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Abstract

A mega sports event is expected to bring immediate and long-term impact
on the host country’s economy. In this study, we explore one of the pos-
sible long-term outcomes of the Jakarta-Palembang 2018 Asian Games
in the tourism sector by estimating the factors influencing the intention
of its international spectators and participants in spreading positive word-
of-mouth (WOM) about Indonesia to their respective relatives, friends,
and colleagues after the event. Based on the face-to-face survey con-
ducted during the event, there were 1,914 usable responses from interna-
tional athletes, country officials, committees-sport federations, journal-
ists, and spectators. The results show that the respondents were more
likely to spread positive WOM if they were male, had never traveled to
Indonesia, had the experience of participating in other international sports
events, were relatively older, had long periods of stay in Indonesia during
the visit, and participated in the event as a non-athlete. Furthermore, sat-
isfaction with the provisions of facilities, including venues, food and ac-
commodations, telecommunications and internet access, easy match
scheduling, safety and security, information services, and transportation
arrangements, had positive effects on their intention to spread positive
WOM, although only the last two factors were statistically significant.
This paper also discusses the policy and academic implications of the
findings.

Keywords: asian games; sports tourism; satisfaction; word-of mouth;
Indonesia.

INTRODUCTION

Background

valued at USD800 billion globally (Orbis
Research, 2018) and predicted to have an
annual growth of 36% prior to the pan-

Sports tourism, another sector in the
international travel and tourism business
that includes travel for either observing or
participating in sporting events, shows a
significant development. The industry was

http://ojs.unud.ac.id/index.php/eot
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demic (Technavio Research, 2020). This
sector initially involves the activity of ob-
serving or participating in sports events or
simply touring sports attractions while vis-
iting a tourist destination (Deply, 1998).
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However, a more recent definition signifies
that sports tourism does not automatically
transpire in a tourist site (Schwark, 2007).
The mega sports events fit better into this
newer definition since most of them are or-
ganized and held in certain venues dedi-
cated to sports. Overall, sports tourism is
divided into three classifications: visits to
sports attractions, attendance at sports
events, and active participation.

Unsurprisingly, the last few decades
have proven sports events to be an im-
portant segment within sports tourism
(Roche et al., 2013), with sports competi-
tions or events as the primary product in
the spectator sports market (Fullerton and
Mertz, 2008). It can be observed that there
has been a steady increase in active partic-
ipation in competition, both formally and
informally, as teams and as individuals,
over the years. The rising number of com-
petitions, tournaments, and leagues in var-
ious sports disciplines leads to the in-
creased number of participants and partici-
pation frequency, proving their contribu-
tion to supporting the development of the
segment (Fullerton and Mertz, 2008).

Observed from the perspective of
the economy, the main focus of concern of
sports events is their impacts and benefits,
specifically the immediate and future tan-
gible and intangible impacts and benefits.
To better understand the economic impact
and benefit of a sporting event, we ana-
lyzed the events separately based on their
three main stages, namely pre-, during-,
and post-event stages. The pre-event stage
consists of preliminary actions in preparing
the events, including preparation of the
venue, provision of public amenities, and
stimulation of private sector investment,
which can directly and indirectly yield eco-
nomic impacts (Baade & Matheson, 2004;
Davis, 2012; Muller et al., 2016; Solberg &
Preuss, 2007).

In the during-event stage, the partic-
ipants and tourists, both international and
domestic counterparts, generate economic
impacts through their consumption of local
products and services, such as food and
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beverages, souvenirs, and sporting goods
which are essentially purchased by the par-
ticipants, as well as leisure-related services
such as transportation, accommodation,
and restaurant services, which are required
by tourists (Case, Dey, Hobbs, Hoolachan,
& Wilcox, 2010; Case, Dey, Lu, Phang, &
Schwanz, 2013; Preuss, 2005; Sato, Jor-
dan, Kaplanidou, & Funk, 2014). Through
the consumption of goods and services,
businesses can generate increased revenue
that simultaneously creates multiplier ef-
fects in the context of profits and employ-
ment for the upstream industries.

For the post-event stage, it includes
the long-term economic implication of the
event, including positive impact through
the promotion of the travel and tourism
sector, an increased number of jobs in the
tourism sector, and a lessened seasonal im-
pact on the number of visitations (Fourie &
Santana-Gallego, 2011; Kasimati, 2003;
Ritchie & Adair, 2004). Therefore, gener-
ally, the economic gains generated by
sports events are comparatively greater
than the benefits produced by non-sports
events, as each stage of the sports events is
able to induce more economic activities
compared to the non-sports events (Man-
zenreiter, 2002; Dayan, 1992; De Moragas,
1996).

Previous studies found that, in the
long term, sports events may generate par-
ticularly positive economic impacts, start-
ing from growing tourism activities and in-
creased tourism-related employment, im-
provement of destination image, develop-
ment of new infrastructure, improvement
of public welfare, expansion of inward in-
vestment, and upgraded experience in host-
ing events (Roche et al., 2013; Kasimati,
2003; Muller et al., 2016; KPMG, 2018).
With many sports fans living outside the
hosting cities, sports events can induce a
positive impact on the tourism sector
within the host cities and their surrounding
areas. This is also mentioned in Ritchie and
Adair (2004), where sports events are said
to help in increasing visitation to the re-

lated region, improving the image of the
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hosting location or destination, and reduc-
ing tourism seasonality.

In the course of the 1996 Centennial
Olympic Games in Atlanta, for instance, in
addition to 3.5 billion people of 214 coun-
tries watching the Games on television, ap-
proximately two million people were rec-
orded to directly visit the host city. This re-
sulted in a substantial rise in the tourism in-
dustry of the host city (De Knop and Stand-
even, 1999). Consequently, sports events
are regarded as relatively efficient to en-
gage the attention of worldwide spectators
to visit or merely learn more about the host
city as a result of the fairly substantial me-
dia branding or value that these events
bring (Chalip et al., 2003; Chalip et al.,
2005; Green et al., 2003; Roche, 2002;
Ritchie and Smith, 1991; Xing and Chalip,
2006). It is hoped that sports events catch
the attention of official partners and spon-
sors in addition to drawing the interest of
foreign tourists and media. Vico et al.
(2018) revealed that the main beneficiaries
of the 2014 FIFA World Cup in Brazil in-
clude FIFA and their business partners,
such as Coca-Cola, McDonald’s, Bud-
weiser, and Visa. This observation has led
to intense competition among cities and
countries to be able to host large sports
events in an attempt to benefit from the po-
tential economic impact generated from
the spending incurred by visitors and the
increased opportunities to engage future
investors and visitors.

