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Editor’s Note 

SMR 
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On behalf of the Editorial Board, it is my great pleasure to present 

Volume 20 of the Asian Sport Management Review (ASMR). 

 

This is the first issue published under the current editorial team 

following the transition from the previous Korea-based team led by Dr. 

Woong Kwon. I sincerely thank Dr. Kwon and all members of the 

successive editorial teams who have contributed to the development of 

ASMR over the years. 

 

This volume features four articles reflecting the breadth of sport management research in Asia. 

The first examines student-athlete support systems in Japan and the United States, emphasizing 

well-being and career development. The second investigates alumni donations to Japanese 

university sport clubs and identifies motivations and constraints shaping donation intentions. The 

third reviews factors influencing revisit intentions in sport event tourism, including destination 

image, event characteristics, cultural influences, and satisfaction. The fourth synthesizes research 

on social media marketing in the Asian sport industry, highlighting its role in brand building and 

the strategic use of multiple platforms. 

 

Asia’s diversity in culture, language, social institutions, and sporting environments generates 

distinctive research questions and provides an important setting in which to examine existing 

theories and models. Research from Asia can therefore offer valuable insights to the international 

sport management community. ASMR plays a central role in strengthening the academic value and 

international presence of the Asian Association for Sport Management. We will continue to 

promote rigorous research with theoretical and practical relevance, and I encourage researchers 

from Asia and beyond to consider ASMR as a venue for their work. 

 

Finally, I offer my deepest appreciation to the reviewers, Editorial Board members, and everyone 

involved in the publication process. In particular, I sincerely thank Dr. Mika Takezawa, Managing 

Editor, for her exceptional dedication and support. 

 

I hope this volume stimulates new perspectives, dialogue, and collaboration across the Asian and 

international sport management communities. 

 

Sincerely yours, 

 

 

Daichi, Oshimi Ph.D.  

 

Editor-in-Chief 

Asian Sport Management Review
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A Comparative Study of Well-Being, Career Development, and the 

NCAA; Implications for Japanese University Student-Athlete 

Support Systems 

 

Clement Williams1)*, and Ebbe Daigo2) 

Graduate School of Comprehensive Human Sciences, University of Tsukuba 1) 

Institute of Health and Sport Science, University of Tsukuba 2) 

Abstract 

The Japanese University Sport landscape is evolving with the example of the United 

States’ National Collegiate Athletic Association (NCAA) in mind. This review highlights the 

establishment of the Japan Association for University Athletics and Sport (UNIVAS) as a 

pivotal initiative both aiming to better support Japanese student-athletes and to enhance the 

prominence & profitability of collegiate sports in Japan. These transformations will present 

both new opportunities and challenges for student-athletes. 

With these goals for university sport in mind, this review explores well-being and career 

development as budding areas of research. These domains offer methods for operationalizing 

the complex needs of student-athletes as they pursue “dual careers” in athletics and academics. 

Undertaking a comparative analysis of support systems in Japan and the United States, 

this narrative review highlights the critical role of well-being and career development in the life 

of a student-athlete. By exploring the integration of well-being frameworks into the Japanese 

and sporting context, the review underscores the growing recognition of the need for student-

athlete centered support systems. The current research suggests strategies for enhancing career 

development, including the implementation of comprehensive support programs, policy 

development, and ongoing research to adapt international frameworks into local contexts. 

Furthermore, the NCAA is itself undergoing seismic shifts, with recent legally-imposed 

alterations to the system carrying indeterminate implications for university sport’s future and 

the dual-career balance of student-athletes. 

These changes have important ramifications for Japanese University Athletics as they 

highlight how its developing structures should be shaped to proactively accommodate and 

prepare for issues such as amateurism versus professionalization, the balance between 

academics and sport, and beyond. 

 
* CRMWBusiness@gmail.com, s2226084@u.tsukuba.ac.jp 
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Ultimately, this review overviews the university sport landscape in Japan and 

contextualizes it with global examples. As such, it provides actionable insights for further 

research and initiatives to improve support systems for Japanese student-athletes, intending 

their academic and athletic success in preparation for future career transitions. 

 

Keywords 

Student-Athlete, Well-Being, Career Development, Japanese University Athletics, 

Support Systems, UNIVAS, NCAA, House Settlement 
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Introduction 
 

 

Background 

The landscape of college sports in Japan has been evolving rapidly over the last decade, 

driven by domestic desires to boost the sports industry, inspired by the American National 

Collegiate Athletic Association, (NCAA). The Japanese Ministry of Education, Culture, Sports, 

Science and Technology (MEXT) has recognized the potential of university athletics to 

contribute to national growth, aligning it with the Japan Revitalization Strategy (Matsuo & 

Matsumoto, 2021). Previously Japan’s sports culture has historically been associated with its 

educational system through the bukatsu-do club system, originally focused on military-minded 

physical fitness and later incorporating Western sports (Todaka et al., 2023). Under modern 

scrutiny the bukatsu-do system has faced criticism for its strict social hierarchies and insular 

function (Todaka et al., 2023). Historically mirroring these trends, the university Taiikukai 

system, similar in issues due to volunteer coaching and extracurricular status, has also faced 

scrutiny (Kasahara, 2022). Inspired by the NCAA, Japan’s MEXT and Japan Sports Agency 

(JSA) established the Japan Association for University Athletics and Sport (UNIVAS) (Matsuo 

& Matsumoto, 2021; Kasahara, 2022). This new organizational initiative sought to better 

formalize and monetize collegiate sports in Japan, representing a shift from the traditional 

characteristics and shortcomings of the Taiikukai system. 

UNIVAS aims to enhance the prominence and profitability of collegiate sports in Japan, 

better promoting the product and boosting its reach, to achieve a status more comparable to 

high school baseball’s summer Koshien or soccer’s winter Kokuritsu tournament. Moreover 

crucially UNIVAS’ primary goals include providing a more structured, safe, and supportive 

environment for student-athletes (Nippon Sport Science University, n.d.).  So, with that goal in 

mind, as UNIVAS aims to remodel the Japanese sports environment for an estimated 174,952 

college student-athletes in Japan, universities and organizations alongside UNIVAS must 

provide necessary support mechanisms to aid these athletes in their career development (Yahiro 

& Hagiwara, 2019). 

 

The NCAA 

This review explores the role of UNIVAS in Japanese university sport and the 

importance of support systems for university athletes. Therefore, with UNIVAS’ explicit 

raison d’être and inspiration arising from the example of the NCAA—even consultation 
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involving American administrators like former NCAA president Mark Emmert—the NCAA 

is of particular interest to the Japanese university sport landscape. 

Crucially, it is therefore important to discuss core components of the NCAA: its origins, 

the basics of how it operates and interfaces with university sport in the United States, and the 

recent transformative changes it has experienced. 

As a terminology note, as the name NCAA suggests, when referring to university sport 

in the USA, the terms “College/Collegiate Athletics” or “college sports” are frequently used 

and thus these terms will be used interchangeably throughout this review paper. 

When discussing college athletics in the United States, it is important to outline the 

relevant bodies and administrative agencies responsible. Collegiate athletics in the United 

States are predominantly structured around the NCAA, an organization which regulates and 

supports conditions for student-athletes: enforcing academic standards and providing career 

development programs amongst other services (NCAA, 2023-2024 bylaws). This NCAA 

model reflects a much higher comparative state of formalization, institutionalization, and 

oversight regarding university athletics as compared to Japan or anywhere else in the world. 

Much like UNIVAS, the NCAA’s origin is itself tied into the safety and welfare of 

students participating in university sport. The necessity for an organizing body resulted from 

growing concern over the serious injuries and even fatalities plaguing early American 

collegiate football. At the behest of then US president Theodore Roosevelt, meetings between 

university administrators led to the establishment of the NCAA in 1906 (Miller, 2011.) 

Today’s NCAA splits its membership into three divisions, with each level governed by 

different regulations related to the provision of athletic scholarships and other expenditure. Its 

top level, NCAA Division I, is the most high-profile and highest revenue generating division 

of college sports in the world. 

However, this success has been paralleled by controversies and in recent years the 

NCAA has experienced dramatic structural transformations regarding the matters of 

amateurism, eligibility and transfers, as well as compensation. The latter is highlighted by the 

transformational National Collegiate Athletic Association v. Alston Supreme Court case in 

2021, which permitted student-athletes to be compensated for the first time (NCAA v. Alston, 

2021). Since then, this trend has only accelerated, having culminated in the House v. NCAA 

settlement: which as of a June 2025 court ruling dictated that schools can now directly pay 

their players and that former players were entitled to damages for loss of endorsement money 

under the previous amateurism rules (House v. NCAA, 2025). 
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Implications for the Research 

Japan’s university sports evolution has entailed learning from the NCAA to address its 

previous systemic issues. However, adopting elements of the NCAA model necessitates not 

only building out further institutional administrative support and resources, but anticipating 

issues and evolutions the NCAA system has experience. 

Given this connection between their organizational vision’s, the array of recent NCAA 

developments such as Name, Image, and Likeness (NIL) deals and the House Settlement, 

present profound downstream implications for the reimagined Japanese university sport 

system and its athletes. In view of these potential challenges, it is paramount that all 

institutions involved ensure adequate support for student-athletes: both academically and 

athletically. This dual-career achievement is the ultimate goal and its requisite support is a 

crucial aspect of university athletics, and therefore the chief interest of this paper. 

With that in mind, this review paper examines the interconnectedness of well-being, 

career development, and university sport to overview the situation of Japanese student-

athletes and examine what the literature suggests concerning how they might be better 

supported. 

As previously noted, the collegiate athletics framework that Japan seeks to emulate has 

undergone significant transformations in recent years. The introduction of Name, Image, and 

Likeness (NIL) policies in the NCAA has fundamentally altered the landscape of college 

sports in the United States, alongside changes in transfer and conference policies and revenue-

driven realignments. The recent settlement of the House v. NCAA lawsuit, which facilitates 

direct payments to collegiate athletes, further disrupts—if not upends—traditional 

understandings of student-athlete relationships with their institutions (House v NCAA). These 

seismic shifts highlight the need for ongoing research and awareness for countries like Japan 

that are modeling their systems after the American example. 

So, as Japan continues to refine its college sports systems, this paper poses that in 

proposing student-athlete supports, practitioners must consider what the uncertainties of the 

unstable NCAA landscape suggest for revenue growth’s effect on student-athletes well-

being and dual-career development. This review thereby charts the global university sports 

ecosystem and identifies potential areas for further research, particularly in the Japanese 

context. By understanding the intersection of well-being and career development, this paper 

aims to provide actionable insights for improving the support systems for student-athletes, 

ensuring their academic and athletic success. 

The primary questions driving this research hereby are: As Japanese university 
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athletics evolves, how do we measure and promote success beyond revenue-based outcomes 

for student-athletes? What strategies can Japanese institutions implement to enhance student-

athletes’ career development? How can universities best prepare student-athletes for future 

career success? This review will explore the comparative support systems for university 

athletics in Japan and the USA, particularly from the perspectives of well-being and career 

development. 
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Methodology 
 

 
Scope and Focus 

This literature review originates from its interest in improving the lives of Japanese 

student-athletes. It outlines aspects of the Japanese university sport system and in doing so 

follows its parallels with that of the United States’ NCAA, deriving useful implications and 

lessons for Japanese university sport practitioners and researchers’ seeking to support student 

athletes. This review examines well-being and its utility as an instrument for measuring 

athlete’s health outcomes: physical and especially psychological. It then follows the 

importance of career development as the representation and realization of student-athletes’ 

educational pursuits, alongside their athletic career. Examining where the two meet suggests 

where their overlap can be further studied to develop increased understanding of student-

athletes’ needs.  

 

Theoretical & Practical Significance 

This paper adds to the comparative research of the Japanese and American university 

sport systems. It addresses how recent policy developments in the NCAA context will have 

ramifications for student-athletes that Japanese practitioners should likewise be aware of for 

their potential relevance to an evolving Japanese system modeled after the NCAA. The 

Review paper also explores the importance of well-being and career development—and their 

connection— in developing support for student-athletes in a university athletic context. It also 

outlines practical and policy suggestions for university sport administrators and practitioners 

to better support university student-athletes. 

 

Defining Key Concepts 

Well-Being 

While Well-being is a multifaceted concept: it is defined to include dimensions of 

physical health, subjective experience, and human flourishing. In the context of Psychological 

well-being, it is often characterized by scholars as encompassing both hedonic aspects (i.e., 

pain & pleasure) and Eudaimonic aspects (i.e., purpose, meaning, and self-actualization), 

(Ryff et al., 2008). 
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Career Development 

Career development is defined as building a vocational identity with a realistic 

assessment of professional capabilities (Esters et al., 2013). Which is to say career 

development is the process by which individuals gain skills, knowledge, self-awareness, and 

experiences necessary to make informed decisions about their future careers and successfully 

complete the transition into the workforce. Career development in university students 

involves career exploration, person-environment fit, goal setting, social/prosocial/work 

readiness, self-regulated learning, and the utilization of emotional and instrumental support 

(Sung, 2013). 

