised that are analyzed by establishing hypotheses in

order to realize and answer the research's objectives.

There have been six kinds of research questionquestionnairesnaire for which quantitative research
is uniquely suited. Qualitative, non-numerical methods do not value provided results we seek. To
guesstimate the viewer numbers, quantitative research can be used as a follow-up to qualitative
research. It can also be used to quantify perceptions and opinions, and behaviors by learning what

an entire population thinks about a subject (Sukamolson, 2007.)

As a result, quantitative research success is heavily reliant on establishing a large enough repre-
sentative sample to guarantee that the information gathered is accurate is reliable and objective.
A truly quantitative study of the research project's schedule and requirements is obviously imprac-
tical because of cash and time restrictions. This is not to say that quantitative data will not be con-
sidered for this project. In fact, quantitative data from literature reviews is critical to bolstering

this argument.

3.2 Data collection

There are numerous data collection techniques available depending on the type of study, such as
discussions, quizzes, surveys, findings, participant observations, and research articles. (Saunders et
al., 2003). Various data collection methods techniques deliver benefits and drawbacks and should
be used for specific research purposes. A literature review and a questionnaire survey will be used

to gather data for this St.

Questionnaire survey

Questionnaire survey is a quantitative research method that utilizes a quantitative representation
of the entire data, analyzes it through statistical methods, and finally generalizes the results from
the sample to the study, and finally to the whole. Investigators need to propose topics for investi-

gation based on the needs of decision-makers or unusual issues and troubles discovered during
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marketing research activities. Collect information straightforwardly from participants in the study
by asking a series of questions in a specific order. It is among the most widely used quantitative
techniques because it can elicit knowledge about a particular occurrence by giving answers that
express a group of people's comments, perceptions, and behaviors. Since the self-administered
guestionnaire method adopts uniformly designed and printed questionnaires, all questionnaires
are identical in terms of question expression, answer type, question order, and answer filling
method. Face each respondent with the exact same set of questions. Therefore, the self-adminis-
tered questionnaire pretty much entirely excludes the various influences brought by various re-

searchers, in order to avoid as many human-induced biases as possible (Queirds et al., 2017)

It can be seen that the questionnaire survey is a very easy to operate and cost-effective research
method. Surveys are used to poll a random group of the population and can take many forms,
such as Internet opinion polls, questionnaires, paper questionnaires, network interception sur-
veys, etc. Questionnaires are an efficient way to collect more relevant data, but are often less flat-
tering, when using the questionnaire method. Questionnaires are frequently administered re-
motely, with no communication with both interviewer and the interviewee, which means that the
environment in which they fill out the questionnaire is beyond the control of the investigator. As a
result, it is easy to overlook some intriguing user behaviors when only using questionnaires. Often
what users actually do is the truth, not what they say or fill out on a questionnaire. This is a major

problem with current self-administered questionnaire methods.

When researchers want to collect data about a population's attitudes, attitudes, feelings, experi-
ences, or opinions, they conduct surveys. A large and representative sample of a well-defined tar-
get population is interviewed in the survey. Interviewing key inform-ants from the community or

organization is a type of survey (Hox & Boeije, 2005.)

Organizations can conduct research by surveying their customers and collecting data. This type of
research can be conducted with specific target audience groups or with multiple groups. A re-
guirement for such studies is that the respondents be chosen at random (Fleetwood, 2022.) To en-
sure the authenticity of the data collected, researchers must cross-check some of the sampled in-

formation (Verma, 2012).
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Due to the nature of this paper, it was decided to collect data via an online questionnaire. With
the help of the online survey tool Forms, a questionnaire was designed containing four demo-
graphic background questions (gender, age, educational background, income level) and the ques-
tion of geography, skiing experience, watching or not watching the 2022 Beijing Winter Olympics 's

questionnaire.

As we all know that people spend a lot of time on smartphones and devices, and the researcher
were still studying in Finland when he did the research, it is very difficult to collect data from China
using other methods, so it is convenient to choose the online survey tool Forms, it will also be ad-
justed to the appropriate format based on the device the respondent is using. Forms also creates

direct links to surveys and instantly saves all answers for researchers to review.