Sports events are also said to pro-
duce a demand-stimulating effect that oc-
curs in the hosting country’s tourism from
the pre-event, during-event, and post-event
(Muller et al., 2016). As observed in many
cases, an increasing number of tourists and
tourists’ length of stay emerged as a result
of the demand-stimulating effect. Sports
events are also found to improve the image

of the hosting region or destination and
eventually raise the number of visitors
(Roche, 2013). Meanwhile, Fouri and San-
tana-Gallego (2011) further explained that
mega-sport events can be used to promote
tourism; however, the magnitude of the im-
pact may vary as it is determined by the
type, the timing (peak season or off-sea-
son), and the countries participating in the
event.

Hence, economic development can
be triggered by the increase in economic
activities, and the impact can continue long
after the event is completed. The long-run
impact of sports events may occur when
tourists from the event revisit the host area,
and the exposure of the area through the
media reporting the event may prompt new
tourists to come. If the initial exposure is
managed well, the potential for sustainable
tourist city development can be realized.

This study specifically observes the
long-term economic impact of the 2018
Asian Games held in Jakarta and Palem-
bang, Indonesia, through increasing future
tourist’s visitation and stronger country
image affected by positive word-of-mouth
spread by international spectators and par-
ticipants.vThis continental multi-sports
event is held every four years as part of the
official agenda of Olympic Council of Asia
(OCA) and involves all countries in Asia.
Indonesia was selected as the host country
for the event in 2018, or officially named
the 18" Asian Games Jakarta-Palembang
2018. The event was held in three prov-
inces, namely DKI Jakarta and South Su-
matra as the host regions and West Java as
the supporting region, from August 18 to
September 21.

The 18" Asian Games Jakarta-Pa-
lembang 2018 was considered to be the
largest Asian Games in history, with
11,478 athletes from 45 countries in Asia

1 The 2018 Asian Games Indonesia was mainly hosted by actually took place not only within the city of Jakarta and
two cities, Jakarta and Palembang and supported by several Palembang, but also in their surrounding municipalities
regencies in West Java Province. Jakarta is the capital of (greater area). For the sake of simplicity, in the remainder of
Indonesia, officially known as Capital Special Region (Dae- this article Jakarta refers to DKI Jakarta Greater Area and
rah Khusus Ibukota) Jakarta while Palembang is the capital West Java while Palembang refers to Palembang Greater
of South Sumatera Province. The matches during the event Area and South Sumatera Province.
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competing in 465 events and 40 types of
sports. The number of athletes participat-
ing in the event surpasses the previous se-
ries of events, including the 2014 Asian
Games in Incheon (South Korea), the 2010
Asian Games in Guangzhou (China), and
the 2006 Asian Games in Doha (Qatar),
and was comparable to 11,238 athletes
competing in the 2016 Summer Olympics
in Rio de Janeiro (Brazil). In addition to the
hundreds of OCA officials and representa-
tives of international sports federations for
each branch of sports, there were 1,149
country officials from the participating
countries that joined in the 2018 Asian
Games.

Furthermore, approximately 13,000
local committees were involved in ensur-
ing the successful run of the event, com-
prising the Indonesia Asian Games Organ-
izing Committee (INASGOC) and its vol-
unteers, excluding community organiza-
tions and task forces from various govern-
ment institutions assisting in realizing the
Games. The event was deemed successful
in attracting worldwide attention, includ-
ing not only Asian-based media but also in-
ternational media across the globe. The
event also engaged approximately 79,000
international tourists visiting Indonesia
specifically to watch the matches. Taking
the magnitude of the 2018 Asian Games
into account, estimating its impact on the
economy is a crucial matter. The magni-
tude of the economic impact of a sports
event on the host country is a typical qual-
ity to measure the success of the host coun-
try in hosting the event. It can serve as a
reference to help the government plan sim-
ilar events in the future.

The medium- and long-term effects
of the 2018 Asian Games include improved
branding of the image of Indonesia to the
whole world, which is expected to draw
more foreign tourists to Indonesia. The
2018 Asian Games may have a positive im-
pact on future tourist visits through at least
three channels: improved image and infor-
mation about Indonesia on the interna-

tional stage; revisits of the international
http://ojs.unud.ac.id/index.php/eot

participants and spectators for tourism pur-
poses; and positive word-of-mouth recom-
mendations made by the international par-
ticipants and spectators to their respective
colleagues and families.

This study offered fivefold contribu-
tions. First, this study estimates the eco-
nomic impact using microdata obtained
from face-to-face interview in the course of
the event, rather than using macrodata and
an aggregate-level approach (as previously
conducted by Haddad and Haddad, 2010;
Daniels et al., 2004; Lee and Taylor, 2005).
Second, this study adds to the particularly
inadequate study on the 2018 Asian
Games, which has received insufficient at-
tention with the exception of studies by
Revindo, et al., (2021) that examined the
determinants of international visitor spend-
ing, Revindo, et al., (2019) that elaborated
the probability of revisitation, and Wikarya
(2022) that looked at the impact of the
event on local businesses.

LITERATURE REVIEW

Attendees’ Characteristics, Experience,
Expectations, and Event Satisfaction
The primary factor that may entice
sports tourists to return to a country that
hosted sports events is their overall experi-
ence. Zhang et al. (2014) deemed a positive
experience from attendance at sports
events a critical indicator of the likelihood
that sports fans will attend future events.
Additionally, Shonk (2006) demonstrated
that the quality of sport tourism perceived
by tourists provides a considerable impact
on their satisfaction levels. Furthermore,
satisfaction plays a crucial role in deter-
mining whether tourists are willing to re-
visit a sports event or a specific area. Zhou
(2015) stated the five factors accounting
for the experience that the tourists expect
to obtain from sports events: efficiency and
enjoyment, knowledge, authenticity, so-
cialization, and comfort. Such experience
could also be obtained from activities
(Palrao and Filipe, 2017; Kurtzman & Zau-
har, 1997; Hinch & Hugham, 2001) and
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people (Hinch & Higham, 2001; Gammon
& Rawshaw, 2013). Other studies discov-
ered that such experience also originated
from the location and interaction with the
place (Palrao and Filipe, 2016; Standeven
& Knop, 1999; Weed and Bull, 2004).