 

Student Athlete & Dual-Career 

A student-athlete pursuing a dual-career is a student participating in varsity/elite sport 

while simultaneously pursuing an education. 

 

Methods 

This paper reflects a narrative literature approach to reviewing the literature, allowing 

for a broad synthesis of the varying segments of research on student-athlete well-being and 

career development’s relevance to Japanese university athletics. The narrative literature 

review approach is characterized by outlining and discussing the academic landscape of a 

specific topic or theme from a theoretical and contextual point of view, crucially providing 

readers with “up-to-date knowledge” about a specific topic or theme (Rother, 2007). 

Structurally, according to Rossella Ferrari’s widely cited paper on the process of writing 

narrative reviews: such reviews “may be organized in a chronological order, with a summary 

of the history of research when clear trends are identified, or presented as a conceptual 

framework” (Ferrari, 2015). This paper balances aspects of both approaches: as it incorporates 

a chronological lens in articulating the evolution of research in the disciplines of well-being 

and career development, while conceptually organizing and delineating the findings in 

relevant topical subcategories for the benefit of the reader.  

This literature review was conducted using multiple databases and sources, including 

Google Scholar, Web of Science, ResearchGate, and the University of Tsukuba’s online 

research repository Tulips. Specific keywords and search terms included’student-athlete well-

being,’ ‘career development,’ ‘Japanese university athletics,’ and were generally collected 

from English language sources. However understanding the potential limitations of English 

only results, Japanese papers with an English abstract notwithstanding, the queries of 
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Japanese terms such as ‘Taiikukai’ (体育会), ‘bukatsu’ (部活), and other related queries were 

also used. As necessary Boolean operators such as AND, OR, and NOT were used to refine 

the searches in order to incorporate varying analogous or related terminology such as “college 

athletics” and “university sport”. Articles were excluded from the paper when only 

tangentially relating to the relevant themes or timeframe. 

 

Conceptual Framework 

As Japan reconfigures its university athletics system, a growing global focus has turned 

to athlete mental health and holistic well-being, particularly since the COVID-19 pandemic. 

In the United States, where college sports have long been institutionalized, comprehensive 

assessments of student-athlete well-being began in earnest with the NCAA’s 2020 initiative, 

coinciding with the global COVID-19 pandemic (Sato, 2023). The imposed hiatus upon 

organized team activities amidst the pandemic highlighted the precarious nature of their dual 

identities, hastening concerns about athletic retirement and its implications for their future 

careers. This once in a lifetime event illuminated the fragility of student-athletes’ schedules 

and life plans, emphasizing the need for effective institutional support to help them navigate 

these challenges. 

This review pinpoints an emerging research area that integrates well-being with the 

study of student-athletes and their dual-career development. This analytical trend, which 

gained traction in the West, is now being adapted by researchers in Europe, Asia, and other 

regions (Matsuo, 2020). By further exploring the potential of well-being as a tool for sports 

administrators and practitioners to leverage, this paper will explore support strategies for 

athletes during and following their athletic retirement. Understanding the origins and 

applications of well-being in a sporting context is therefore crucial for developing the 

necessary support systems for student-athletes worldwide. 

The structure and objectives of UNIVAS, inspired by the NCAA, provide a framework 

for examining the impacts of these changes on student-athletes. By comparing the support 

systems and institutional structures in Japan with those in the United States, this review 

highlights areas where Japanese institutions can fine-tune their support for student-athletes’ 

career development. 

The focus on well-being in sports research is expanding globally, with Japanese 

scholars adapting and validating international frameworks to suit a domestic context. These 

research efforts underscore the growing recognition of well-being as an effective analytical 
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tool for sports management professionals. 

This review attempts to bridge the gap between these two critical areas by examining 

the existing literature on student-athlete well-being and career development. By comparing 

the Japanese university athletics system with the American NCAA model, this review seeks to 

identify best practices and potential pitfalls in the university sports landscape. Japan’s 

deliberate modeling of UNIVAS after the NCAA provides a unique 

opportunity to explore how well-being and career development support can be 

optimized when adapted for the Japanese context. The review also considers the potential 

impacts of recent changes in the NCAA, such as Name, Image, and Likeness (NIL) policies 

and the House v. NCAA lawsuit, which have significant implications for student-athlete 

support systems. The goal is to provide actionable insights for improving the support systems 

for student-athletes in Japan, ensuring their academic and athletic success. 

 

Analytical Approach 

At the intersection of the two research fields of well-being and career development, 

this paper aims to consider university athlete’s well-being’s connection to their process of 

career development. These two categories are contextualized by the particularities of the 

Japanese sports landscape, the global situation of university sport, and support systems for 

dual-career athletes around the world. Acknowledging the distinct challenges facing student-

athletes in balancing the demands of high-level sport with that of academics, the current 

research seeks to establish what can be done to empower student athletes in their career 

development. This literature review will first examine well-being and trends in well-being 

research, subsequently focusing upon studies on the well-being of athletes. Subsequently, it 

will explore literature on athlete career development, predominantly contrasting the examples 

of the United States and Japan, contextualized with other global examples. 
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Results 

 

 
Well-being Research 

Well-being as a Concept 

Well-being, especially in the field of sport, is an increasingly researched concept across 

the globe. This interest originates from a growing understanding of the challenges faced by 

high-level athletes, as an area that not only affects their in-game performance but other aspects 

of their lives beyond. Initially growing in usage in the west and spreading to Asia in recent years, 

the academic community has responded with significant research and subsequent policy 

development aimed at maximizing athlete well-being (Sato, 2023; Noguchi, 2022). These 

efforts have implications not only for the athletes themselves but also for sports management 

and administration, and the broader sports industry writ large. Well-being has often been 

regarded in both popular and academic contexts as a complex concept, challenging to define 

and measure due to its subjective nature. Despite its broad adoption by global organizations, 

from the United Nations to the NCAA, defining well-being continues to be a matter of 

academic debate. At its core, well-being is concerned with human functioning and flourishing, 

which goes beyond mere physical health to include a holistic subjective evaluation of an 

individual’s personal experience (On Happiness and Human Potentials: Richard M. Ryan). 

 

Historic Origins 

The concept of well-being as an academic framework dates back to the mid 20th century where 

it developed out of the discipline of psychology (Ryff 1989). However, well-being itself, with 

its Hedonic and Eudaimonic components, is a concept that builds upon over two millenniums 

of philosophy and proto-psychology. As the Greek-origin of the terms Hedonic and Eudaimonic 

reveal, the concepts have their Aristotelian foundations in the Nicomedian ethics (Ryff & Singer, 

2008). However, it wasn’t until much later that the concept returned to the Western cultural 

zeitgeist in earnest. This was realized in the mid-20th century, via a surge in interest linked to 

the Human Potential movement, an intellectual trend which emphasized understanding human’s 

subjective needs and capabilities. Pioneers of this movement include the likes Abraham 

Maslow: whose hierarchy of needs has been instrumental in shaping our modern understanding 

of well-being, introducing categories that range from physiological needs to self-

actualization (Maslow, 1958). 
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Categorizations 

As aforementioned, well-being is broadly categorized into two larger categories: 

hedonic well-being, which focuses on the presence of pleasure and absence of pain, and 

eudaimonic well-being: which involves deeper fulfillment, meaning, and psychological 

satisfaction. These categories have been academically discussed and dissected extensively to 

differentiate the components of well-being that contribute to an individual’s overall health 

picture. A component of well-being in particular: Psychological well-being, has been detailed 

through frameworks like those proposed by Carol Ryff, which include six dimensions: 

autonomy, environmental mastery, personal growth, positive relations with others, purpose in 

life, and self-acceptance. Ryff’s research has been instrumental in establishing the modern 

notions of the subject; moreover Ryff’s 42-item scale for psychological well-being was recently 

adopted for Japanese use by Sasaki in 2020, spreading well-being’s theoretical tool kit further 

into an Asian context. 

 

Well-being as an Interdisciplinary tool 

Well-being has demonstrated applicability and utility for widespread use. It has been 

associated with larger elements of health: operationalized in contexts such as cardiovascular 

health, immune health, and other potential health applications that extend its utility from a 

subjective self-assessment to outcomes-based assessments (Ciziceno, M., 2022). Poor well-

being has also been unfortunately associated with negative outcomes such as higher tendencies 

of suicidal ideation, suggesting that it is a fundamental indicator of our core health (Topp 2015). 

The indispensable nature of well-being as an assessment of our fundamental health situation 

has accordingly made it into a valuable trans-disciplinary tool often utilized in cardiology, 

endocrinology, and neurology. 

 

Well-being in Sport 

Other disciplines extending beyond medicine have likewise adopted the theoretical 

framework, including sport, as elements of performance can be associated with these hedonic 

and subjective psychological indicators. Paul Wylleman was one of the pioneering 

researchers in applying this research to the realm of sport beginning in the 1980s. As a tool 

for objectivizing subjective health, Well-being offers a valuable theoretical toolkit for 

sports practitioners. Thereby using the insights gained from well-being analysis, researchers 

and administrators can better understand and meet the needs of student-athletes. Well-being 

can serve as a valuable tool in the holistic equation for measuring outcomes in psychological 
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and general wellness, as it affects not only athletes’ in-game performance, but also extends 

beyond to an athlete’s post-athletic career transition and life beyond sports. 

 

Well-Being in Japanese Sport and Well-Being Supports for Japanese Athletes 

In recent years, well-being has grown in notoriety as an academic tool in Japan, 

particularly in a sports context. Ebihara and Matsuo (2020) at the University of Tsukuba have 

utilized the framework as a measurement tool of student outcomes in the context of Japanese 

university athletics (Ebihara, 2020; Matsuo & Matsumoto, 2021). Ebihara’s well-being research 

demonstrated the value of sports administrators for student-athlete well-being as the University 

pioneered the establishment of athletic departments and athletic directors in a Japanese 

university sport context (Ebihara, 2020). Other scholarship followed such as Noguchi’s 

overview of Japanese support systems for athlete well-being in Japan during 2022 and Sato’s 

Student-athlete Well-being Framework (SAWBF) in 2023. Noguchi et. al provides a helpful 

overview of recent athlete well-being research in Japan whereas the SAWBF established a 12 

item, four-dimensional analysis model (Sato et al., 2023), comprising physical, hedonic, 

psychological, and social well-being. 

This explosion of recent research reveals the recent attention the topic has garnered in 

Japan and its topical status as an analytical tool. Despite commonalities of the global student-

athlete experience, the Japanese university sport system can often differ greatly internationally 

in terms of coaching, facilities, schedule, available support services, and other related concerns 

(Kasahara, 2022). Particularly in Japan, where research on student athlete well-being is a more 

recent phenomena (Noguchi, 2022) and the umbrella organization UNIVAS is much newer 

compared to Western athletic governing bodies (Kasahara, 2022), in Europe or North America 

where much of this previous research has been done, the potential implementation of well-being 

insights is a manifest area for additional research. 

 

Career-Development research 

Career-Development and Support Services 

When discussing the career prospects of student-athletes, it’s important to define what 

the career development process is. In a sense, it is students’ certainty in deciding and advancing 

their preferred career field: accordingly building a corresponding vocational/career identity that 

reflects a realistic awareness and assessment of their attributes as a professional candidate 

(Esters et al., 2013). Moreover, “Career development is a central aspect, and arguably the 

primary goal, of the college experience” (Esters et al; Leuwerke & Ergüner-Tekinalp, 2011). 
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Ultimately, despite their unique challenges and experiences balancing their dual-careers 

(Grossman et al., 2021), student athletes are still students. Thus, when discussing student-

athletes and student alike, while their academic, social, and health needs are likewise important 

areas of research, athlete career development stands out as a priority research agenda. 

Research fields within this domain of student-athlete career development include the 

impact of sports participation on employability (Griffiths et al., 2017). Competency 

recommendations for 11 advisors (Defruyt et al., 2019), toolkits for advisors and advisees alike 

(Athlete Competency Questionnaire for Employability (ACQE), studies of attitudes towards 

career services (Tyrance et al., 2013), challenges balancing the dual-careers of academics and 

athletics (Grossman et al., 2021) and supporting transitions into post-athletic retirement 

(Wylleman, 2004). Research has likewise chronicled what the absence of proper career planning 

can entail for athletes ahead of their inevitable future “Individuals who exhibit an ideological 

or occupational commitment to sports without considering other possible futures demonstrate 

identity foreclosure (Menke, 2015; Linnemeyer & Brown, 2010).” 