This thesis plans to collect 100 samples for analysis, because random sampling survey is adopted,
and the final results may be biased. In order to obtain more reliable data, researchers will try to

collect more than 100 samples, so as to minimize the deviation of each data.

In the survey, each respondent was asked to respond to the same set of questionnaire items to
prevent bias. Originally, questionnaires were designed to code and mix specific topics according to
a uniform structure. The data collection process for this study took a considerable amount of time.
This is because the study was conducted in Finland and needed to collect data from China for pro-
cessing, which meant there was a time difference between the two places, given that respondents
had their own schedules, even if they made an effort to get a convenient time. Nonetheless, the
guestionnaires were sent to as many respondents as possible via Chinese social media to facilitate

the procedure for gathering data.

3.3 Data analysis

Early in the data analysis process, exploratory data analysis emphasizes the importance of using
diagrams to explore and understand data. In fact, quantitative research can also be subdivided
into different research methods. For example, you may choose to use survey methods, create and
distribute questionnaires yourself, and process the data collected. You can also choose to use
some publicly available data to research the question you want to explore. You can also use con-

tent analysis to encode the textual content you want to learn. Data that has been digitized and
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standardized and can be analyzed using graphs and statistics is called quantitative data. The im-
portance of using PC data analysis software programs such as SAS, EXCEL, etc. cannot be overem-
phasized. Pie and bar charts can be used to explain the percentage of customers who answered

"yes" or "no" to questionnaire statements (Saunders et al., 2003.)

In this thesis, data is analyzed using Excel, SPSS, Office Word format, and other tools. This data
analysis is primarily concerned with numerical/quantitative data analysis. Host SPSS, an abbrevia-
tion for Statistical Products and Services Solutions (formerly Social Science Statistical Software
Packages), is an integrated system of computer programs used to analyze social science data. It is
the most widely used of the many statistical packages available today for statistical analysis. Its

popularity stems from the following program features:

It provides great flexibility in data formats, it provides users with comprehensive data transfor-
mation and file manipulation procedures, and it provides researchers with many of the statistical

analysis procedures commonly used in the social sciences.

There is no doubt that computers play a significant role in business, education, and all scientific
fields. This reliance has grown to the point where it is impossible to function without extensive
statistical knowledge and at least a basic understanding of statistical software. The capabilities of
SPSS are truly astounding. You can use this package to generate statistics for complex analyses
ranging from simple descriptive numbers to multivariate matrices. Statistics can be plotted in nu-
merous ways, including histograms and scatter plots. Files can be combined, split, and sorted. You
can change existing variables and add new ones. In summary, you can use this package to do

whatever you want with a collection of data (Arkkelin, 2014.)

Prior to analysis, data collected from respondents is prepared. The researcher was interested in
knowing whether the questionnaire was filled out correctly when preparing the data. Encode the
data that needs to be analyzed before you begin. To facilitate analysis of the obtained data, the
data were coded into SPSS software as the data from the questionnaire. This task involves identify-
ing, categorizing, and assigning numeric or character symbols to data in a pre-programmed man-
ner. All responses in this study were pre-coded. They are chosen from a list of options and as-

signed numbers corresponding to specific options. This procedure applies to any early issue that
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necessitates this action. When the data is complete, it is entered into a statistical analysis package,
and the researcher classifies it and extracts frequency distribution tables and graphs using a social
scientist's statistical package and a Microsoft Excel database. The following chapter introduces and

discusses these diagrams.

3.4 Verification of the results

The questionnaire study shifted the emphasis from internal validity to external validity, as well as
from random assignment to a random selection of cases. The goal is frequently to generalize sam-
ple findings to a population rather than to discover causality between variables (internal validity)
(external validity).The most famous example is election surveys. Identify likely groups of voters,
conduct random sampling using more or less sophisticated sampling techniques, and ask respond-
ents about their voting plans, whether they intend to vote, and for whom. Responses are tallied
and various statistical techniques are used to estimate what their responses would look like if the
entire population were polled. The accuracy of the estimates and the margin of error around the

estimates vary in predictable ways with sample size (Vogt, 2011.)