The cultural background and herit-
age of sports tourists also influence tour-
ists’ satisfaction and experiences. Zhou
(2015) conducted a study on the behavior
of tourists in the course of the ATP Masters
1000 in Shanghai, differentiating between
two groups: Chinese (local) tourists and
foreign tourists. The results indicate that
both groups had distinct attitudes toward
evaluating the services quality, satisfaction
levels, and future intentions to revisit the
hosting city.

Medium-term and Long-term Potential
Impact: Behavioral Intention

Viglia et al. (2016) suggest that
Word-of-Mouth (WOM) is the act of shar-
ing a consumer's experience with other
consumers. According to Wang et al.
(2017), WOM is a valuable source of infor-
mation that can assist individuals in evalu-
ating the quality of a service, obtaining in-
formation about a service, and, in turn, in-
fluencing their intention to use it.

Tourist Characteristics

Stabler (1995) specifies that certain
characteristics, including age, gender, edu-
cation level, occupation, and social class
have an impact on the perception of an in-
dividual regarding particular locations.
Perceived Environmental, Perceived
Quality, and Perceived Value

Perception refers to a process
through which individuals opt for, sort out,
and make sense of incoming information to
form an image. This process is not solely
dependent on a specific stimulus; it is also
influenced by stimuli that are generally as-
sociated with the environment and the
characteristics and circumstances of an in-
dividual. As a result, the processes of per-

ception regarding certain  attention,
http://ojs.unud.ac.id/index.php/eot
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distortion, and retention may differ from
one individual to another (Kotler et al.,
2000).

Walmsley and Jenkins (1992) con-
ducted a study on various resorts in Aus-
tralia and discovered that the image of cer-
tain locations perceived by tourists varied
based on the gender and age of the tourists.
However, Baloglu (1997) discovered sta-
tistically insignificant relationships be-
tween the image of the United States per-
ceived among German tourists and demo-
graphic variables such as gender, educa-
tion, and income. Baloglu and McCleary
(1999) later revealed that the age and level
of education of the tourists can influence
their perception of the image of different
tourist destinations. Similarly, Stern and
Krakover (1993) observed that the level of
education of tourists led to a substantial
variation in their perceived image of a city.
Examining the visual impact of tourism ad-
vertisements on the perception of image,
MacKay and Fesenmaier (1997) discov-
ered that age and marital status had no ef-
fect, while gender and income level did
show statistically significant differences.
Finally, Chen and Kerstetter (1999) found
that the gender and family status of the
tourists had a significant impact on their
perceived image of Pennsylvania as a rural
tourist destination.

Previous empirical studies have
mostly looked at how cultural factors affect
how tourists see a destination based on
their geographical origin. Studies by Chen
and Kerstetter (1999) and Calantone et al.
(1989) revealed a correlation between the
image perceived by tourists and their home
countries. Likewise, Ahmed (1991) dis-
covered that the residential region among
North Americans significantly influences
their perceived image of Utah. However, it
is important to note that nationality is not
equal to society which establishes its own
social organizations and that the concept of
culture is more closely tied to society than
to a state or country of origin.
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Satisfaction, Perception, Salience, and
Loyalty

Simpson & Siguaw (2008) define
salience as a transient mental state that be-
comes a significant component of one's
self-concept. In the context of destination
branding, salience, along with perceived
brand image and quality, is used to meas-
ure destination brand equity, which can
lead to brand loyalty (Boo et al., 2009;
Konecnik, 2010; Lim and Weaver, 2014).
Increased satisfaction with a destination
can lead to higher levels of brand loyalty,
which, in turn, can attract more customers
in the future (Akroush, 2012; Kim et al.,
2013). The intention of the tourists to re-
visit and recommend a destination to others
reflects their level of brand loyalty (Opper-
mann, 2000; Faullant et al., 2008). Brand
loyalty as stated by Pike et al. (2010) indi-
cates the level of attachment of a tourist to
a destination, which is measurable by vis-
its, intention to visit, and word-of-mouth
referrals. The importance of customer sat-
isfaction as a determinant of loyalty has
been widely recognized in relation to the
availability of destination image (Sou and
Wu, 2008; Alexandris et al., 2008). In ad-
dition, word-of-mouth has been identified
as one of the most significant forms of loy-
alty, as recommendations from others can
attract new customers (Faullant et al.,
2008).

Brand salience has been emphasized
as a result of effective advertising (Ehren-
berg et al., 2000), and the role of brand sa-
lience has been discussed in the brand
management literature (Keller and Davey,
2001; Romaniuk, 2002; Pike et al., 2010).
Salience indicates the capacity of a product
to be highly noticeable against its environ-
ment or background (Guido, 1998), and it
is associated with the accessibility of

http://ojs.unud.ac.id/index.php/eot

beliefs in long-term memory. The concept
of salience has not been specifically exam-
ined in relation to local attractions. Ob-
served from the perspective of destination
branding theory, awareness is a pivotal fac-
tor in positive brand decision-making (Kel-
ler, 2003; Kapferer, 2004).

METHODS

Analytical Framework

The extant literature discussed in the
previous section provides the building
blocks to analyze the determinants of posi-
tive WOM intention after a sports event.
Based on the extant literature, Figure 1
shows the analytical framework used in
this study. International participants and
spectators of sports event’ intention to
spread positive WOM about the host coun-
try (Indonesia) is affected by three groups
of determinants. First, several socio-demo-
graphic factors are expected to affect
WOM intention, including individual char-
acteristics such as age and gender as well
as prior knowledge and information about
the host country (Indonesia). The second
group of determinants is the tourist-spe-
cific factors, including previous experience
in participating in an international sports
event, length of stay during the event in In-
donesia, event location (whether in DKI
Jakarta or Palembang Greater Areas), and
event visitation purpose (whether as a com-
peting athlete, officials, or spectators). Fi-
nally, satisfaction with the event is ex-
pected to positively affect WOM intention,
including the perception of the provision of
various event-related services and facilities
by the organizing committee (perceived
performance) and the perception of the
host cities' public services and people (per-
ceived values).