 

Global-Comparative Studies on Institutional Athletic Development systems 

In the broader literature of comparative studies of international sports systems, in the 

last decade there has been large-scale research collaboration projects chronicling the 

effectiveness of various nations in establishing developmental structures for athletes’ sports and 

career balance. WISE, SPLISS, and B-WISER amongst other projects have taken this 

multinational approach to examining career development supports. 

SPLISS (2015) outlined a nine “pillar” approach for “effective and efficient elite sport 

policy”. Its’ Pillar #5, Also known as “Excellence” covers Post-career and Athletic career 

support (Bosscher et al., 2015). WISE’s “Global Sport Development Systems and Athletes’ 

Access to Education”, spearheaded by Ohio University professor David Ridpath, compared and 

contrasted the multi-continental case studies from the United States and United Kingdom to 

Senegal and Qatar to pinpoint “best practices and approaches for elite athletes to gain a viable 

education experience and career development for life after formal competitive sport” (Ridpath 

et al., 2019). The research employed a micro-meso-macro level analytical framework of the 

various layers involved in sports ecosystems to pinpoint what interventions could be most 

effective given broader context. 
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American Student-Athlete Support Systems 

In the United States, the structure and extent of athlete career development support is 

substantial, due to multi-level integrated support systems at multiple levels from the NCAA to 

athletic conferences and at the University level alike. Some of the existent support systems also 

originate from the university’s academic rather than athletic side, like a major specific academic 

advisor assigned to the athlete, as opposed to the unique supports provided by the athletic 

department (Menke, 2015). These career interventions are crucial for supporting student-

athletes in their career development. These interventions often include activities that help 

explore potential careers, enhance career awareness and identity, and develop career-ready 

skills. 

Research on various dimensions of the student athlete experience have been conducted 

including assessing student athletes’ career readiness and preparation for their post athletic 

careers (Tyrance et al., 2013; Bopp et al., 2021). For this purpose, a number of tools and 

methodologies have been innovated and employed in the American university athletic context, 

such as the DISC Behavioral Profiling and Training tool (Masen et al., 2015) and the Student-

Athlete Career Situation Inventory (SACSI) and its various subsequent variations (Sandstedt et 

al., 2004). Buoyed by these tools American career administrators and advocates can leverage 

literature on athletic transitions alongside an individual student’s career situation to facilitate 

their post-athletic career acquisition (Payne, 2020). 

 

Other Global Examples 

  However, Student-athlete-minded career development research is certainly not limited 

to the United States. Despite structural differences in the sports environments’ student-athlete 

career employability and outcomes have been a fixture of research in Asia in 

recent years. Korean researchers for example have captured the career outcomes of 

student-athletes who stopped participation in sport to the regular student population (Nam & 

Rider, 2022). As recently as 2024, Chinese university researchers explored the relationship 

between self-efficacy, career development, and subjective wellbeing for physical education 

students (Yiming, et al., 2024). Likewise in Europe, similar to the situation of Japan, reform-

minded comparisons have been cast to the more developed state of North American supports 

for student athletes. As part of overhauling the European university sports ecosystem, beginning 

around 2017, the B-WISER project was initiated as part of the Erasmus+ program. B-WISER 

was created with the goal of investigating and providing insight into improving employability 

for student-athletes across the phases of their athletic career. The B-WISER initiative undertook 
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interrelated projects covering varying subtopics and interventions regarding Dual-career 

supports: balancing sport and education or other work. 

It considered multiple elements of the dual-career pursuit of athletes: 

(ア) a successful dual career in sport and education (active athletes) 

(イ) a successful transition into a new professional career (active & former athletes) 

(ウ) providing quality support to athletes in a dual career (Dual-career support 

providers).  

It explored 3 career stages of a dual-career athlete’s athletic career: 

1. Active athletes 

2. Retired athletes looking for a post-athletic career/role 

3. Athletes having transitioned into their post-athletic role 

Realizing the disparate state of supports across EU member nations, B-WISER 

standardized a best practices system and established toolkits for practitioners and athletes 

(ACQE- Smisman et al., 2021). The feedback they garnered was translated into a variety of self-

assessments that could give a personalized recommendation to athletes and/or assist employers 

with the necessary knowledge and resources to hire and support transitioning student-athletes. 

The B-WISER study demonstrates that wide-reaching student-athlete centered 

interventions can be successfully implemented in non-NCAA systems with much smaller athletic 

departments and revenues with different legal frameworks than that of the U.S. 

 

Situation in Japan 

In Japan, due to the extracurricular nature of the sport there is the less structured and 

established career development particularly designed for student athletes, in short “inadequate 

career support" (Kasahara, 2020; Saito, 2018). 

Despite a relative paucity of institutional career development support for Japanese 

student-athletes, there is nevertheless an abundance of research on student athletes’ unique 

experiences and needs are being undertaken. Research on the topic of university student-athlete 

careers includes a study of the worries that emerge in the career selection of Japanese student 

athletes (Ono, Y., Kaji, et al., 2022), the development and of the Japanese Academic and Athletic 

Identity Scale (Hagiwara et al., 2022), as well research paralleling this project’s interest in 

connecting general individual skills and experience with career outcomes, assessing the 

connection of life skills and post-graduation employment for top college student wrestlers in 
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Japan (Shimizu et al., 2016). 

While the lack of formal institutional supports certainly can hinder the career 

development of student-athletes, there does exist research into their employability, career 

transitions as well as what services exist—university affiliated or not—that help Japanese student 

athletes in their post-athletics professional transitions. However, Japan is somewhat lacking in 

specific career development assessment tools for student athletes. Therefore, in overviewing the 

parallels of the Japanese and NCAA system, it recommends Sato et al’s (2023) and Sasaki et al.’s 

(2020) approach of adapting western academic frameworks into Japanese language and culture. 

 

The Intersection of Career Development and Well-Being for Japanese Student-

Athletes 

The literature demonstrates a complex interrelation between dimensions of student-

athlete well-being, career development, and the structure of university athletics in Japan. 

Given their notional similarities, is there a connection between well-being and career 

development? When exploring the concepts, potential overlap arises, namely via 

Vocational Identity and Eudaimonic well-being. Vocational identity and the sense that work 

can be a calling and a personal frame of reference, is tied to life satisfaction and personal 

fulfillment (Marsh et al., 2024) a clear composite to the psychological fulfillment and meaning 

that characterizes Eudaimonic well-being (Ryff et al., 2008). 

While the literature illustrates the potential for the positive alignment of well-being and 

career development, particularly as far as the sport to work relationship outlined by 

Sandstedt in the SACSI (2004), there are likewise areas of potential dissonance between the 

two. For example, an athlete’s athletic identity plays an important part in contributing to their 

sense of self and self-efficacy as well as their social well-being--i.e., membership with the team 

and organizational citizenship (Sato, 2023). However, a strong athletic identity has also been 

demonstrated to pose an obstacle to the formation of a non-athletic identity, manifesting in 

“identity foreclosure” (Menke, 2015). This in turn undermines academic motivation and 

pursuits beyond athletics and accordingly cuts short the formation of a vocational identity, a 

fundamental goal of higher education. 

So, there exists a level of ambiguity as to their relationship. Learning more about the 

relationship of these core components in the dual-career athletes’ experience is what inspired 

the author's master thesis from which this review paper is derived (Williams, 2024). That 

thesis observed the absence of a suitable Japanese language student-athlete career assessment 

instrument and therefore adapted the SACSI into the Japanese context, alongside the use of 
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Sato’s SAWBF to survey Japanese student athletes. Analysis of that survey data revealed 

positive correlations between eudaimonic well-being and the SACSI’s career development 

categories like career exploration and sport-to-work identity alignment. It then leveraged those 

findings via consultation with university sport experts and administrators into 

recommendations. In particular, it identifies an actionable gap for leveraging the potentially 

advantageous skills athletes believe they have honed through their sport participation and 

identifying relevant opportunities to apply said skills to obtain and excel in their future career. 

Career development involves preparing athletes for life after sports, ensuring they have 

the skills, networks, and institutional support needed to transition into new careers (Esters et al 

2013). The integration of these well-being dimensions with career development strategies is 

particularly important in the context of Japanese university athletics, where balancing 

academic and athletic responsibilities is characterized by unique challenges. Historically, this 

landscape has been characterized by ambiguous institutional responsibility and a lack of sport 

administrators (Kasahara, 2022). 

Just as unsupported athletic pursuits without the proper institutional accommodations 

for sport-related interferences--such as travel, concussion, make up AT sessions, etc--can 

negatively affect an athlete’s pursuit of their dual-career, the over emphasis of academic or 

athletic pursuits can lead to lack of sleep or other outcomes that similarly derail that delicate 

balance. 

The establishment of UNIVAS, modeled after the NCAA, therefore represents a 

strategic effort to enhance structure and accordingly support systems for student-athletes. 

However, adapting elements of western support systems faces cultural differences, 

institutional constraints, and varying levels of resource availability in the Japanese context 

(Kasahara, 2022). The Adaptation of well-being and career development frameworks from 

Western contexts into Japan’s university sports system therefore requires careful 

consideration of local needs and conditions and ongoing evaluations to ascertain the 

program’s effectiveness. 
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Discussion 
 

 
In reference to the House Settlement and its effect on American collegiate athletics, 

paying student-athletes directly invites a variety of unanticipated consequences that will 

necessitate research in the coming years. For example, the direct compensation of athletes will 

transform their university into their employer and the coach who recruits them into their boss. 

Similarly, their bond with their teammates will potentially be affected by becoming coworkers 

competing for the same designated pot of revenue under the salary cap. At this stage, the House 

Settlement’s full consequences at this point are yet to be understood. This is particularly true 

since despite its finalization, appeals against the decision remain. Already, for example, an 

appeal has been filed by female athletes alleging that the Settlement’s revenue distribution 

violates Title IX, the U.S. national law banning discrimination in education on the basis of 

sex/gender (The Associated Press, 2025). 

Other stakeholders are likely to be affected by the House Settlement’s rules, for example 

the implementation of roster caps in place of scholarships. These policy changes will potentially 

affect opportunities for athletes across sports, including swimming, the sport of Grant House the 

pursuant (House v NCAA). The way that Universities distribute their allocated funds to athletes 

will also likely vary considerably and will be a subject of considerable study and attention in the 

coming years: particularly as to what degree the highest revenue producing sports will receive 

funding. Thereby, a wider issue the House Settlement highlights for the situation of Japan is the 

difference between revenue and non-revenue sports. 

As college athletics are more increasingly promoted by UNIVAS, there exists the 

possibility Japanese University Sport experiences non-uniform growth as some sports grow in 

popularity markedly over others and Japan’s own university revenue sports emerge. While 

Japan’s cultural zeitgeist means the sports likely to emerge as the most financially successful 

will differ as compared to the success of American Football and Men’s Basketball in the US, 

certain sports such as Men’s baseball may receive higher television or ticket revenue and thus 

become distinct compared to other university sports. In this regard, studies in the US context have 

already illustrated the effect that for example the negative impact Revenue-sport participation can 

have on academic integrity (Adamek, 2017) as well as on the experiences of particular athletes 

on their well-being and college experience (Santos et al., 2022). Through comparative study, 

Japanese University Sport practitioners can better anticipate the effects that additional revenue 

may have for student athletes ’relationship to their sport. Can researchers look at some of the 
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forthcoming scholarship from the NCAA context in the coming years to ready a framework for 

proactively responding to these issues, instead of reactively responding to changes imposed via 

court orders like in the US? These are therefore important considerations that UNIVAS and 

Japanese universities must ponder as they shape the competitions and the programs designed to 

assist student-athletes in their studies and beyond. 

The emergence of Revenue Sports, potential professionalization, and other changes may 

present unintended effects to the social networks and connections athletes form through their 

sport and accordingly athletes’ social well-being and as this research shows: their career. 

Already a variety of recent changes to the collegiate sports environment in the US, such as 

NIL, have opened new areas of consideration for athletes and researchers alike. While NIL for 

example has positively affected student-athletes’ earning potential, it brings additional time 

commitments and consequences for their dual career balancing: such as further identity 

foreclosure. Paired with relaxation of rules governing transfers in recent years, and there is an 

environment in which student-athletes have sought out the highest available compensation, at 

the potential detriment of their education and building their social connections. Other 

developments in the United States, such as the legalization of gambling on college sports has 

brought additional revenue, but has also led to the increased harassment of student-athletes, 

precipitating the need for additional interventions (NCAA, 2025). These examples serve as 

important signifiers of the ways that practitioners must build a resilient support system for 

student-athletes that plans for and accommodates these developments, as UNIVAS, JSA, and 

other stakeholders explore avenues for additional revenue in university sport. 
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Conclusion 
 

 
Summary 

This review has synthesized the existing literature on student-athlete well-being and 

career development in consideration of the Japanese university sport context. The relevant 

overlap of Eudaimonic well-being and vocational identity particularly suggests the importance 

of integrating well-being and career development support systems into the lives of student-

athletes to enhance their overall experience and future career prospects beyond sport. 