Validity of the research

The validity of quantitative research is evaluated by determining whether the tool can measure
what it is intended to measure. The consistency, stability, and repeatability of results are referred
to as reliability. Reliability testing ensures that results can be obtained consistently under the
same conditions and in different situations. Metrics may be trustworthy, but they are ineffective

(Twycross & Shields, 2004.)

External validity and internal validity are the two types of validity. The validity of an investigation
outside of the study is referred to as its external validity: its generalizability to populations and
across settings. Internal validity in surveys refers to the rigor of measurement: the concepts that

people begin to measure are actually measured (De Vaus, 2001.)

At the beginning of this design, according to the collected literature, this thesis puts forward as-
sumptions about the factors that may affect the research purpose. The literature mainly comes

from books and published academic papers and formulates auxiliary questions to help answer the
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research questions. The questions in this survey are also based on the research hypothesis. The
guestionnaire is distributed after repeated tests. The questionnaire adopts random sampling sur-

vey to ensure that the number of each factor can be evenly distributed.

Reliability

The consistency of measurement is related to reliability. Participants who completed the motiva-
tional tool should have roughly the same response each time they took the test. Although it is im-
possible to provide an accurate reliability calculation, different measures can be used to estimate
reliability (Heale & Twycross, 2015). Different applications need different reliability standards.

When improving reliability, we must realistically evaluate the uncertainty in any quoted estimate

(Crowder et al, 1994).

If a research tool is used by different people or at different times, such as Friday morning and Sun-
day afternoon, it should provide the same information. It is necessary to assess the internal con-
sistency of research tools. The association across all results produced from a single quiz or ques-
tionnaire is referred to as internal consistency. When conducting a study, A sample size of this
study drawn from an interested population should be significant for that community. Finally, a
representative sample should be drawn based on the relevant variables of the study, such as gen-
der and age (Roberts et al, 2006.) It should be noted that, when examining the responses, it was
found that there were significant differences in some of the data, so that some parts of the ques-
tionnaire needed to be supplemented or deleted. As these changes might affect the reliability of
the research, feedback was sought from the supervising professor of this research, whose opinion

was sufficient to resolve the issue.

Objectivity

When our work is accused of being subjective, its status as a source of knowledge fades away like
the setting sun. We make every effort to reduce or eliminate bias. When conducting objective re-
search, objectivity means being fair in certain circumstances and being open to all parties involved
in the debate. In other contexts, objectivity refers to the methods or procedures we use to gather

information; objective testing is one such process. When we think of objectivity, we inevitably
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think of its opposite, secondary judgments, and there is no doubt about which comes first. We
want our opinions to be objective, our methods to be objective, and, most importantly, we want

to know things that are objective (Eisner, 1993.)

The author had to admit that, as a degree student, knowledge of consumer behavior and the
sports business is limited, and lack of appropriate research experience, for the use of some data of
overvalued or undervalued, want to completely avoid prejudice and subjectivity is very challeng-
ing, as a result, there may be some bias in the paper and subjectivity. At the same time, the author
will continue to study these two fields and reduce the influence of prejudice and subjectivity as
much as possible by relying on the relevant literature and the opinions of the supervising profes-

Sors.

4 Results

This chapter will explain the survey results. Firstly, it introduces the results of the background
guestions of the questionnaire, then the results of the impact of the 2022 Beijing Winter Olympic

Games on people's willingness to ski, and finally tests the hypothesis put forward in this paper.

4.1 Survey results

A total of 127 questionnaires were collected. At the beginning of the questionnaire design, it was
intended to investigate the people under the age of 18 and those with primary education in the
education background group, but the number of such people was small in the final collected re-
sults. Therefore, this study will not investigate the people under the age of 18 and those with pri-
mary education, and 123 valid questionnaires will be screened. In addition, in this research, the
results collected by the questionnaire are quite different in terms of the impact of region on skiing
willingness. There are 109 from southern China and only 14 from northern China, but this data is

still involved in the analysis.