256 e-1SSN 2407-392X. p-ISSN 2541-0857


http://ojs.unud.ac.id/index.php/eot

E-Journal of Tourism VVol.10. No.2. (2023): 251-274

Tourist-specific factor
(previous event experience,
length of stay, event
location)

Intention to
spread
positive

WOM about
host country
>

Socio-demographic factor
(knowledge and
information, individual
characteristics)

Event satisfaction
(perceived performance,
perceived values)

Figure 1. Analytical Framework of the Intention of Sports Event Participants and Spec-
tators to Spread Positive WOM Data

This study employed primary and secondary data. The latter was comprised of a
population list of five respondent groups: International Athletes (IAs), Foreign Country
Officials (COs), International Journalists (1Js), International Spectators (1Ss), and Olym-
pic Council of Asia officials and International Sports Federations representatives (OCA-
IFs). However, only the lists of 1As, COs, and OCA-IFs were provided by the Indonesian
Asian Games Organizing Committee (INASGOC). These population lists served as the
sample frame from which primary data was collected.

Primary data were collected using a structured questionnaire through face-to-face
surveys conducted from August 19 to September 4, 2018 in various locations, including
event venues, athlete's village (AV) in Jakarta and Palembang, and various cities in the
Province of West Java, which co-hosted the games. The survey employed different sam-
pling methods based on the respondent category. The survey on International Athletes
(1As) and Foreign Country Officials (COs) applied a proportional sampling method based
on home country. The quota sampling method was used for International Journalists (1Js)
and International Spectators (ISs), and the respondents were conveniently surveyed until
the highest number of respondents from a country was reached in the absence of a popu-
lation list. Due to the difficulty in organizing the appointments, the survey on represent-
atives of Olympic Council of Asia officials and International Sports Federations (OCA-
IFs) employed the convenience sampling method. Table 1 provides the population num-
ber of each respondent category and the sample obtained from the survey, resulting in a
total of 1,914 completed and usable responses.
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Table 1. Population and Sample of International Respondents Based on Type

Type of Respondents Total Population Respondents
International Athletes (1As) 11,300 1,268
Foreign Country Officials (COs) 1,149 261
International Journalists (1Js) 5,000 121
International Spectators (1Ss) 78,854 218
Olympic Council of Asia & International Unknown 46
Sports Federation Representatives (OCA-

IFs)
Total 1,914

Note: The population of 1As and COs from 44 participating nations (excluding Indonesia) and
IJs referred to INASGOC. The population of ISs referred to Widyasanti et al. (2019).

The structured questionnaire used in
this study comprised five main sections.
The first section aimed to collect general
information about the respondents, includ-
ing their names, nationalities, ages, gen-
ders, and contact details. The second sec-
tion sought information on the arrival and
departure dates of the respondents to and
from Indonesia, their experience in attend-
ing or participating in international sports
events, and their previous visits to Indone-
sia. The third section focused on the re-
spondents' total expenditure during their
stay in Indonesia, including a breakdown
of spending on different goods and ser-
vices. The fourth section of the question-
naire was dedicated to evaluating the or-
ganization of the 2018 Asian Games, with
questions about the respondents’ satisfac-
tion levels concerning transportation ar-
rangements, food and accommodation,
safety and security, match schedules, infor-
mation services, telecommunications, in-
ternet access, local culture (including local
people, hospitality, and culinary offerings),
and hosting cities (public utilities, traffic,
and landscapes). Finally, the last section of
the questionnaire explored the respondents'
behavioral intentions, including their in-
tention to return to Indonesia in the future
for tourism purposes as well as their will-
ingness to spread positive word-of-mouth
about Indonesia. For the COs and OCA-
IFs, there were additional questions about

http://ojs.unud.ac.id/index.php/eot

whether they have the intention to support
and vote for Indonesia should it bid on any
future international sports event. For the
COs, there was another question about
whether they have the intention to use In-
donesia as the training camp for their re-
spective sports teams.

Before the event, drafts of question-
naire were tested on Indonesian athletes
and sports federations. Afterward, the
questionnaires were converted into a Com-
puter-Assisted Personal Interview (CAPI)
program, allowing a monitoring of the sur-
vey progress by the team in real-time. The
CAPI system also enabled the team to offer
immediate feedback to the enumerators,
record voices, and verify the survey loca-
tion coordinates.

Data Analysis
Descriptive

The dependent variable is qualita-
tive and has a limited range of categories.
The dependent variable y; is a binary
choice of whether the international at-
tendees will spread positive WOM about
Indonesia to their respective colleagues
and relatives after the event, comprised
will recommend Indonesia or will not rec-
ommend Indonesia. Therefore, to predict
the probability of respondent i in spreading
WOM, we employ the binary logit regres-
sion model, given a given set of independ-
ent variables (tourist-related variables,
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psychographic factors, and socio-demo-
graphic variables), which is summarized as
follows:

P, = E(WOMINTENT; = 1) =

1+e~%i
To explain this equation further,
WOMINTENT; = 1 for ‘Yes’ and 0 for
‘No’; in which P; = the estimated probabil-
ity of respondent i in providing positive

WOM (higher value of P; implies higher
probability of spreading positive WOM),
and Z is a vector of independent variables,
consisting of socio-demographic variables,
tourist-specific variables, and event satis-
faction. The summary of the independent
variables used in the analysis, along with
their expected sign, is presented in Table 2.