By providing an overview of the existing literature, this review highlights the need to 

provide holistic-minded support systems for student-athletes based on comparative global models, 

but adjusted for the Japanese cultural context--in the adaptation model of Sasaki (2022) or new 

framework like Sato (2023). This paper likewise identifies gaps in the present literature and 

suggests directions for future research, with the aim of informing the direction of future policy 

and practice in Japanese university sport. 

In summary, the literature reviewed reveals a range in the nature and methodological 

focus and rigor of studies on student-athlete well-being and career development. While some 

studies pioneer and validate quantitative tools which employ empirical data and provide 

replicability, many others focusing on the athlete experience rely on smaller samples of personal 

interviews or other such qualitative approaches that potentially limit the applicability and 

generalizability of the findings. 

Thus, there is a need for future research to better establish and connect the micro-level 

experiences of student-athletes with the appropriate Meso-level supports, via the use of more 

rigorous quantitative and replicable methodologies to strengthen the evidence base (Ridpath et 

al., 2019). Likewise, while much comparative study has been done of the NCAA and global 

institutions to inform UNIVAS policy, more research needs to follow the implementation of that 

wisdom and best practices (Matsuo & Matsumoto, 2020). Moreover, many studies focus on the 

immediate outcomes of interventions but lack the long-term view of their impact. Accordingly, 

future research should entail longitudinal designs that take a long-view of the sustained effects 

of well-being and career development programs/interventions on student-athlete outcomes. This 

research will provide a clearer picture of how these interventions contribute to the long-term 

success of student-athletes. And just as how well-being and career development are effective tools 

to capture the situation of student-athletes, more interdisciplinary frameworks should be sought 

out to pursue the unique needs of student-athletes and adjust supports accordingly. In summary, 
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while the existing literature provides many valuable insights into the well-being and career 

development of student-athletes, there are significant gaps and areas for improvement such as 

expanding student-athlete career toolkits and assessments of well-being’s longterm impacts on 

outcomes. By addressing these gaps, researchers and practitioners can better support student-

athletes, ensuring their success both during and following their athletic careers. 

 

Theoretical Implications 

This review paper is particularly unique in the literature by its reference to recent legal 

developments in American University sport. Moreover, it is especially significant in that it 

highlights the potential ramifications that the House Settlement and NIL might suggest down the 

road for a Japanese university sports system set up to emulate the NCAA model of governance. 

It also highlights the opportunity for the creation—or adaptation & validation of American 

iterations— of measurements for student-athlete career development, because while tools exist 

for the general population “Heppner (2000) asserts that many of the existing measures of career 

development, maturity, transition, etc. are normed on populations that may not possess many of 

the same barriers to career development” (Sandstedt, 2004). Given the unique situation of a 

student athlete, accordingly, beyond addressing their challenges there are benefits to questions 

that are specifically tailored and targeted at student-athletes’ particular experience. 

 

Gaps and Future Research 

Several gaps in the existing literature were identified, pointing to areas where further 

research is needed: 

 

Longitudinal/On-going Effectiveness Assessments 

Future research should focus on methodologically longitudinal studies that track 

student-athletes over time to understand the long-term impacts of assorted well-being and 

career development interventions. Such research can provide valuable insights into how 

student-athletes’ support needs may evolve over time as well as the sustained effects of 

providing a particular intervention. More research is furthermore needed on the effectiveness 

of specific interventions in enhancing student-athlete well-being and career development, 

particularly within the Japanese context. 
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Further Comparative Studies 

Further comparative studies between different countries and systems can provide 

valuable insights into best practices and potential pitfalls of other sport systems. Trans-national 

comparisons have the potential to identify the most effective strategies available to address 

common problems affecting dual-career athletes and highlight areas for improving existing 

programs. Particularly as the US system experiences its own challenges and shifting operational 

realities, Japanese researchers should be looking to see if the Japanese regulatory environment 

would similarly replicate those questions and need for solutions. 

 

Demographic-minded studies 

There are many additional dimensions to consider in the study of student-athlete needs 

and how they can vary on a more granular micro-level basis. Studies should expand knowledge 

of the support-system-related needs of individual versus team sport athletes, sport-specific 

athletes, as well as sport “recommendation” status as a factor in student-athlete experience. 

Beyond the scope of sport-specific questions research should as well explore demographic 

dimensions and their corresponding effects: such as research which considers gender and 

socioeconomic status, and the experience international student-athletes in Japan, just as research 

has explored the experiences of Japanese athletes in the NCAA (Matsuo & Matsumoto 2021). 

 

Practical Learning & Recommendations 

Develop Well-being and Career-minded Holistic Support Systems 

Universities and sports organizations should prioritize supports that assist student-

athletes in all aspects of their well-being, appropriately balancing their dual-career situation. 

Care for athletes should extend beyond treatment of their physical health for sports performance 

sake, but social and psychological well-being to develop them comprehensively as people. With 

this better sense of self-identity and goals, athletes can thereby be better informed and prepared 

to achieve their future goals. Whether its mental health services, career counseling, life skills 

workshops, and/or mentorship programs, ensuring that these sorts of services are accessible to 

the unique schedules and time constraints students-athletes face is ultimately crucial. 

 

Applying Global Wisdom with Appropriate Local Context 

While many international examples of varying sporting and support systems, toolkits, 

and career and well-being assessments exist, any interventions/programs implemented in Japan 

must be appropriately assessed and validated to ensure their effectiveness in the Japanese 
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context. 

 

Leveraging Networks and Best Practices 

Collaboration between universities, sports organizations, industry partners, and 

government agencies can serve to enhance the support network for student-athletes. This entails 

ensuring access to resources by clarifying organizational ambiguities and providing appropriate 

resources at each institutional level. Much research has been undertaken already by and in the 

creation of UNIVAS, so the implementation of its existing suggested best practices should be 

a priority. Along these lines, studying the effects of the implementation of those practices to 

highlight their effects and policies to incentivize their implementation at the government level 

should be embraced to additionally to encourage their adoption. It is difficult to identify or 

provide additional necessary support when previously elucidated problems have yet to be 

tackled. 

 

Developing Student-Athlete Centered Policies 

Policymakers in MEXT and other relevant organizations must consider the impact of 

general policies on the dual-career pathways of student-athletes. This includes regulations that 

allow flexibility in academic scheduling to accommodate training and competition schedules, 

as well as financial support for career development programs. In the pursuit of additional 

revenue there is the potential that student-athlete needs can be overlooked and it is important 

that mechanisms exist to secure those interests. 

 

Enhance Training for Coaches and Staff 

While currently limited by the lack of professional staff, as institutions professionalize 

their athletic operations to grow the revenue and popularity of their sport, they accordingly will 

build out their coaching staffs and/or hire sport administrators in line with UNIVAS 

recommendations. The next step should accordingly be training competencies for those 

coaches/administrators to recognize and support the well-being and career development needs 

of student-athletes. This training can include workshops on mental health awareness, utilization 

of student-athlete toolkits, and development of flexible schedule accommodations in line with 

individual student-athlete needs. 
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NOTE 

This review article was developed from the first author’s master’s thesis submitted to the 

Graduate School of Comprehensive Human Sciences at the University of Tsukuba in 2024. 
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Abstract 

With the triggering of a range of changes in universities and the diversification of their 

funding sources, Japanese universities have focused on soliciting donations as part of efforts 

to strengthen their financial bases. Although there are a couple of successful examples in 

university sport settings, most Japanese universities have not been very proactive in seeking 

donations. This study aims to examine (1) alumni’s attitudes towards donation, including how 

they have been approached for donation and future intention to donate, and (2) psychological 

factors influencing donation intention and its underlying mechanism using survey data from 

alumni. For the survey, this study was operationalized as those who have belonged to or 

currently belong to alumni organizations or supporter associations and who have ever been 

asked to donate by the university or clubs. The survey covered six categories: basic attributes, 

questions about past experience and the situation regarding the request for donations, 

motivating factors, constraint factors, attitudes to one’s former club, and intention to donate.  

As a result, compared to general donation intention without specific purposes, the 

donation intentions were particularly high when aimed at alleviating financial burdens or 

addressing urgent needs. Analysis of psychological factors showed that social contribution, 

self-benefit, and conformity positively influenced the donation intention, whereas 

remuneration had a negative effect. Finally, the results regarding constraint factors such as 

distrust, lack of communication, and disconnection were identified as barriers. 
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Introduction 
 

 

Significant reforms to national universities and a diversification of their funding sources 

were introduced by the 1991 revision of Japan’s Standards for the Establishment of 

Universities (Yano, 2003). Universities are now seeking alternative funding sources, such as 

donations, as operating support funds have steadily decreased since then. In FY2021 (MEXT, 

2023), for example, donations to Japan’s national universities rose from 84.2 billion yen in 

FY2015 to 125.4 billion yen. Besides improving financial stability, donations enhance 

universities’ public profile and serve as a channel for sharing information with interested 

parties. 

Diversifying funding for university sports is essential, as shown by the 2019 

establishment of the Japan Association for University Athletics and Sport (UNIVAS). 

UNIVAS adopts strategies such as private fundraising, inspired by the NCAA in the U.S. 

However, even in the NCAA system, many university sports programs operate at a deficit, with 

student tuition fees being diverted to cover the shortfall (Suzuki, 2016). These financial 

challenges were worsened by the COVID-19 pandemic, which led to program cutbacks and 

budget reductions at numerous universities (Uhler, 2020). These issues highlight how 

structurally fragile college sports are, as they remain heavily dependent on commercialization 

and broader economic trends.  

The importance of donations in tackling issues like inadequate facilities, operational 

expenses, and coaching staff has also been acknowledged in policy talks in Japan (MEXT, 

2020). Yet, researchers argue that Japanese universities rely too heavily on corporate donations, 

lack proactive fundraising strategies, and often fail to build sustainable relationships with 

potential donors (Kwak, 2020; Kobayashi, 2020). 

While some successful examples exist, such as the University of Tokyo’s American 

Football Club creating an incorporated association to strengthen governance and attract alumni 

support (Yoshimoto, 2020), or the University of Tsukuba’s crowdfunding campaign to re-enter 

the Hakone Ekiden (Sadakata, 2019), these remain isolated cases rather than part of a 

systematic trend. Japanese universities have traditionally viewed school-based activities as 

extracurricular. These activities are funded through membership fees, along with minimal 

subsidies and grants from the university. The treasurer managing these finances, however, is 

typically a current student. Consequently, there has been little initiative in seeking donations 

from alumni and corporations. These cases highlight both the potential and the limitations of 
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current fundraising practices for university sports in Japan, underscoring the need for 

systematic research into donor behavior. 

This study addressed that gap by focusing on donations to university sports clubs in 

Japan. Through survey data, it examined donor attitudes, motivations, and constraints, and 

analyzes how these factors influence behavioral intentions. By doing so, this study contributes 

to the broader literature on philanthropy and higher education fundraising by extending it to 

the under-researched area of university sports, offering both theoretical insights and practical 

implications for universities facing financial challenges.  

Research Purpose 

This study aimed to shed light on (1) alumni’s present and future attitudes towards 

donation, including how they have been approached for donation in the past, and (2) the 

psychological factors influencing the intention to donate, using survey data from alumni who 

had been approached for donations to university athletic clubs. 
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Literature review and research questions 

 

 

Research on university donations 

According to Japan Fundraising Association’s Giving Japan 2022 report, the share of 

donations directed toward education and research accounted for 3.1% of the total donation 

market, while art, culture, and sports represented 2.5%. Comparing those percentages with 

those reported in the 2017 report (education and research: 3.6%; art, culture, and sports: 2.1%), 

the proportion of education and research-related donations has slightly declined, although the 

overall donation market has grown. Comparatively, donations to culture and sports have shown 

modest growth in proportion to the overall expansion of the donation market, which suggests 

donations to this field are growing in line with the donation market as a whole. At the same 

time, when viewed from the perspective of growth rates, universities in Japan—particularly 

national universities—have experienced consecutive positive growth in donation income, with 

year-on-year increases of 8.5% in 2021 and 9.2% in 2022 (FUNDREX, 2023). Overall, the 

share of donations in a university’s income structure varies in the proportion of donations, both 

in private and national universities, and its contribution to university finance status cannot be 

said to be high enough to invest in needed programs (Katayama et al., 2007). Many empirical 

studies on U.S. higher education, to which donations contribute substantially, have been 

conducted since the 1980s, and much knowledge has been accumulated (Fukui, 2021). 