Table 1. Descriptive statistic

Variable Category Frequency Percent
Gender Female 62 50.4%
Male 61 49.6%
18-30 50 40.7%
Age 30-45 38 30.9%
elder than 45 35 28.5%
Educational back- secondary education 34 27.6%
ground higher education 89 72.4%
less than 3000 23 18.7%
Income level 3000-5000 24 19.5%
more than 5000 76 61.8%
How did the 2022 Win- Decrease 1 0.8%
ter Olympics affect No change 41 33.3%
your willingness to ski? Increase 81 65.9%

Table 1 shows the results of descriptive analysis of population variables. Among the 123 people,
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49.6% are male and 50.4% are female. People aged 18 to 30 (young people) accounted for 40.7%,

those aged 30 to 45 (middle-aged people) for 30.9%, and those older than 45 (old age people) for

28.5%. In terms of educational background, 27.6% of people have received secondary education

and 72.4% of people have received higher education. The last one is income level. Since this ques-

tionnaire is targeted at Chinese people, the income unit is Chinese yuan per month. People with

an income level below 3000 (low income) account for 18.7%, and people with an income level be-

tween 3000-5000 (middle income) account for 19.5%. People with an income level above 5,000
(high income) accounted for 61.8%. Among the data of the above independent variables, 0.8%

chose to decrease the willingness to ski, 33.3% of the population chose to have no change, and

65.9% of the population chose to increase. Based on this analysis, the basic situation of people ba-

sically meets the requirements of the questionnaire survey for people with different backgrounds.

Analysis results

The goal of this research is to look at how the 2022 Beijing Winter Olympics will affect Chinese

people's willingness to ski. However, as evidenced in the second part of this study's literature re-
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view, there are numerous factors that can influence consumer behavior. To gain a better under-
standing of the impact of 2022 and the Winter Olympics on people, the study will examine the

choices of people from various backgrounds in various skiing intentions.

Table 2. Survey analysis results by gender

Category Count of How did the 2022 Percent
Winter Olympics affect your
willingness to ski?
Male 64
Decrease 1 1.6%
No change 25 39.1%
Increase 38 59.4%
Female 59
No change 16 27.1%
Increase 43 72.9%

Table 2 shows the choice of skiing intention by different genders. Among 64 males, 1.56% chose to
decrease, 39.06% chose no change, and 59.38% chose to increase. Among the 59 women, 27.12%

chose no change, 72.88% chose increase, and none chose decrease.

Table 3. Survey analysis results by age

Category Count of How did the 2022 Win- Percent
ter Olympics affect your willing-
ness to ski?
18-30 50
Decrease 1 2.0%
No change 13 26.0%
Increase 36 72.0%
30-45 38
No change 15 39.5%
Increase 23 60.5%
Elder than 45 35
No change 13 37.1%
Increase 22 62.9%
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Table 3 shows the choice of skiing intention of people by different ages. Of the 50 young adults,
2% opted for a reduction, 26% for no change and 72% for an increase. Among the 30 middle-age
people, 39.47% chose no change, 60.53% chose an increase, and none chose a decrease. Among
the 35 people older than 45, 37.14% chose no change, 62.86% chose increase, and none chose de-

crease.

Table 4. survey analysis results by education backgrounds

Category Count of How did the 2022 | Percent
Winter Olympics affect your
willingness to ski?

Secondary education 34

No change 13 38.2%

Increase 21 61.8%

Higher education 89

Decrease 1 1.1%

No change 28 31.5%

Increase 60 67.4%

Table 4 shows the choice of skiing willingness of people with different educational backgrounds.
Among the 34 people with secondary education, 38.24% chose no change, 61.76% chose to in-
crease, and no one chose to decrease. Among the 89 people receiving higher education, 1.12%

chose to reduce, 31.46% chose not to change and 67.42% chose to increase.



Table 5. Survey analysis results by income level

Category Count of How did the 2022 Winter Percent
Olympics affect your willingness to
ski?
3000-5000 24
No change 10 41.7%
Increase 14 58.3%
less than 3000 23
No change 4 17.4%
Increase 19 82.6%
More than 5000 76
Decrease 1 1.3%
No change 27 35.5%
Increase 48 63.2%
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Table 5 shows the choice of skiing intention for different income levels. Among the 23 low-income

level people, 17.39% chose no change, 82.61% chose increase, and no one chose decrease. Among

the 24 middle-income level people, 41.67% chose no change, 58.33% chose an increase, and none

chose to decrease. Among the 76 high-income level people, 1.32% chose decrease, 35.53% chose

no change, and 63.16% chose to increase.