Table 2. Definition and Expected Signs of the Independent and Control Variables

Variable Description P_rlorl
Sign

Socio-demographic Variables

Age Age of the respondent at the time of the survey +

Male Gender of the respondent (1 for male; 0 for otherwise) +

Experindo Past visit experience of the respondent to Indonesia (1 for ‘at -
least once’; 0 for ‘never’)

ASEAN The respondent’s country of origin (with 1 indicating ASEAN; +/-

0 for Non-ASEAN)

Tourist-specific Variables

Jakarta The venue location in which the respondent was interviewed (1 +/-
for Jakarta; O for Palembang)

LOS Duration of stay of the respondent in days +

Experevent Past visit experience of the respondent to an international sports -
event (1 for ‘at least once’; 0 for ‘never’)

D_CO Respondents belong to the ‘Country Officials’ category (1 for +/-
CO respondents, 0 for otherwise)

D_IS Respondents belong to the ‘International Spectators’ category +/-
(1 for IS respondents, 0 for otherwise)

D_1 Respondents belong to the ‘International Journalists® category +/-
(1 for 1J respondents, 0 for otherwise)

D_OCA Respondents belong to the ‘Olympic Committee of Asia & In- +/-
ternational Federation’ category (1 for OCA respondents, 0 for
otherwise)

Event Satisfaction

RTICT The evaluation of respondents of telecommunication and inter- +
net networks (Likert scale of 1-4, 1 for ‘very poor’ and 4 for
“excellent’)

RTTRANS The evaluation of respondents of transportation arrangements +
(Likert scale of 1-4, 1 for ‘very poor’ and 4 for “excellent’)

RTSAF- The evaluation of respondents of safety and security (Likert +

SEC scale of 1-4, 1 for ‘very poor’ and 4 for ‘excellent’)

RTINFO The evaluation of respondents of the provision and access to +
information (Likert scale of 1-4, 1 for ‘very poor’ and 4 for "ex-
cellent’)

RTCUL The evaluation of respondents of the local culture (Likert scale +
of 1-4, 1 for ‘very poor’ and 4 for ‘excellent’)

RTCITY The evaluation of respondents of the cities of Indonesia (Likert +
scale of 1-4, 1 for ‘very poor’ and 4 for "excellent’)
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RESULTS AND DISCUSSION

Respondents’ Background and Experi-
ence

Table 3 presents the total responses
obtained from each respondent category
based on their region of origin. The sample
of each respondent category was spread
across every sub-region in Asia, although
comparing across sub-continents is not

within the scope of this study. It is im-
portant to note that respondents from be-
yond Asia were also included in the survey,
considering that the 2018 Asian Games
also drew the attention of spectators and
journalists outside Asia. Furthermore, sev-
eral country officials and OCA-IFs’ offi-
cials were hired professionally and origi-
nated from non-Asian countries.

Table 3. Obtained Sample by Type of Respondents and Regions

Variable Description

1As

COs

1Js

ISs

OCA-
IFs

South East Asia (Ma-
laysia, Singapore, Thai-
land, Brunei Darussalam,
the Philippines, Vietnam,
Cambodia, Laos, Myan-
mar, Timor Leste)

304

67

27

49

11

East Asia (China, Japan,
South Korea, Hong
Kong, Macau, Mongolia,
North Korea, Taiwan)

377

68

37

85

15

South Asia (India, Sri
Lanka, Pakistan, Bangla-
desh, Afghanistan, Ne-
pal, Bhutan, Maldives)

189

42

22

28

gg'j'r']rt‘) Central Asia (Uzbeki-

stan, Afghanistan, Ka-
zakhstan, Kyrgyzstan,
Tajikistan, Turkmeni-

stan)

165

19

Middle East (Saudi Ara-
bia, Syria, Lebanon, Pal-
estine, Jordan, Iraq,
Yemen, Iran, Oman,
United Arab Emirates,
Qatar, Bahrain, Kuwait

233

62

17

Outside Asia (Europe,
America, Africa, Aus-
tralia & Oceania)

10

45

11

Total

1,268

261

121

218

46

Average Age (year)

24.77

42.05

38.57

345

50.22

Gender (%) Male

61.4

84.7

85.9

59.6

71.4

Female

38.6

15.3

141

40.4

28.6

First Time Yes

72.4

59.8

70.3

60.6

36.7

to Indonesia No
(%)

27.6

40.2

29.8

39.4

63.3

First Time Yes

34.7

54

32.2

50

10.2

to Interna-
tional Event No
(%)

65.3

45

67.8

50

89.8

Source: Survey data
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According to Table 3, IAs and OCA-
IFs had the youngest and oldest average
ages of 24.77 and 50.22 years, respec-
tively. There were more males than fe-
males in all respondent types. For the ma-
jority of respondents, the 2018 Asian
Games was their first-time visiting Indone-
sia, with the exception of OCA-IFs’ offi-
cials. Conversely, most respondents had
prior experience attending international
sports events, with the exception of COs
and ISs.

Satisfaction with the Event

International attendees’ satisfaction
with the 2018 Asian Games is crucial for
their word-of-mouth referral behavior in
the future. Hence, the impression that they
had regarding the event needs to be taken
into account and evaluated. Considerable
room for improvement in transportation
and traffic management was perceived by
a significant number of respondents, as
shown in Figure 3 (a). Except for OCA-
IFs, the ‘excellence’ responses were still
less than ‘good’ in other groups, especially
for 1Ss and 1Js. Special transportation ser-
vices were provided for event-related ac-
tivities of OCA-IFs, 1As, and COs, which
resulted in higher satisfaction levels re-
garding transportation arrangements for
these groups. On the other hand, 1Js were
less satisfied with transportation arrange-
ments, as their duties involved frequent
mobility between venues. Meanwhile, ISs
encountered transportation problems be-
cause they had no special arrangements
provided by the organizing committee.

According to the survey, the major-
ity of respondents were satisfied with the
food and accommodation provided by the
organizing committee, although there were
some complaints about the limited food op-
tions and small room sizes in the athlete
village, particularly from 1As and COs (as
shown in Figure 3 (b)). It should be noted
that the organizing committee had different
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arrangements for food and accommoda-
tions based on the type of attendee. OCA-
IFs officials were accommodated in nearby
hotels, while COs and 1As mostly stayed at
the athlete village, except for those com-
peting at venues outside the cities. On the
other hand, IJs and ISs had to make their
food and accommodation arrangements in-
dependently.

Improvements also demanded safety
and security assurance (Figure 3 (c)). Ex-
cept for OCA-IFs’ officials and IAs, there
were more respondents who rated ‘good’
than ‘excellence’, especially for ISs and
1Js. In the future, demand for safety will be
even more crucial for any country hosting
the event given the COVID-19 pandemic
outbreak that began in 2020. The safety
standard will not only cover accident risks
but also health risks, while the global
health standard requirements will certainly
increase as well.