Regarding who makes donations to higher education institutions, Nehls (2007;2012) focuses 

on the university’s donation solicitation regime and the role of the fundraiser, and Lindahl and 

Conley (2003) provide an excellent review of the career of the fundraiser and the management 

of fundraising. 

It has been found that, as in the general giving practice, in making donations to 

universities, networks are indispensable. In Japan, Tsumagari (2018) revealed the relationship 

between the alumni network structure, giving behavior, and the size of donation. A university 

alumni association, the most representative network organization for alumni, is supposed to be 

set up primarily to foster friendship among alumni; however, owing to the difficult 

management environment, it is increasingly expected to be involved with financial support, 

learning/career support for current students, and local community projects. To more clearly 

understand university alumni associations, it is necessary to focus on people’s behavior from a 

micro perspective and to shed light on their inherent network structure and dynamics. 

Elucidating the relationship between the network structure and alumni’s behavior would not 
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only facilitate a better understanding of university alumni associations but would also provide 

clues to address challenges in their development and maintenance.  

Fukui (2024) pointed out that it has further been shown that those who were involved 

in official extracurricular activities while at university are more likely to give after graduation. 

In this case, official extracurricular activities include participation in university sports 

(representing one’s university), voluntary activities, students’ clubs, and the university’s 

language training. In particular, it has been found that alumni who were involved in voluntary 

activities while at university tend to give more than other alumni. Moreover, alumni who later 

became business leaders are shown to contribute at a higher rate not only financially but also 

by volunteering to foster the next generation of leaders (Dang et al., 2025).  

However, there is no study on those who participated in university sports, the subject 

of the current study. Shapiro et al. (2010) argued that one of the best studied themes in giving 

for university sports is the motivation for charitable giving. However, they further indicated 

that motivation alone cannot explain behavior and that we need to examine constraints such as 

preventative factors. Mahony et al. (2003) developed a revised scale on the motivation of 

athletic donors and identified factors that motivate athletic donors, such as psychological 

commitment, as well as past and current performance. Moving into the 2000s, more research 

has been conducted on the relationship between performance in university sports and giving 

behavior (Turner et al., 2001; Meer and Rosen, 2009). Although roughly proportional, it has 

been shown that it is affected by the alumni’s gender, experience in sports, and the performance 

of the university while they were enrolled. However, the question as to why potential donors 

with some connection to university sports do not give has not been sufficiently examined, and 

it has been pointed out that this is necessary to expand the knowledge base regarding the 

behavior of university athletic donors (Shapiro et al., 2010). 

 

Research questions 

Following the above review, the current paper examines psychological factors 

regarding giving to a university by alumni who participated in university club activities and its 

relationship with attitudes and intention towards their giving.  

RQ1: What is the current situation regarding requests for donations by university sports 

clubs? 

RQ2: What motivates giving? 

RQ3: What are the constraints when declining donation? 
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RQ4: What is the relationship between motivation, attitudes towards giving, and 

intention for donation? 

RQ5: What is the relationship between constraint, attitudes towards giving, and 

intention for donation? 

 

Figure 1 

Research framework 
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Methodology 
 

 

Research into donors in higher education institutions could be roughly divided into two 

approaches. One examined the institution by focusing on organizational income from donations. 

The other focused on individuals, examining donor’s giving behavior (Liu, 2007). The current 

study adopted the latter perspective. Fukui (2021) noted that research in the latter category has 

often rely on alumni surveys of single universities, with limited attention to the external 

environment or institutional characteristics.  

Many studies on giving behavior examined behavioral variables and psychological 

constitutive factors—such as satisfaction, motivation, and intention—individually. Research in 

sport participation showed a correlation among these variables, for example, between 

satisfaction and intention, or between motivation and attitudes. However, analyses limited to 

two variables or linear relationships cannot capture how these factors interact in shaping 

behavior. Literature consistently shows that attitudes and motivations are key determinants of 

an individual’s decision to donate. Motivation, in particular, is widely recognized as an 

important determinant of behavior (Bansal and Eiselt, 2004). At the same time, motivation was 

found to interact with prohibiting factors, often referred to as constraints (Alexandris et al., 

2002). 

Attitudes towards activities also interacted with both motivation and constraint. 

Empirical studies in sports confirmed this interplay (Alexandris et al. 2011). According to 

Alexandris et al. (2002), drawing from self-determination theory (Deci and Ryan, 1985), 

prohibiting factors (constraints) were placed at the beginning of the decision-making model. 

When constraints are overcome, they enhance the individual’s motivation to participate in 

leisure activities. Similarly, Pritchard et al. (2009) demonstrated that the constraint could have 

a mitigating effect on the formation of attitudes and motivation. 

Based on this review, the current study focused on a broader pool of potential donors, 

not limited to alumni from a single university. It also examined how constraint influence future 

donation intention, how motivation strengthened this intention, and how attitudes mediated 

these relationships. 
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Survey 
 

 

Survey participants 

As the current study sought to conduct a quantitative analysis of intention for donation 

to a university sports club to which the respondent used to belong, it was necessary to secure a 

sample with a degree of involvement with the clubs in question. When the donor pyramid (The 

Indiana University Lilly Family School of Philanthropy Project Team, 2016）  used in 

approaching donors to universities was applied to the current survey’s context, “potential 

donors” in this study were operationalized as those who have belonged to or currently belong 

to alumni organizations or supporter associations and who have ever been asked to donate by 

the university or clubs. The survey commissioned a web-based survey company which has 

been selected for use in academic research to conduct the survey. 

 

Survey items 

Six major survey categories were used: basic attributes, questions about the past 

experience and the situation regarding the request for donations, motivating factors, constraint 

factors, attitudes to one’s former club, and intention for donation.  

Regarding basic attributes, the respondents were asked about the following: gender, age, 

place of residence, marital status, occupation, university from which they have graduated, the 

number of years since graduation, whether the university is in the same prefecture as current 

residence, whether they were still playing the sport they used to play while at university, 

relationship with the club after graduation (before the COVID-19 pandemic), and donation in 

the preceding 12 months. 

Regarding the question items on the situation pertaining to the request for donation by 

the former club, we asked through what means they were approached, from whom the request 

came, and how they responded to the request. For the question on intention for donation, we 

asked about the general intention for donation (i.e., “If you receive a request for donation in 

the near future, would you donate?”) and the intention to donate in specific circumstances (i.e., 

“if you were to donate, what kind of donation would you make?”), assuming that the respondent 

was requested for donation for university sports activities.  

As for attitudes towards their former club, we drew up question items about attitudes 

towards giving to their former club based on Tsiotsou (1998) and Diamond and Kashyap (1997).  
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Regarding motivating factors in giving, author drew up questions about “desire to 

contribute to society (altruistic attitudes),” “conformity,” “reciprocity,” “self-interest (benefits 

to the self),” “commitment,” and “power,” based on the factor structure used by Ko et al. (2013) 

in their study on the motivation for donation to athletic programs and complemented by items 

related to the motivation to donate used in Giving Japan (Japan Fundraising Association, 2017) 

and Daigo (2021). Based on the exploratory factor analysis, seven factors were retained 

because they explained a sufficient proportion of variance, showed acceptable construct 

validity, and aligned with theoretical expectations from previous studies mentioned above. 

As for the constraint factors, the current survey restructured the scale used by Shapiro 

et al. (2010) and Daigo (2021). Shapiro et al. (2010) also focused on former student athletes as 

in the case of current study, and they used, in addition to individual factors, five factors: “the 

lack of importance,” “disconnection,” “problems in communication,” “challenges in the past,” 

and “dissatisfaction.” Furthermore, items in “equality” and “trust” categories in Daigo (2021) 

were edited and renamed as “the lack of equality” and “distrust.” After factor analysis, three 

factors were ultimately adopted, as these provided the most parsimonious structure with 

coherence and satisfactory validity indices, while redundant or low-loading items were 

removed. 

 

Analytical Methodology 

Data on basic attributes, past experience of donation, and the situation regarding the 

request for donation were presented as descriptive statistics in order to summarize and examine 

the tendencies among the respondents. As for the intention for donation, the tendencies were 

first identified by working out proportions and investigated whether there is a correlation with 

basic attributes by comparing differences in means (t-test). The use of the t-test at this stage 

was intended to provide an initial understanding of variable relationships and to support the 

subsequent verification of the structural model, in line with recommended procedures in model 

development (cf. Anderson and Gerbing, 1988). Regarding attitudes towards the club, because 

two established scales were combined, we conducted an exploratory factor analysis (EFA) to 

examine the underlying factor structure and to confirm the construct validity of the combined 

items. Two factors were extracted and calculated the factor score. For motivating and constraint 

factors, the author first conducted a simple tabulation to obtain descriptive patterns and tested 

the construct validity of the scales using the survey data. In reference to the result of EFA, 

some items were removed or combined in order to present a model with an acceptable level of 
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fit. All analyses were performed using IBM SPSS Statistics 29.0. 

Given that the available sample was modest, the confirmatory factor analysis (CFA) 

and structural modeling are positioned as exploratory analyses. While larger samples are 

commonly recommended for such procedures (e.g., Kline, 2016), methodological studies 

suggest that models with relatively few indicators and strong loadings can yield interpretable 

results even with smaller samples (Wolf et al., 2013). Accordingly, the analyses in this study 

should be viewed as preliminary, providing an initial assessment that requires future 

confirmation with larger datasets. 
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Result  
 

 

Collected data 

Out of 200 returned questionnaires, there were 116 valid responses: with a mean age of 

48.72 years old. The gender breakdown of the respondents included 21 females (18.1%) and 95 

males (81.9%). The previous studies (e.g. Tsiotsou,2006) found a gendered difference in 

motivation for donation and giving behavior, but this is related to the process of selecting the 

recipient of donation and issues that are of interest. As the current study is restricted to 

investigating donations to university sports clubs, all 116 responses are dealt with as a single 

data set.  

Forty-two respondents had graduated from national universities (36.2%) and 74 from 

private universities (63.8%). In terms of occupation, the majority of respondents (65.5%) were 

office workers, and 3.4% were working for universities (staff, teaching staff, researchers). 

Regarding marital status, the largest represented group was those married with children (n=83, 

71.6%), followed by unmarried without children (n=17, 14.7%), followed by married without 

children (n=13, 11.2%). As for current area of residence, 19 lived in the Tokyo (16.4%), 11 in 

Kanagawa (9.5%), and 10 in Aichi (8.6%), with data obtained from across Japan. Eighty 

respondents (69%) said their current residence was in a different prefecture from the place they 

graduated university, which exceeded the number of respondents who said they lived in the 

same prefecture as they studied (n=36, 31%). 

Regarding the respondents’ current participation in sports (single answer), nine said they 

continued to be an athlete and entered competitions (7.8%), 29 said they play sports more than 

once a month (25%), 14 said they played sports once in two-six months (12.1%), just eight  said 

they had played sports once within six months to a year (6.9%), and 56 said they hardly played 

sports (48.3%). In total about half of the respondents were still involved in sports, while the 

other half were not. Table1 categorizes the number of years since the respondents left the 

university. The data in Table1 showed fourteen respondents left the university fewer than ten 

years ago (12.1%).  

As for the highest achievement in university sports activities, one single respondent had 

entered an international competition, 36 respondents entered a national or higher competition 

(31%), and 68.1% responded “not applicable” (n=79). 
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Table 1 

Years after graduation 

 

 

Regarding the post-graduation relationship with their former club, 23 respondents said 

they would attend a match or presentation more than once a year (19.8%), 20 said they would 

attend about once a year (17.2%), 33 respondents attested to regularly checking media reports 

and social media (28.4%), 20 respondents participated in events other than a match or 

presentation (such as receptions, welcoming/sending off events, annual assemblies) (17.2%), 

28 respondents are still in contact with those who are involved in the current team (managers, 

coaches, and athletes) (24.1%), 41 respondents were in contact with those who were involved 

in the team at the same time as they (35.5%), and 15 respondents said they had hardly any 

contact (12.9%). When asked whether they made any donations in 2020, the year prior to the 

survey, about half of the respondents did so (n=55, 47.4%). In reference to the size of donation, 

11 respondents donated an amount between 1 and 9,999 yen (9.5%), and 30 between 10,000 

and 99,999 yen (25.9%). The results also revealed that about 10% of the respondents donated 

more than 100,000 yen (n=14, 12.1%).  