Table 6. Survey analysis results by area

Category Count of How did the 2022 | Percent
Winter Olympics affect your
willingness to ski?

North China 14

No change 5 35.7%

increase 9 64.3%

South China 109

Decrease 1 0.9%

No change 36 33.0%

increase 72 66.1%
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Table 6 shows people's choice of skiing intention from different regions. Among the 14 people
from northern China, 35.71% chose no change, 64.29% chose increase, and no one chose de-
crease. Among the 109 people from south China, 0.92% chose decrease, 33.03% chose no change,

and 66.06% chose increase.

Table 7. Survey analysis results by people who watch winter Olympics or not

Category Count of How did the 2022 | Percent
Winter Olympics affect your
willingness to ski?

No 22

No change 14 63.6%

Increase 8 36.4%

Yes 101

Decrease 1 1.0%

No change 27 26.7%

Increase 73 72.3%

Table 7 shows the choice of skiing willingness of people who have watched or have not watched
the 2022 Beijing Winter Olympics. Among the 22 people who have not watched the 2022 Beijing
Winter Olympics, 63.64% chose not to change, 36.36% chose to increase and no one chose to de-
crease. Among the 101 people who watched the 2022 Beijing Winter Olympics, 0.99% chose to de-

crease, 26.73% chose not to change, and 72.28% chose to increase.
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Table 8. survey analysis results by people who have skiing experience or not

Category Count of How did the 2022 | Percent
Winter Olympics affect your
willingness to ski?

No 20

No change 34 37.8%

Increase 56 62.2%

Yes 33

Decrease 1 3.0%

No change 7 21.2%

Increase 25 75.8%

Table 8 shows the choice of skiing willingness of people with or without skiing experience. Among
the 99 people who have not experienced skiing, 37.78% chose no change, 62.22% chose to in-
crease, and no one chose to decrease. Among the 33 people who have experienced skiing, 3.03%

chose to reduce, 21.21% chose not to change and 75.76% chose to increase.

4.2 Testing of the Hypotheses

After analyzing the questionnaire data, it can be seen that except for those who have not seen the
Winter Olympics, the increase in their willingness to ski is less than 50%, other factors are all
higher than 50%, but this is not clear It shows that the 2022 Beijing Winter Olympics will have a
direct impact on people's willingness to ski. In this chapter, we will test the hypothesis proposed in
the second chapter of this research, determine whether the hypothesis is accepted or rejected,

and can clearly see the significance of certain factors.

Hypothesis 0

HO. The 2022 Beijing Winter Olympics will increase Chinese people's willingness to ski.

Multiple linear regression analysis was used in Hypothesis 0. To examine the differences in skiing

willingness among people from all backgrounds, to determine whether the 2022 Beijing Winter
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Olympics affected Chinese people's willingness to ski. The final calculation result is F=1.978,
P=0.06>0.05. There is no difference in the willingness to ski among people from different back-

grounds, and the difference is not significant. So, HO is rejected.

Hypothesis 1

H1. The 2022 Beijing Winter Olympics will increase the willingness of different gender to ski.

In this data, (independent sample t test) was used to test the differences in the willingness to ski
by different genders, and to judge whether the different genders affected the willingness to ski. In
the study design, two different independent variables were identified as groups (independent vari-
able; male = 1, female = 2), while (How did the 2022 Winter Olympics affect your willingness to
ski?) was used as the dependent variable. Among them, female N=62 (mean=0.6), male N=61
(mean=0.7), and the final calculated result P=0.2>0.05 indicates that there is no significant differ-
ence in the willingness to ski between samples of different genders, indicating that samples of dif-
ferent genders are in the willingness to ski shows consistency, there is no difference, and there is

no significant difference. Therefore, H1 is rejected.

Hypothesis 2

H2. Will that be different in willingness by income level (low-income level, middle-income level,
high-income level)?