Figure 3 (d) reveals that respondents
perceived that the event could have done a
better job of giving out information like
flyers, booklets, and information counters.
While more respondents rated the infor-
mation provision as ‘good’ than ‘excellent’
across all types of respondents, it is notable
that 1Ss and 1Js encountered more prob-
lems accessing information. More than
15% of them rated the access to infor-
mation as ‘poor’ or ‘very poor’.

Figure 3 (e) illustrates that the tele-
communications and internet services re-
ceived the highest number of complaints
compared to other evaluated aspects.
While most respondents rated the services
as ‘good’, some compared them unfavora-
bly to those in their home countries. Con-
sequently, while the majority of respond-
ents expressed satisfaction with the ser-
vices during the event, a significant per-
centage of respondents in each group were
dissatisfied. IJs assigned the lowest ratings,
with almost 20% of them rating the ser-
vices as ‘poor’ or ‘very poor’.
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Figure 2. International Attendees’ Evaluation of the 2018 Asian Games
(Source: Authors’ calculation based on survey data)

View towards Indonesia

Figure 4 (a) shows that at least 97%
of respondents in each category stated
‘like’ or ‘really like’ the culture of Indone-
sia (the local people, hospitality, and cui-
sine). This indicates that Indonesia was

http://ojs.unud.ac.id/index.php/eot

262

quite successful in selling and developing
its cultural aspects and images during the
event. International respondents generally
had a positive perception of Indonesian cit-
ies (public service, traffic, and view), as
shown in Figure 4 (b), with at least 73% of
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respondents in every category stating that
they either ‘like’ or ‘really like’ them.
However, the percentage of respondents
conveying dislike is relatively high, with
respondents  admitting  dissatisfaction
reaching at least 10% in each category.
This implies that the host cities need to im-
prove their provisions to meet global prac-
tices and standards to guarantee that the

international attendees are comfortable
during their stay. It is also interesting to
note that the 1Js showed the highest dis-
pleasure (21.19%) and provided poor re-
views of traffic or transportation, consider-
ing their need for punctual and proper
transportation services to be able to per-
form their tasks.

(a) Culture (People, Hospitality, and Cuisine)

70%
60%

X
50% § < § 'o\o\
° o0 <
a0% 3 5 s 3 e
~ n
30% 2 o
20% R R EJES ) R X ] ¥
0% ® 9 o S = 8 8 S8
o o o o o - o o o o
0%
1A Cco IS 1J OCA & IF
Really Dislike Dislike m Like Very Like
(b) Cities (Public Service, Traffic, and View)
70%
60%
50% § <
40% & " BN 2
o o\c 0\0 — ) N
30% ~ 5 B o B Y N B
N «Q ™ ﬁ © o~ ~ 0 —
20% < D < o x - 3 S X 9
0% N & @ 2 5
4 3 \ !
— - ~ ~
0%
1A Cco IS 1J OCA & IF
Really Dislike Dislike m Like Very Like

Figure 3. International Respondents’ Opinion on Indonesia
(Source: Authors’ calculation based on survey data)

The perception of international re-
spondents towards the cities and culture of
Indonesia carries out an essential role of
shaping the impact of the 2018 Asian
Games in the long run, specifically in the
tourism sector. Therefore, the experience
of participating in or attending the event
may potentially alter the perception of
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international respondents towards Indone-
sia. In general, most international respond-
ents (88% in each respondent group)
changed their view of Indonesia in a posi-
tive way after experiencing the 2018 Asian
Games (see Figure 5). Upon closer exami-
nation, it is found that a small percentage
of respondents did not experience a change
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in their opinion towards Indonesia after
participating in or attending the 2018 Asian
Games. Specifically, 12.38% of ISs re-
spondents and 11.36% of surveyed OCA-
IFs officials did not perceive any change.
Furthermore, a small number of OCA-IFs
respondents (4.55%) was reported to
change their opinion in a negative manner,
which is lower than other categories. Nev-
ertheless, the overall result remains posi-
tive, in which the country officials are the
respondent group with the highest percent-
age (91.45%) reporting a positive change
in opinion towards Indonesia. This indi-
cates that the 2018 Asian Games positively
influence the perception of Indonesia
among most international respondents.

X
> x X
ES in

1 IS OCA & IF

100%

88%
86%
84%

80%

60%

40%

12%
11%

20%

X
—

I 91%
8%
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1%
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4%

0%
co 1A

M Positive Negative Not Change

Figure 4. Change of Opinion of the Inter-
national Respondents on Indonesia
(Source: Authors’ calculation based on
survey data)

Word-of-Mouth Intention

Table 4 presents the chi-square and
frequency tests of the variables used to fig-
ure out whether or not the international re-
spondents would recommend Indonesia as
a place to visit to their colleagues and rela-
tives. The results reveal that male respond-
ents, those who had never visited Indonesia
before the 2018 Asian Games, those who
had participated in international sports
events previously, older respondents, and
those who stayed longer in Indonesia were
more likely to give a positive reference to
Indonesia. On the other hand, there was no
significant difference in the proportion of
respondents who were unwilling to recom-
mend Indonesia based on their hosting city
or country of origin.

The table provides information on
the willingness of international respond-
ents to promote Indonesia as a tourist des-
tination to family and friends after their ex-
perience at the 2018 Asian Games. The re-
sults indicate that the proportion of positive
responses varied across respondent groups,
with the lowest percentage of 87% for 1As
and the highest percentage of 100% for
OCA-IFs officials. Overall, it can be con-
cluded that the majority of international re-
spondents were willing to recommend In-
donesia as a tourist destination based on
their positive experience at the 2018 Asian
Games.