 

Request for donations from the club and intention for donation 

The study also inquired the means of contact by which the respondents were asked to 

donate; Table 2 shows their responses. The findings indicated that more than 80% were asked 

by post. As for who made the request, 49 respondents said the fundraiser in the university 

headquarters of the university foundation, 24 said those representing the faculty, department, 

or major, 6 said those involved in the seminar/laboratory, 45 said those who are currently 

involved with the club activities, 71 said alumni involved in the club or those involved in the 

supporter association, and 10 said those involved with a particular project or initiative related 

to the university. 
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Table 2 

Contact means 

 

 

When asked how they responded to such a request for a donation, 65.5% of the 

respondents said they donated (Table 3). 

 

Table 3 

Decision making 

 

 

Regarding intention to donate, the study posed a general question—"Would you donate 

if you are asked to donate from your former club in the near future?”—and set up 10 specific 

scenarios to ascertain what conditions and circumstances would improve the intention for 

donation. Respondents were asked to answer using a five-point scale; Table 4 shows the number 

of respondents who responded, “I would be positively inclined to donate” and “I would 

definitely donate.”  

The results show that the “3-To ease students’ financial burden” and “9-For urgent 

purposes” are stronger than for “general intention for donation.” It has been shown that, in the 

case of “10-With receiving some incentive from the club in return,” the intention for donation 

tends to be lowered. When the correlation between intention for donation and basic attributes 

was examined, a significant difference existed (p<.05*) between those who experienced 

international/national competitions (n=37) and those with no experience of the level of 

international/national competitions (n=79) in reference to their general intention for donation. 
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Table 4 

Intention for donation 

 

 

Attitudes to club activities 

The survey extracted two factors from the items selected from preceding studies using 

the factor analysis: (1) alumni’s attitudes towards importance of Alumni’s presence and (2) 

their attitudes towards the importance of own experience in the club. Factor 1 in the table 5 was 

comprised of 4 items that explained 56.2% of the variance with factor loadings from .814 to .949. 

Factor 2 in the table 5 was comprised of 2 items that explained 16.2% of the variance with 

factor loadings from .970 to .989. 

Although the second factor, named Attitudes towards the importance of one’s own 

experience, contained only two items, both demonstrated very high loadings and acceptable 

reliability. Previous methodological literature indicates that two-item factors can be acceptable 

when theoretically justified and supported by strong reliability and validity evidence (Hair et 

al., 2010). Accordingly, both factors were retained, with Attitudes towards the importance of 

one’s own experience included despite having only two items, given its strong loadings and 

acceptable reliability. 
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Table 5 

Factor analysis of Attitudes to club activities 

 

 

Examination of the model of motivation and intention for donation 

Table 6 shows the correlation between the mean of each item and the general intention 

to donate. The top three items in promoting donations to the club are “20. I feel the connection 

among former club members” (Mean=3.54, SD= 0.955), “17.I am pleased to the development 

of clubs and the success of projects” (Mean=3.53, SD=0.849), and “1. I feel like supporting 

students in university sport clubs” (Mean=3.53, SD=0.908). There was no item with significant 

scatter. 

 

Table 6 

Motivation and intention for donation 
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To evaluate whether the factor structure of motivational factors fits the data, 

confirmatory factor analysis was conducted. The factor structure and factor loadings are 

presented in Table 7. The model’s fit was [χ2/df =2.50, GFI=.749, CFI=.831, RMSEA=.114], 

which does not correspond to an especially good fit. One potential explanation could be that 

the hypothesis in this paper is built on findings from a variety of preceding studies, suggesting 

the need to improve the factor structure. The study then computed basic statistics for 22 items 

on motivational factors, including the mean and standard deviation, and examined the 

corresponding distribution of scores using a histogram. Each item was then tested for ceiling 

effect and floor effect in reference to the ascertained basic statistics and histogram results, but 

no items worth removing was identified. Then, following the suggestion by Hair et al. (2010) 

that a factor generally requires a factor loading of .50 or above, five items with low factor 

loadings were removed (Items 20, 7, 17, 5, and 10). The analysis of the revised model returned 

values [χ2/df =2.10, GFI =.85, CFI =.90, RMSEA =.098] (Figure 2). Cronbach’s alpha and 

Composite Reliability (CR) were used to test each factor’s reliability. These indices indicate a 

marginal fit rather than a clearly acceptable one. Given the modest sample size and the 

exploratory nature of this study, the results should be regarded as preliminary but still 

acceptable for further interpretation. 

Furthermore, to compare motivating factors by level of competition, year of graduation, 

and current residence (whether the respondent was residing in the same prefecture as the one in 

which he/she studied), each factor was subjected to a t-test. The results showed that regarding 

the high level of the competition group, only Incentive factor was recorded as being 

significantly low, which suggests that the Incentive factor is not an effective motivational factor. 

These results also found that the means for Self-benefit and Power of respondents who left 

university within the past 25 years (shorter group) were significantly higher than those of 

respondents who left university 25 years ago or earlier, which suggests that Self-benefit and 

Power work as motivational factors (effective size※1: Medium).  

Lastly, as shown in Figure 2, this study examined the relationship between promoting 

factors, attitudes, and intention for donation. The fit of the model was found to be generally 

marginal rather than clearly acceptable, and the results suggest that Social Contribution, Self-

benefit, and Conformity positively influence the intention for donation, whereas Incentive and 

attitude towards the importance of own experience negatively influence the intention for 

donation.  
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Table 7 

Factor structure of motivational factors 

 

 

Figure 2 

Model of Motivation factors and Attitude and Intention for Donation 
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Examination of the model of constraint factors and intention for donation 

As shown in Table 8, the following factors with high means act as constraints against 

giving to the club: “I cannot afford to donate because of financial situation” (Mean=3.31, SD= 

1.18), “I don’t think that the offered donation is necessary” (Mean=3.27, SD=0.96), “The 

amount I can give would not have any impact” (Mean=3.03, SD=1.03), and “Unclear how the 

donation will be used” (Mean=3.04, SD=1.07). Items that showed significant differences were 

“I am already giving a lot” and which suggests that those who are already giving have a stronger 

intention for donation. 

 

Table 8 

Constraint factors 
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To determine whether the factor structure fits the data, confirmatory factor analysis was 

conducted with 34 constraint factors drawn up based on preceding studies. However, the 

model’s fit proved to not be very good. One reason in addition to that of the aforementioned “I 

am already giving a lot,” was the many items positively correlated with the intention for 

donation: demonstrating these factors do not actually work against the intention for donation. 

Consequently, we removed 16 items (item no.2/5/6/7/8/10/11/13/16/17/21/30/31/ 32/33/34) 

that reflected positive correlation. After removing these items, exploratory factor analysis was 

conducted and an additional 5 items were removed (item no. 1/15/22/28/29) due to the factor 

loading standard (Hair et al., 2010). The factor structure, factor loadings, and reliability/validity 

indices of the revised model are presented in Table 9. The analysis of the revised model returned 

[χ2/df =1.94, AGI=.87, CFI =.93, RMSEA=.091], which showed that the validity of factors had 

improved to a marginal fit rather than a clearly acceptable one (Figure 3). Accordingly, the 

results should be regarded as preliminary and interpreted with caution. 

The reliability of each factor was thereafter tested with Cronbach’s alpha and Construct 

Reliability; when Cronbach’s alpha is .80 or above, it demonstrates high internal consistency. 

As for Distrust in donation, the convergent validity does not satisfy the standard (AVE≧0.5), 

but CR did (≧0.6), and it is required that when factor correlation coefficient squared is 

compared to AVE, AVE should be larger. Accordingly, Distrust in donation does not satisfy 

any of these standards; thus, we need to be careful in interpreting the results.  

Nevertheless, the construct was retained because factor loadings and composite 

reliability exceeded acceptable thresholds, and the concept of “distrust in donation” is 

theoretically important for understanding barriers to giving. In line with methodological 

recommendations (Fornell and Larcker, 1981; Hair et al., 2010), constructs with lower AVE 

but sufficient reliability may still be informative. Therefore, interpretations of Distrust in 

donation are made with caution and regarded as preliminary. 

When the differences in constraint factors were examined by the level of competition, 

year of graduation, and place of residence, no differences were discovered in the level of 

competition. In fact, it was found that the value of Problem for communication for the 

respondents who had left the university within the past 25 years (n=54) is significantly higher 

(p<.05) than that of the respondents who left the university 25 years ago or earlier (n=62). In 

other words, the smaller the number of years since graduation, the more dissatisfied respondents 

were with communication and information provision. 
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Table 9 

Factor structure of constraint factors 

 

 

Lastly, the relationship between constraint factors and intention for donation were 

analyzed (Figure 3). The results show that each constraint factor does not directly lower the 

intention for donation, but instead exercises its influence through attitudes towards donation. 

Additionally, Distrust in donation and Disconnection influence the intention for donation by 

lowering attitudes (the respondent’s attitudes towards importance). The results also illustrate 

that Disconnection lowers attitudes (the attitude towards their importance of the former club to 

the respondent).  

 

Figure 3 

Model of Constraint factors and Attitude and Intention for Donation 
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Discussion 
 

 

Conclusions 

The purpose of this paper was to clarify the actual situation regarding donations related 

to university club activities, and to elucidate the psychological factors and mechanisms that 

influence the intention for donation.  

Compared to general donation intentions that do not limit the use for a specific program, 

the intention to donate was particularly high when aimed at alleviating students’ financial 

burdens or addressing urgent needs. Conversely, intentions were low for purposes related to 

staff costs or raising reputations. Previous research has noted donor’s reluctance to support 

indirect costs such as personnel costs (Gregory and Howard, 2009). This pattern is consistent 

with the present finding that donation intentions were low for purposes related to staff costs or 

reputational spending. The result also showed that the intention is the lowest for donations that 

receive returns such as goods is different from the fact that souvenirs motivate participation in 

charity events (Daigo, 2021), and incentives such as donation deductions and return gifts can 

motivators (Zenkyo and Sakamoto, 2017). This suggests that in contexts where intrinsic 

motivation—such as helping students and supporting extracurricular activities—is central, 

external rewards may undermine giving. In other words, the results reflect the crowding-out 

effect, where intrinsic motivation is reduced by extrinsic incentives, a pattern also observed in 

experimental research on charitable giving (Deck and Kimbrough, 2013). 

Next, this study analyzed the relationship between motivational factors and intention 

for donation, and between constraint factors and intention for donation. The results regarding 

motivational factors, attitudes, and intention for donation revealed that social contribution, self-

benefit, and conformity positively influenced the intention, and remuneration negatively 

influenced it. These findings align with Self-Determination Theory (Deci and Ryan, 1985), 

which posits that intrinsic motivations (e.g., social contribution) and identified extrinsic 

motivations (e.g., self-benefit) enhance sustained behavioral intentions, while controlled 

extrinsic rewards (e.g., remuneration or incentives) can undermine them. Motivational factors 

related to social contribution were confirmed to strongly influence attitudes, making them 

effective levers for enhancing donation intention. Conformity also showed a positive effect, 

suggesting that initiatives to strengthen alumni networks may further encourage giving. 

The results regarding constraint factors revealed that distrust, lack of communication, 

and disconnection are factors. These findings support the results of previous studies 
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highlighting the importance of alumni and stakeholder connections (Lertputtarak and 

Supitchayangkool, 2014; Hase et al., 2022) for prosocial behavior. Constraint Negotiation 

Theory emphasizes that constraints shape behavior primarily through negotiation rather than 

direct suppression (Crawford et al., 1991). Our findings support this view, as constraints in this 

study influenced donation intention indirectly through attitudes rather than directly reducing 

intention. 

 

Theoretical and practical implications 

Previous studies have focused on a single university or people who have actually 

donated, but this study focuses on people who have received a request. Because of this targeting 

process, this study was able to include data on potential donors who did not. In addition, by 

acquiring data from all over the country and not limiting the scale or type of club activities, we 

can capture a larger picture of Japan’s club activities and use it for more specific research in 

the future.  

As for practical implications, this study highlights the following two points regarding 

self-benefit and incentive. This study showed that graduates within 25 years, who have not had 

much time since graduation, have a higher level of self-benefit that leads to their intention to 

donate. Previous studies have estimated that the growth rate of alumni donations declines after 

the age of 52 (Okunade et al., 1994). This study’s findings suggest a similar implication: the 

average age of graduates in Japan after 25 years is around 48 to 52 years old, indicating that 

universities should make efforts to encourage the growth of donations by this age group. As 

the factor of self-benefit has a direct impact on the intention for donation, it can be considered 

effective to request donations that can easily evoke a sense of satisfaction and superiority 

among potential donors. Another important implication is that universities should avoid 

overemphasizing incentives or returns that may appear costly from the donor’s perspective. 

While some overseas studies (e.g., Gladden et al., 2005) have found that perks such as tickets 

or special seating encourage donations, our findings indicate that balance is needed to prevent 

undermining intrinsic motivation. Instead, highlighting how donations alleviate students’ 

financial burdens and contribute to their development is likely to resonate more effectively 

with potential donors. 