One-way ANOVA was used for this set of data, to test the differences in skiing willingness among
different income level groups and determine whether different income level groups affect skiing
willingness. Three distinct groups were identified as groups in the study design (independent vari-
able; low-income levels below 3000=1, middle income levels 3000-5000=2, high income levels
above 5000=3). Among them, the between-group is 0.9, the within-group is 29.1, the total is 30,
the low-income level N=50 (mean=0.7), the middle-income level N=38 (mean=0.6), and the high-
income level N=35 (mean=0.6 ), the final calculation result is F=1.9, P=0.2>0.05, there is no differ-
ence in the willingness to ski among people with different income levels, and the difference is not

significant. Then H2 is rejected.
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Hypothesis 3

H3. The 2022 Beijing Winter Olympics will increase the willingness of different age groups to ski.

One-way ANOVA was also used in Hypothesis 4. To test the differences in skiing willingness among
different age groups and determine whether different age groups affect skiing willingness. Three
distinct independent variables were identified as groups in the study design (independent varia-
bles; young adults 18-30 = 1, middle-aged 30-45 = 2, people over 45 = 3), while (How did the 2022
Winter Olympics affect your willingness to ski?) was used as the dependent variable. Among them,
the between-group is 0.2, the within-group is 29.8, the total is 30, the young N=50 (mean=0.7), the
middle-aged N=38 (mean=0.5), and the elderly N=35 (mean=0.6), the final calculation result is
F=0.4, P=0.7>0.05, there is no difference in the willingness to ski among different age groups, and

there is no significant difference. So, H3 was also rejected.

Hypothesis 4

H4. The 2022 Beijing Winter Olympics will increase the willingness of people from different areas

to ski.

This data uses (independent sample t test) to test the differences in the willingness to ski among
people in different regions, and to judge whether people in different regions affect the willingness
to ski. In the study design, two different independent variables were identified as groups (inde-
pendent variable; North China = 1, South China = 2), while (How did the 2022 Winter Olympics af-
fect your willingness to ski?) was used as the dependent variable. Among them, N=14 (mean=0.6)
in northern China and N=109 (mean=0.7) in southern China. The final calculated result
P=0.95>0.05 indicates that there is no significant difference in the willingness to ski among sam-
ples from different regions, indicating that the samples showed consistency in skiing willingness,

and there was no difference or significant difference. Therefore, H4 is rejected.

Hypothesis 5



36

H5. The 2022 Beijing Winter Olympics will increase the willingness of people with different educa-
tional backgrounds to ski.

Hypothesis 5 also used an independent sample t test to test the differences in the willingness to
ski among people with different education levels, and to judge whether people with different edu-
cational backgrounds affect the willingness to ski. In the study design, two different independent
variables were identified as groups (independent variable; secondary education level = 1, higher
education level = 2), and (how did the 2022 Winter Olympics affect your willingness to ski?) were
used as dependent variable. Among them, the secondary education level is N=34 (mean=0.6), the
higher education level is N=89 (mean=0.7), and the final calculated result p=0.7>0.05 indicates
that there is no significant difference in the willingness to ski among samples of different educa-
tion levels, indicating that Different samples showed consistency in skiing willingness, and there

was no difference or significant difference. Therefore, H5 is rejected.

Hypothesis 6

H6. The 2022 Beijing Winter Olympics will increase the willingness of the people who watch or did
not watch the Olympics to ski.

Hypothesis 6 uses one-way ANOVA, mainly to test the difference in the willingness to ski between
people who have watched the 2022 Beijing Winter Olympics and those who have not watched the
2022 Beijing Winter Olympics. Two distinct independent variables were identified as groups in the
study design (independent variables; no=0, yes=1). Among them, the between-group is 2.2, the
within-group is 27.8, and the total is 30. No N=22 (mean=0.3), yes N=101 (mean=0.7), and the final
calculation result is F=9.60, P= 0.002<0.05. Those who saw or did not see the 2022 Beijing Winter
Olympics showed a difference in their willingness to ski, while those who watched the 2022 Beijing