Table 4. Summary Statistics of Willingness to Give Positive Reference

Positive Reference Total (S:t:.lt-sq.
Varia- c .
bles ategories Yes No
n % n % N %
Female 566 87% 83 13% 649 100% 7.353*
Gender x
Male 1156 91% 112 9% 1268 100%
Loca- Palembang 461 91% 47 9% 508 100% 0.641
tion Jakarta 1261 89% 148 11% 1409 100% '
Cfountry Non-ASEAN 1339 89% 159 9% 1498 100% 1465
0 :
Origin ASEAN 383 91% 36 9% 419 100%
Previous  Never 558 92% 50 8% 608 100%
Visit to 3.700*
Indonesia At least once 1164  89% 145  11% 1309  100%
Never 1052 89% 131 11% 1183 100% 2.747*
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' Positive Reference Total gt:it—sq.
Varia- .
bles Categories Yes No
n % n % N %
Previ-
ous In-
e At least once 670  91% 64 9% 734  100%
Sports
Events
Int. Athletes 1099  87% 169  13% 1268  100%
Types nt, Country Ot 549 95% 12 5% 261  100%
of Re- 41.933
spond- Int. Spectators 210 96% 8 4% 218 100% ekk
ents Int. Journalists 115 95% 6 5% 121 100%
OCA-IFs 49 100% 0 0% 49 100%
Below 19 137 84% 26 16% 163 100%
19-25 638 88% 88 2% 726 100%
26-30 363 88% 48 2% 411 100%
é‘f’oeup 31-40 280 94% 18 6% 208 1000  2851°
41-50 144 95% 8 5% 152 100%
51-60 110 95% 6 5% 116 100%
Above 60 50 98% 1 2% 51 100%
0-7 days 380 89% 45 11% 425 100%
8-14 days 789 89% 97 11% 886 100%
'(;f’;?;; 15-21 days 445 90% 50 10% 495 100%  7.985*
22-28 days 66 96% 3 4% 69 100%
>28 days 42 100% 0O 0% 42 100%
Source: Authors’ calculation based on survey data.
Furthermore, hosting the 2018 Asian
Games offered Indonesia the opportunity 89% 97%
to boost its global image and pave the way
for future international sports events. The
positive evaluation of OCA-IFs’ officials,
who will play a key role in making deci-
sions regarding future events, could further 11% 3%
amplify this potential. As depicted in Fig-
ure 6, both OCA and IF officials, as well as co OCA & IF
foreign COs, expressed a willingness to HYes ®No

provide a positive recommendation for In-

donesia as a host for single- or multi-sport ~ Figure 5. Willingness to Recommend In-
events in the future. These results indicate donesia as a Future International Sports
a promising outlook for Indonesia's future ~ Event Host (Source: Authors’ calculation
as a host of international sports events. based on survey data)
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82%

18%

Yes No

Figure 6. The Willingness of Country
Officials to Recommend Indonesia as a
Training Location for Their Respective
Teams (Source: Authors’ calculation
based on survey data)

Moreover, a significant majority of
international CO respondents expressed
their willingness to endorse Indonesia as a
training location for their national teams,
as illustrated in Figure 7. These respond-
ents pointed out that many of the country's
sports facilities, like the velodrome for cy-
cling, already meet the necessary interna-
tional standards. Furthermore, the hot cli-
mate in Indonesia can be advantageous for
athletes seeking to enhance their endurance
by coping with heat stress.

Estimation Results

Table 5 displays the results of the lo-
gistic regression analysis on the probability
of international respondents providing a fa-
vorable recommendation of Indonesia to
their colleagues and relatives back in their
home countries. The dependent variable is
binary, in which “No” responses are as-
signed a value of 0 while “Yes” responses
are assigned a value of 1. The results indi-
cate that the ratings provided by respond-
ents to several factors, including transpor-
tation arrangements, the availability of in-
formation, and their general assessment of
the cities in Indonesia (at a significance
level of 10%), significantly influence their
inclination to recommend Indonesia in a
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positive manner to their immediate circle.
Such a positive relationship demonstrates
that higher perceived ratings of these fac-
tors lead to a higher probability of respond-
ents giving positive recommendations to
their close associates back home.

Visitors consider transportation as
an essential aspect that influences their
likelihood of giving a positive recommen-
dation about Indonesia to their friends and
relatives back home. This is particularly
important because visitors may need to
travel frequently during their stay in Indo-
nesia. Additionally, how easy it is for tour-
ists to get information, such as through in-
formation desks, booklets, flyers, and
boards, is also a key factor in whether or
not they will give a good reference. As the
respondents were unfamiliar with the des-
tination, access to information was critical
for them to locate basic necessities and
tourist attractions.

Among the various ratings, the rat-
ing of Indonesian cities had the most sig-
nificant impact on how likely tourists were
to recommend Indonesia to their close as-
sociates back home. The estimation results
highlight the needs to improve public ser-
vices, reduce traffic congestion, and multi-
ply tourist spots in the cities of Indonesia
to enhance the perceptions of the tourists of
the said cities. This, in turn, can improve
the overall image of Indonesia and increase
the likelihood of tourists providing positive
referrals to their close ones back home.

Once again, it is possible that these
ratings serve as a proxy for the level of en-
joyment experienced by tourists during
their stay in Indonesia. As Koo (2017) has
suggested, the level of enjoyment during
their stay may motivate tourists to promote
the host country and encourage other po-
tential tourists to visit. Therefore, improv-
ing the quality of the aforementioned as-
pects could provide substantial benefits to
Indonesia's tourism sector in the long term.
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Table 5. Binary Logistic Regression of Positive References to Indonesia

Number of obs. 1684

LR chi(2) 83.91

Prob. > chi2 0.000

Pseudo R2 0.0807

Log-likelihood -477.7213

Referral Odds Ratio Marginal Effect Std. Err z P>|z|
male 1.135 0.010 0.207 0.690 0.489
age 1.002 0.000 0.012 0.140 0.887
asean 1.123 0.009 0.255 0.510 0.611
los 1.012 0.001 0.016 0.760 0.448
jakarta 0.770 -0.021 0.160 -1.250 0.210
experindo 0.830 -0.015 0.177 -0.880 0.380
experevent 1.122 0.009 0.210 0.610 0.539
rttrans** 1.422** 0.028** 0.195 2.560 0.010
rtsafsec 1.168 0.012 0.191 0.950 0.340
rtinfo* 1.299* 0.021* 0.203 1.680 0.094
rtict 1.130 0.010 0.154 0.900 0.371
rtcul 1.206 0.015 0.209 1.080 0.280
rtcity*** 1.491*** 0.032*** 0.218 2.740 0.006
d_CO*** 3.274*** 0.094*** 1.356 2.860 0.004
d_IS*** 4.424%** 0.118*** 1.849 3.560 0.000
d_1J*** 4.118*** 0.112%** 2.093 2.790 0.005
Constant*** 0.066*** - 0.055 -3.260 0.001

Source: Authors’ calculation based on survey data

Note: Dependent variable: Categorical values, in which 1 = ‘Yes’ (giving a positive reference to Indonesia)
and 0 = ‘No’ (unwilling to provide a positive reference).