Furthermore, since donations that reduce the burden on students have a high degree of 

intention to donate, it is desirable to communicate that collecting donations is not only 

important as a means of raising funds, but also has an educational effect on students. On the 
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other hand, deductions for donations included in compensation are a natural right of donors, 

and it is important to avoid receiving donations in personal accounts and have a system in place 

to receive deductions smoothly. 

While this research has provided the above-mentioned practical suggestions, there are 

still some issues. Regarding research issues, we considered three companies that conduct many 

academic surveys for web surveys, but the prediction of the appearance rate of samples that 

can respond to the panels we have is extremely low, and we are unable to find more than one 

company that could conduct web surveys. As a result, the representativeness of the sample may 

be limited, and potential selection bias cannot be ruled out. Furthermore, because the sample 

size is small, both scale fitting and hypothesis model testing are performed using the same data. 

This may have led to model overfitting and reduced the generalizability of findings; therefore, 

it is necessary to obtain and analyze separate data sets to validate and refine the results. For the 

constraint factor “Distrust in donation,” convergent validity fell below the conventional AVE 

threshold, although reliability indices were acceptable. The construct was retained due to its 

theoretical relevance, but related interpretations should be made cautiously. 

In addition, due to sample size limitations, this study did not examine hypotheses that 

are expected to differ depending on competition level, event, competition characteristics (team, 

individual), etc. From the perspective of organizations such as the Athletic Department (AD), 

these can be seen as lacking important factors to lead to marketing strategies. While some 

studies of college sports and donations have been criticized as being only descriptive when 

limited to single organizations or teams. However, Mahony et al. (2003) identified the most 

important motivations, namely—in order of priority—future success of the athletic program, 

current success, history and reputation of the school, and psychological commitment. Since the 

concept of attitude in this research corresponds to this commitment, the author hypothesized 

for the future research that consideration of motivations linked to team performance is essential. 

Future studies will therefore aim to collect data in collaboration with specific organizations 

such as University ADs to adjust and refine the criteria accordingly. Finally, a limitation of this 

study warranting comment is that it lacked analysis as an overall model combining 

motivational and constraint factors. This restricted the ability to test more complex 

interrelationships among these variables. In the future, subsequent studies should rely on 

Constraint Negotiation Theory and further examine the interactions among these factors related 

to behavioral intentions. 
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Note 

※1 As the study involved conducting a t-test, the effect size (ES) was calculated to determine 

the difference test (Field, 2005). At that time, r was used to measure the effect size in the t-test. 

Based on previous studies (Field, 2005; Mizumoto and Takeuchi, 2008), the current research 

uses r = .10 as small, .30 as medium, and .50 as large. 
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Abstract 

This systematic review examines the primary factors influencing the intention to revisit 

in the realm of sport event tourism. Utilising the PRISMA (Preferred Reporting Items for 

Systematic Reviews and Meta-Analyses) framework, 57 peer-reviewed publications published 

from 2015 to 2025 were systematically extracted from three principal databases: Web of 

Science, ProQuest Central, and Sport Discus. The analysis establishes five thematic 

determinants of return intention: destination image, event-specific characteristics, 

psychological and emotional influences, cultural elements, and satisfaction with the outcome. 

Findings demonstrate that a favourable destination image significantly influences tourists’ 

impressions and loyalty, whereas the quality, organisation, and novelty of event-specific 

features reinforce the motivation to revisit. Psychological elements like nostalgia, attachment, 

and emotional resonance foster enduring involvement. Cultural influence significantly impacts 

which cultural variations affect the event and the tourist’s emotional attachment and chance of 

revisiting. Tourist satisfaction was identified as a direct driver and, in certain instances, a 

mediating variable between event experience and the desire to revisit. Nevertheless, the study 

is constrained by other constraints. Only peer-reviewed journal articles published in English 

were considered. The search was confined to three databases, and certain pertinent research 

may have been inadvertently excluded due to the selection of search terms or subjective 

assessment during the inclusion-exclusion procedure. This review presents a comprehensive 

understanding of revisit behaviour in sports event tourism and outlines consequences for 

researchers, event organisers, and destination marketers. 
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Introduction 
 

 

Leisure pursuits and goal attainment are primary motivators in travel, with sport event 

tourism representing a dynamic convergence of both. This sector has undergone significant 

expansion in recent years (Grand View Research, n.d; UNWTO, n.d.), with forecasts predicting 

a 17.5% rise by 2030. Sport event tourism has transformed into a vibrant kind of travel that 

integrates the excitement of competition with cultural discovery, encompassing local 

marathons and cycle tours as well as internationally renowned events such as the FIFA World 

Cup and the Olympics. These events draw participants and spectators, producing considerable 

economic, social, and environmental effects on host locations. As locations seek to improve 

originality and distinctiveness, sport tourism has emerged as a progressively attractive and 

complex choice for travellers (Happ, 2021; Rangkuti, et al, 2025). 

Central to the long-term viability of sport tourism is revisit intention, defined as an 

individual’s conscious plan or likelihood to return to a previously experienced activity and/or 

its host destination in the future (Nguyen et al. 2020). Within sport event tourism research, 

revisit intention encompasses two closely related but analytically distinct dimensions: the 

intention to revisit the sport event itself, and the intention to revisit the host destination 

associated with that event. While these dimensions may operate independently in some tourism 

contexts, sport events often embed the destination within the overall experience, leading to 

intertwined evaluations of event quality and place image.  Revisit intention is a key behavioural 

indicator of destination loyalty and a critical driver of continued operation and resilience of 

tourism development. In sport event tourism contexts, it extends beyond repeat consumption; 

it reflects the emotional, psychological, and cultural bonds that participants and spectators form 

with destinations and events. As Ngoc and Trinh (2015) note, fostering revisit intention is 

essential for business growth and long-term viability in the competitive tourism industry. 

Positive initial experiences are therefore crucial, as they shape satisfaction and increase the 

likelihood of return visits. 

Despite increasing academic interest, research on revisit intention in sport event tourism 

is fragmented and uneven. Many studies focus on a single sport, a specific geographic context, 

or a single variable, such as destination image (Cham et al 2021), while ignoring the interaction 

of event-specific, psychological, cultural, and destination elements. This fragmented approach 

has hindered theoretical growth and the practical understanding of how revisit intentions form 

and evolve in sport tourism. 
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Previous systematic reviews have addressed revisit intention primarily within general 

tourism contexts, emphasising destination branding, image formation, and post-visit 

behaviours (e.g Pratiwi et al. 2025). However, few have systematically synthesised sport revisit 

intention research, where the unique characteristics of sport events interact with destination 

attributes to shape behavioural intentions. The period following 2015 is a significant time for 

sport tourism, characterised by the emergence of major events such as the 2016 Summer 

Olympics in Rio and the 2018 FIFA World Cup in Russia. This era experienced interruptions 

in sport tourism due to the COVID-19 pandemic, followed by the resumption of activities 

marked by the Tokyo 2020 Olympics (Nicoliello, 2022; Weed, 2020). These shifts necessitate 

a contemporary, informed synthesis of revisit intention focusing on key determinants of 

destination image and event attributes. 

 

Research Purpose 

This systematic review addresses these gaps by analysing peer-reviewed literature 

published between 2015 and 2025. Specifically, the study aims to: 

a) Identify and categorise the key determinants influencing revisit intention in 

sport event tourism. 

b) Integrate findings into a conceptual framework that combines event-based and 

destination-based perspectives. 

By synthesising findings across a range of sports, this review aims to analyse the 

primary drivers of revisit intention. Specifically, it will analyse how destination image, event-

specific attributes influence a tourist’s desire to return to a sporting event. 

This purpose answered two core research questions: 

1. Which elements of destination image activate revisitation across different 

sports? 

2. What event-specific attributes most strongly drive sporting revisit intention? 
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Literature Review 
 

 

Sport tourism is a heterogeneous field encompassing multiple forms of travel motivated 

by sport-related experiences. Established classifications distinguish between sport event 

tourism, active sport tourism, and sport heritage or nostalgia tourism, with further distinctions 

between participation-based and spectator-based events. Sport event tourism refers to travel 

motivated by attendance at or participation in organised sporting events, ranging from mega-

events to recurring small-scale competitions. Active sport tourism involves travel primarily for 

personal sport participation outside formal event structures, while sport heritage tourism 

focuses on symbolic or historical sport-related sites (Higham & Hinch, 2018). Although these 

categories collectively define the broader sport tourism domain, they differ substantially in 

experiential structure, motivational drivers, and behavioural outcomes, including revisit 

intention. 

Prior empirical research on revisit intention in sport event tourism has examined event-

related and destination-related factors that shape tourists’ behavioural intentions. Existing 

studies commonly emphasise destination image, event-specific characteristics, psychological 

and emotional responses, cultural influences, and satisfaction as key determinants of repeat 

visitation. 

Destination image has long been regarded as a significant predictor of revisit behaviour. 

It combines both cognitive (e.g., infrastructure, scenery, amenities) and affective (e.g., 

emotional connection, atmosphere) evaluations (Jeong & Kim, 2019; Ninomiya et al., 2019). 

In sport event tourism, destination image influences tourists’ perceptions before, during, and 

after event participation, shaping both satisfaction and loyalty (Zouni et al., 2021). Research 

has consistently shown that good destination images directly and indirectly enhance revisit 

intentions, which are frequently mediated by satisfaction. (Allameh et al., 2015; Jeong & Kim, 

2019). 

Sport event tourism, unlike general tourism, has distinct event characteristics such as 

competitive quality, organisation, atmosphere, and authenticity. Well-managed events promote 

enjoyable experiences that build attachment and increase revisit likelihood. (Song et al., 2023; 

Rahayu et al., 2024). Event quality influences not only immediate satisfaction but also shapes 

how tourists perceive the destination itself, reinforcing event–destination synergy. 

Psychological factors such as nostalgia, place attachment, identification, and emotional 

involvement, which result from internal evaluations of both the destination and the experience, 
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have a substantial impact on revisit intention. As an example, nostalgia might boost place 

attachment among sports enthusiasts. (Cho, 2021), while identification with a sport or event 

fosters loyalty (Watanabe et al., 2018). Emotional and sensory experiences, particularly during 

participatory events such as marathons, deepen tourists’ connection to both event and place, 

influencing future behavioural intentions (Xu & Dai, 2025; Mascarenhas et al., 2024). 

Cultural variables influence how travellers perceive destinations and activities. 

Collectivist cultures frequently prioritise familiarity, community, and shared experience, 

leading in higher revisit intentions, whereas individualist cultures may prioritise novelty. 

(Risitano et al., 2017). Cultural identity and national pride can also strengthen emotional bonds 

between visitors and destinations during major events (Pahrudin et al., 2023; Duan & Wu, 

2024). 

Satisfaction is considered as a mediating variable linking cognitive and affective 

evaluations to revisit intentions. Empirical evidence shows that destination image and event 

attributes influence loyalty largely through satisfaction (Jeong & Kim, 2020; Allameh et al., 

2015; Pahrudin et al., 2024). This aligns with the Cognitive, Affective, Conative and EDT 

models, highlighting satisfaction as a pivotal affective bridge between perception and 

behaviour. Visitor satisfaction is also a direct precursor to revisit intention in certain situations 

(Cham et al., 2022; Supriyoko et al., 2024). 

Revisit intention in sport event tourism can be best understood through an integrated 

theoretical lens that accounts for environmental stimuli, psychological processing, and 

evaluative judgments. The Stimulus–Organism–Response (S–O–R) (Mehrabian & Russell, 

1974) framework provides the structural foundation by linking event and destination attributes 

to internal states and subsequent behavioural intentions. The Cognitive–Affective–Conative 

(CAC) hierarchy, originally proposed by Lavidge and Steiner (1961) and later adapted for 

tourism destination image research by Gartner (1993), has been widely applied to explain 

behavioural intentions and loyalty outcomes (Oliver, 1997). It elaborates the organism stage 

by explaining how cognitive appraisals of event quality and destination image trigger 

emotional responses that evolve into loyalty-related intentions. Expectancy–Disconfirmation 

Theory (EDT), originally formalised by Oliver (1980), further strengthens this process by 

clarifying how satisfaction forms through the comparison of expectations and actual 

experiences, thereby reinforcing or weakening revisit intention. Collectively, these theories 

offer a comprehensive explanation that moves beyond isolated determinants and highlights 

revisit intention as the outcome of interconnected cognitive, affective, and evaluative 

mechanisms shaped by sport event tourism experiences. The integrated theoretical framework 
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is illustrated in Figure 1. 