Winter Olympics showed a significant difference. So, H6 is accepted

Hypothesis 7

H7. The 2022 Beijing Winter Olympics will increase the willingness of the people who have earlier

skied.
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Hypothesis 7 uses one-way ANOVA, mainly to test the difference in the influence of skiing willing-
ness on people with or without skiing experience. Two distinct variables were identified as groups
in the study design (independent variables; no=0, yes=1), and (how did the 2022 Winter Olympics
affect your willingness to ski?) were used as dependent variable. Among them, the between-group
is 0.3, the within-group is 29.7, and the total is 30. No N=90 (mean=0.6), yes N=33 (mean=0.7), and
the final result is F=1.1, P=0.3> 0.05, which means that the samples of people with and without
skiing experience showed consistency in skiing willingness, no difference, and no significant differ-

ence, so H7 was rejected.

5 Discussion

5.1 Main findings of the results

The purpose of this research was to investigate the impact of the 2022 Beijing Winter Olympics on
people's willingness to ski. Since the Winter Olympics is still held in the context of the spread of
the Covid-19 virus, it means that the restrictions prevent spectators from being able to attend the
event. Watching the game makes people unable to feel the essential changes brought about by

the Beijing Winter Olympics in a short time, and this is the significance of this study.

In the previous chapter, the hypothesis proposed in the research was tested and the results (ac-
cepted/rejected) were obtained, and the research questions of this research were answered ac-

cording to the test hypothesis results.

Will the 2022 Beijing Winter Olympics affect Chinese people's willingness to ski?

The researchers divided the backgrounds of different groups of people to analyze whether the
2022 Beijing Winter Olympics will affect the willingness to ski of people from different back-
grounds, including gender, age, education, income level, region, whether they have skiing experi-
ence, whether they have seen it or not. Having seen the Beijing Winter Olympics, the final test re-
sults show that the hypotheses of other backgrounds are rejected (there is no significant
difference) except the hypothesis that the people who watch or did not watch Beijing Winter
Olympics is accepted. From this, we can answer the research questions. Whether people who have

watched the 2022 Beijing Winter Olympics can increase their willingness to ski, and whether a
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Winter Olympics can create a rich Winter Olympics legacy and bring long-term and positive bene-
fits to the host. This is why so many countries one of the important goals of being willing to spend
a lot of money and time preparing for a major event. The same is true for the 2022 Beijing Winter
Olympics. This is not only a sports feast presented on the screen, but also an invitation letter to

China's desire to drive 300 million people to participate in ice and snow sports.

5.2 Practical implications of the results

The research focuses on the research on consumer behavior and sports business. The practical sig-
nificance of researching consumer behavior has many aspects. For the Chinese market in the era
of big data, any social and network news may have an impact on consumer behavior. In short, in
the Chinese market in the 21st century, more and more emphasis is placed on the subjectivity,
specificity and sensibility of consumers, so the psychological grasp of consumer behavior is more
and more important. Every year, many enterprises blindly carry out product innovation, but do not
carry out preliminary consumer research, so that the product fails to accurately meet the con-
sumer demand, resulting in the separation of the new product from the consumer demand of the
target market. This is an important factor that makes the company's new product promotion un-
successful. The results of this paper show that the 2022 Beijing Winter Olympics can promote peo-
ple's willingness to ski, which means that there are many potential customers in the Chinese ski
market now, and it is hoped that the ski market can take advantage of the popularity of the Winter

Olympics to attract more skiers.

5.3 Evaluation results based on literature

There has been a significant amount of research done on the impact of the Olympic Games on the
legacy of sports participation. However, there has not been a lot of research done on the Chinese
winter sports market. According to a paper discussing the potential impact of watching the 2012
Olympics on spectators' sports motivation, watching the games may have a positive impact on
sports motivation, at least in the short term (Boardley, 2013). The London 2012 Olympics repre-
sents a positive way, can promote certain types of groups on a regular basis to participate in
sports and sports activities in the organization, in this case, the consciousness related to the 2012

Olympics in London and motivation factors, under the background of a particular organization to
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participate in the project with specific groups of sports and physical activity is associated with in-

creased participation although weak (Chen & Henry, 2016.)