(*), (**) and (***) represent 10%, 5% and 1% significance levels, respectively.

OCA respondents were excluded from the regression analysis due to a lack of variation in their responses
(none said that they are unwilling to provide a positive reference to Indonesia).

Another important finding from this
study is that the type of international re-
spondent has a significant influence on
how likely they are to give positive refer-
ences about Indonesia. The results suggest
that foreign COs, ISs, and IJs are more
likely to give positive references about In-
donesia than IAs. This could be due to the
different levels of enjoyment experienced
by these respondent groups, as interna-
tional athletes have less free time to enjoy
their stay in Indonesia outside of the ven-
ues where they train and compete. Their
schedule is typically packed with training
and matches, which may limit their oppor-
tunities for leisure activities such as sight-
seeing in the host cities. Moreover, the
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athletes have the lowest total average al-
lowances compared to other types of re-
spondents, which limits their ability to
make additional purchases for tourism or
leisure purposes.

These factors may have contributed
to the relatively low enjoyment level of in-
ternational athletes during their stay in In-
donesia, which may have led to a lower
likelihood of giving positive referrals. The
group of respondents with the highest like-
lihood of giving positive referrals were the
ISs, with being an international spectator
increasing the probability of giving posi-
tive referrals about Indonesia by 11.8%
compared to international athletes on aver-
age. This may be because these spectators
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had a more flexible schedule during their
stay in Indonesia, allowing them to allocate
more time for leisure activities and poten-
tially increasing their enjoyment level and
likelihood to give a positive reference
about Indonesia back home.

CONCLUSION

This study investigates the potential
impact of the 2018 Asian Games on the
tourism and sports tourism of the host
country (Indonesia) in the medium and
long run. More specifically, this study at-
tempts to evaluate the satisfaction per-
ceived by the international participants as
well as spectators with how the event was
organized and how the level of satisfaction,
along with experience and individual char-
acteristics, affects their intention to spread
positive WOM about Indonesia to their
colleagues and relatives back home. The
survey results indicate that the majority of
international respondents viewed the 2018
Asian Games as a success, despite ac-
knowledging the need for improvements in
several areas such as food and accommo-
dation, venues, match schedules, transpor-
tation, safety and security, telecommunica-
tions, internet access, and information ser-
vices. In addition, the respondents held
positive perceptions of the host cities, in-
cluding public utilities, traffic, and land-
scapes, as well as developed notably favor-
able views towards the culture of Indone-
sia, including the people, hospitality, and
culinary offerings.

Unsurprisingly, more than 80% of
all types of international respondents
changed their views toward Indonesia in a
positive way. Further, 89% of foreign COs
and 97% of OCA-IFs officials expressed
their intention to support Indonesia should
it bid for a future sports event, either single
or multiple events. More than 82% of for-
eign COs expressed their intention to pick
Indonesia for training camps for their re-
spective teams. Finally, at least 84% of in-
ternational respondents across gender, age

group, type, location of the survey, home
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country, a past visit to Indonesia, duration
of stay, and previous experience in interna-
tional sports events expressed their inten-
tion to spread positive WOM about Indo-
nesia to their respective colleagues and rel-
atives. However, referring to the estima-
tion results, the factors that considerably
affect the WOM intention of the respond-
ents are satisfaction with the provision of
information, transportation arrangements,
and views towards the host cities. Further,
COs, ISs, and 1Js respondents have a sig-
nificantly higher probability of giving pos-
itive WOM than international athletes.
Several policy implications are ob-
tained based on the findings of the study.
First, in order to increase the probability of
international participants and spectators’
intentions to spread positive WOM, the
host country needs to ensure a high stand-
ard of provision for venues, accommoda-
tions, food, telecommunications and inter-
net access, safety and security, as well as
match schedules, and specifically consider
the transportation arrangements as well as
the provision of information services (in-
formation counters, flyers, and booklets).
Second, the host cities should ensure the
quality of public services and traffic man-
agement, as well as organize short trips for
international participants and spectators to
visit various nearby tourist attractions.
Third, despite the host country generally
paying more attention to ensuring the con-
venience of the athletes as the main actors
of the event, attention towards officials,
journalists, and traveling spectators should
not be overlooked. These improvements
are not solely the responsibility of the host
country's federal and city government
agencies but also of the private sectors
partnered to co-organize the event.
Furthermore, the findings of this
study present several academic implica-
tions for future research. First, they reaf-
firm that sports events may have a potential
long-term positive effect on the host coun-
try, and thereby, event impact analysis may
consider both the short- and medium-term

and long-term horizons. Second, despite
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the fact that some deterministic models
such as 10, social accounting matrix, and
CGE can capture potential direct and indi-
rect economic impacts in the long-term
through several rounds of the multiplier ef-
fect, they cannot capture the long-term ef-
fects caused by visitors’ loyalty, which in
turn enhance the host country’s tourism.
Hence, future studies on visitors’ satisfac-
tion and behavioral intentions can comple-
ment the economic impact analysis stimu-
lated by visitors’ spending during the
event.

However, future studies can also be
carried out based on the limitations of this
current study. First, this study only cap-
tures the intention to spread positive
WOM,; its actual impact on future tourist
visits remains to be confirmed. This study
was carried out with the presumption that
athletes, officials, and journalists can be
potential effective endorsers due to their
high profiles and public exposure. How-
ever, future studies carried out on tourists
arriving in Indonesia may investigate to
what extent their decision is affected by
positive WOM or a strong image of Indo-
nesia due to the 2018 Asian Games. Sec-
ond, this study incorporates a previous visit
to Indonesia as one of the independent var-
iables but did not specifically measure their
perception of Indonesia prior to their arri-
val at the 2018 Asian Games. Future stud-
ies may include this question in the survey
by which a more robust difference-in-dif-
ference can be carried out.
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