Meanwhile, the findings of a paper investigating whether the 2000 Sydney Olympics increased
physical activity among Australian adults suggest that, while the legacy of the Sydney Olympics is
visible through new infrastructure and other urban improvements, its impact on physical activity is
unclear. Evidence of level effect remains elusive. The Olympic legacy of a more active community
may remain rhetoric rather than reality in the absence of a multi-year comprehensive and well-

funded physical activity promotion plan (Bauman et al., 2015.)

5.4 Limitation of the research

The author have only studied the areas of consumer behavior and sports business for four years,
and this is the first time an independent academic study has been conducted, so the author
acknowledge that knowledge about the research topic may not be sufficient, but the researcher

conducted an extensive literature review to ensure the validity of the study.

The researcher conducted a thorough review of the literature to determine the validity of the find-
ings' generalizations. Based on these empirical questions, hypotheses for the questions were de-
veloped, careful methodologies were studied, and SPSS software was used to test the data's ap-

plicability, yielding invalid and accurate results.

For the questionnaire survey, the research used a random sampling survey of 123 samples to com-
pare and evaluate the impact of the Winter Olympics on people's willingness to ski. However, due
to the lack of collection for specific groups, some data were not representative, so this part of the
data was deleted, but this does not affect the final research results. Still, many other factors influ-
ence people's willingness to ski. The study only provides a possible general view of the contribu-

tion of the variables studied to the Chinese ski market.

The study was completed by the author alone, so due to the limited research time, the data collec-
tion and literature search were not extensive enough, and the research was not deep enough, but

errors and biases were minimized as much as possible. In the following more in-depth study
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gained more knowledge about consumer behavior and sports business, the author admits that this

paper may be biased and subjective.

5.5 Suggestions for future research

This research is to study the impact of the 2022 Beijing Winter Olympics on Chinese people's will-
ingness to ski, and the results also show that the 2022 Beijing Winter Olympics can increase peo-
ple's willingness to ski, but this is only a psychological study, do they want to take part in the sport
of skiing? As can be seen from the survey data in this article, 72% of people have never experi-
enced skiing, and People are drawn to sports for a variety of reasons, including pleasure and emo-
tional wellbeing. To break free from the routine of life and work, one can remove tiredness and
loneliness by having participated in sports activities. However, alpine skiing has a certain thresh-
old, which is affected by climate change, the higher difficulty of entry, higher cost, etc., so future
research should focus on researching a comprehensive survey of sports consumers at the micro-
level, studying how to receive information from the direct environment, how to learn, memorize
and store this information, analyze how they form and change individuals' attitudes towards prod-
ucts and themselves, conduct market segmentation, and target specific groups of people to partic-

ipate in skiing.

Second, from the literature review in the second chapter of this paper, we can see that consumer
behavior is inextricably linked to services and products. In today's competitive market environ-
ment, when companies study consumer behavior, they not only focus on attracting new consum-
ers, but also try to establish and develop long-term relationships with existing consumers. There-
fore, it is vital to understand not only how customers obtain items and services, but also how they
consume them and dispose of them after usage. Because of the customer's consuming experience,
the manner in which the consumer disposes of the old product will influence the consumer's sec-
ond purchase, i.e., it will have a direct impact on the long-term connection between the firm and
the consumer. Considering the late start of the Chinese ski market. The services and facilities in all
aspects are not perfect, this may lead to a poor consumer experience and generate a large num-
ber of one-time consumers. New kinetic energy has become sustainable kinetic energy. Don’t just
take advantage of the “winter” wind of the Olympics. Long-term planning should be required to
maintain the momentum of today’s skiing consumption so that the ice and snow economy can de-

velop faster, and more people can experience downhill ski of happiness.
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Appendices

Appendix 1. Survey in English

1. Gender
* Male
* Female
2. Age
e 18-30
e 3045

* Elderthan 45
3. What is your educational background?
* Secondary education
¢ Higher education
4. Yourincome?
* Less than 3000
e 3000-5000
*  More than 5000
5. Where are you live in China?
* North China
* South China
6. Did you watch Beijing 2022 winter Olympics?
* Yes
* No
7. Have you ever experienced skiing?
* Yes

* No
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