 

Figure 1 

Conceptual Understanding of Revisiting Intention 

 

 
 

This study aims to enhance theory in sport event tourism and provide evidence-based 

methods for promoting returning visitors by providing an integrated perspective based on a 

variety of studies. It presents a framework for future study and delivers practical insights for 

policymakers and event planners seeking to utilise sports tourism for long-term destination 

viability and resilience. 
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Methodology 

 

 

This systematic review used the PRISMA protocol. The initial step involved 

formulating the destination image topic and revisiting intentions, creating systematic review 

questions and identifying relevant keywords. A thematic analysis was performed, utilising the 

methodology of Braun and Clarke (2006) to categorise and compare the drivers of revisit 

intention, highlighting prevalent patterns and sport-specific variations.  

 

Systematic Search Strategy 

Identification 

The literature for this review was sourced from reputable databases. Relevant literature 

was obtained from SPORT Discus, Web of Science, and ProQuest. These databases were 

selected based on their relevance to the topic, ensuring they contain articles that contribute 

recent advancements to the body of knowledge. Scopus was not used as a primary search 

database but rather as a supplementary evaluative tool to evaluate journal quality in which 

revisit intention research has been published. It was selected due to its comprehensive coverage 

of sport management, tourism, and event studies journals, as well as its widespread use in 

systematic and bibliometric reviews for evaluating publication quality and disciplinary 

influence. Before the commencement of the search, keywords “destination image,” “revisiting 

intention or intention to revisit or revisit intention,” and “sport, tourism” were identified.  

After the keywords were identified, the next activity was to search for suitable literature 

in the identified databases. In the ProQuest database, the search began by specifying that the 

titles of the articles must contain the word “Sport,” while the abstracts should mention 

“tourism.” This dual requirement helps to ensure that the retrieved studies specifically address 

the intersection of these two fields. In addition to these primary keywords, the strategy 

incorporates essential concepts related to destination image. To gather comprehensive insights 

into visitor behaviour, the search includes various phrases associated with returning to a 

destination. These include “revisit intention,” “intention to revisit,” and “revisiting intention.” 

By using these different wordings, the search captured a broader range of articles that discussed 

this important aspect of this systematic review. To refine the search further, certain filters were 

applied. The requirement for articles to be in English ensured that the information remained 

accessible to researchers’ language. Additionally, the inclusion of a filter related to the 

publication dates, specifically, articles published in the last ten years, 2015-2025, helped to 
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focus on relevant and timely studies. Lastly, only peer-reviewed articles were considered, 

underscoring the commitment to source credible and high-quality research. The above-

explained search strategy was summarised as “title (Sport) AND abstract(tourism) AND 

(destination image) AND (revisit intention OR intention to revisit OR revisiting intention) 

AND (la.exact("ENG") AND pd(20150311-20250311) AND PEER(yes)”. 

 Whilst utilising the exact keywords and filters, the search strategy in the Web of 

Science was as follows: “sport” keyword was searched in the Abstract, “tourism” “, destination 

image” “, revisit intention or intention to revisit or revisiting intention” were all searched across 

all fields. SPORT Discus was searched in the following format TX sport AND tourism AND 

TX destination image AND (revisiting intention OR revisit intention OR intention to revisit). 

“Sport” and “destination image” were searched across all text to extract all articles that are in 

line with the topic under review, while revisit intention and its synonyms were searched across 

the fields.  

The differences observed in the combination of keywords across the three databases 

can be attributed to the specific search methodologies that have been either established or 

recommended for each database. As a result, it was not possible to create a uniform search 

combination that could be applied consistently across all platforms, highlighting the unique 

features and search capabilities inherent to each database. 

 

Screening Process 

PRISMA was adopted as a preferred method of screening the identified literature. This 

was done to ensure that only literature relevant to this article was included and to observe 

transparency. With a focus on destination image, Sport, tourism and revisiting intention as 

keywords, SPORT Discus, Web of Science and ProQuest databases were used to search for 

relevant literature. This search generated one hundred twenty-nine articles. 

During the initial stage of the screening process, retrieved articles were examined for 

duplicates, removing fifteen entries. Following this, a thorough review of the titles and 

abstracts assessed their relevance to the study. As a result, forty-eight articles were eliminated 

for not meeting the established criteria. This evaluation was adopted to ensure that the focus 

remained on the most pertinent article in the research. By systematically assessing the abstract 

and title, the aim is to enhance the quality and relevance of the findings.  

After the initial screening process, the articles’ full text was retrieved. Two of the sixty-

six articles were removed because the full texts were not retrieved, leaving sixty-four remaining. 
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The retrieved texts were also evaluated to assess their relevance to the subject matter. This 

process helped to eliminate duplicative articles and those that did not fit with the topic, 

methodological standards, or publication in non-peer-reviewed journals of the study under 

review. This process aimed to produce articles of high quality for the study. It was noted that 

seven articles’ full texts did not align with the inclusion criteria and were, therefore, not 

considered pertinent to the topic. Hence, fifty-seven articles were deemed to fit the inclusion 

criteria and were used in this review. The full screening process is depicted in Figure 2. 

 

Inclusion and exclusion criteria 

The study defined explicit criteria for article inclusion, concentrating on peer-reviewed 

publications that investigate the correlation between sports tourism, destination image, and 

revisiting intention, published in English. The author opted for the English language due to his 

proficiency, guaranteeing the review article is accessible and may be evaluated globally. The 

review focused on works published in the past decade to identify contemporary trends in 

research concerning destination image and revisiting intents, thereby offering new perspectives 

on sport tourism studies. The inclusion and exclusion criteria are summarised in Table 1. 

 

Table 1 

Summary of the inclusion and exclusion criteria 

 

 

Inclusion Criteria Exclusion Criteria 

Publication Type: Original peer-

reviewed full-text academic articles 

(English only). 

Other literature (conferences, 

books, book chapters, theses), 

printed articles not available online. 

Language: Articles in English 

(including two translated articles). 

Articles in languages other 

than English (without translation). 

Publication Time: Studies published 

between January 2015 - March 11th 2025 

Studies published 

before 2015 or after March 11th 

2025 

Databases: Web of Science, ProQuest 

and SPORT Discus. 

Articles sourced from 

databases not listed under inclusion. 

Study Focus: Factors for revisiting 

intention in sport tourism. 

Studies not focused on factors 

for revisiting intention in sport 

tourism or the integration of sport 

and tourism. 

Search Terms: articles identified via 

keywords (“sport”, “tourism”, “destination 

image",  "revisit intention"). 

Articles not retrieved using the 

specified key terms. 
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Figure 2 

PRISMA SLR 2020 flow diagram 

 
 

Data extraction and thematic coding were conducted by the primary author following a 

structured and predefined protocol. A standardised data extraction form was developed to 

ensure consistency across studies. The form captured key study characteristics, including 

authorship, publication year, country of study, sport type, institutional affiliation, research 

design, study objectives, sampling methods, data collection techniques, target tourist 

population, sample size, determinants of revisit intention, and principal findings. All fifty-

seven articles that met the eligibility criteria were systematically examined, and the relevant 

data were manually extracted and recorded in a structured Excel spreadsheet to ensure accuracy 

and consistency. To enhance reliability, the coding framework was continuously refined 

through repeated review of extracted data, and a subset of articles was re-examined at different 

stages of the process to ensure consistency in interpretation. Any ambiguities found throughout 

the coding process were cleared up by cross-referencing them with the research objectives and 
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inclusion criteria. The categories and data extraction methodology are presented in Table 2. 

 

Table 2 

Categories and Data Extraction Details 

 
Note. Data were extracted using a structured protocol across all 57 included studies. 

Categories were developed through thematic coding following Braun and Clarke (2006) and 

recorded in a structured Excel spreadsheet. 

Categories Explanations Extraction 

Method 

Bibliographic 

Information 

Authors: The names of the authors of each article were 

recorded. 

Year: Year of publication. 

Title: Title of the article. 

The country where the study was conducted. 

Institution: First author's affiliated institution. 

Journal: Journal where the article was published. 

Direct data 

extraction 

Research 

Design 

Research Type: Categorised into qualitative, quantitative 

and mixed. 

Methods/Aims/Objectives: Extracted from abstract and 

methodology sections. 

Interpretation 

Sampling 

Procedures 

Sampling Method: Techniques and number of 

respondents. 

Targeted Tourists: A Specific audience targeted. 

(spectator/participant/local/international tourists) 

Total Sample Size: Number of participants/respondents. 

Direct data 

extraction 

Data 

Collection 

Data Collection Methods: Interviews, documentation, 

consultation, observation, surveys, and previous 

literature. 

Interpretation 

Findings & 

Limitations 

Result Findings: Key insights and conclusions. 

Limitations: Any limitations noted in the study. 

Interpretation 

and direct 

data 

extraction 

Key Issues Articles were read several times to extract key issues as 

follows.  

Revisiting Intention: Factors influencing return intention 

and general observation on revisiting. 

Revisiting Intentions: Specific notes or direct quotes. 

Extraction of these concepts led to the development of 

five themes that are discussed in this review. 

Interpretation 

and direct 

data 

extraction 
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Result and discussion 
 

 

As shown in Figure 3, the distribution of publications on sport event tourism revisit-

intention research demonstrates a general upward trend between 2015 and 2025. 

 

Figure 3 

Number of publications 

 

 
 

The yearly distribution of research on sport-tourism destination image and revisit 

intention demonstrates a distinct increase trajectory over the past decade, with three 

publications in 2015 increasing rapidly to a peak of eight in 2024, with one paper already 

published in 2025. From 2015 to 2025, the yearly production of revisit-intention research in 

sport tourism displays three unique periods. In the emerging phase (2015–2017), three articles 

were released in 2015, five in 2016, and then decreased to two in 2017. This can be ascribed 

to exploratory studies that primarily examined foundational determinants such as destination 

image, satisfaction, and perceived value. The expansion and consolidation phase (2018–2023) 

exhibited more consistent activity: five studies were published in both 2018 and 2019, followed 

by a steady increase of seven publications from 2020 to 2023. During this phase, research 

activity intensified, reflecting increasing methodological rigour and diversification across sport 

contexts, including marathons, motorsport events, and multi-sport competitions. The peak and 

current phase began with a record eight publications in 2024, possibly coinciding with a 

resurgence in global mobility and heightened attention to continued operations, digital 

transformation, and cultural authenticity in sport tourism experiences following the disruptions 

of COVID-19. As of mid-2025, one publication has been noted, with further research 
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anticipated by the end of the year. This upward trend indicates growing academic interest and 

highlights the necessity for a thorough synthesis of revisit-intention factors within sport-

tourism situations. 

The Tokyo 2020 Olympic Games, the Beijing 2022 Winter Olympics, and more general 

sectoral shifts towards sustainability and resilience are all significant trends in the global sport 

and tourist scene that closely align with these temporal patterns. As travel destinations and 

event planners look to better understand changing visitor habits and increase long-term 

engagement and loyalty, these contextual changes have probably sparked scientific interest in 

revisit intention. 
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Table 3 

Journal Publications and Scopus Metrics 

 

Note: SJR = Scimago Journal Rank indicator; H-Index = Hirsch Index. Journals with missing SJR or 

quartile data “X” were not indexed in Scopus at the time of data extraction. NeuroQuantology was 

discontinued in Scopus indexing as of 2022. 

Journal Publication Frequency, SJR, Best Quartile Classification, and H-index for Studies 

Published Between 2015 and 2025. 

Journal Name 
Number of 

Papers 
SJR 

Best 

Quartile 

H 

Index 

International Journal of Sports Marketing and 

Sponsorship 6 0.757 Q2 37 

Journal of Sport and Tourism 5 0.613 Q2 57 

Event Management 5 0.408 Q3 45 

Asia Pacific Journal of Marketing and Logistics 4 1.186 Q1 72 

Sustainability 3 0.688 Q1 207 

Tourism Management 1 4.146 Q1 278 

Heliyon 1 0.644 Q1 115 

Journal of Travel Research 1 3.1 Q1 181 

Retos (Spanish Journal) 2 0.338 Q1 33 

Advances in Hospitality and Tourism Research 1 0.294 Q3 13 

Behavioral Sciences 1 0.718 Q1 52 

Business Systems Research 1 0.298 Q2 17 

Cogent Business & Management 1 0.596 Q2 56 

European Journal of Tourism Research 1 0.651 Q2 31 

International Journal of Sustainable development 

and Planning 1 0.284 Q3 28 

Journal of Administrative Sciences 1 X X X 

Journal of Applied Business Research 1 0.131 Q4 33 

Journal of Hospitality and Tourism Insights 1 1.134 Q1 33 

Journal of New Studies in Sport Management 1 X X X 

Journal of Physical Education and Sport 1 0.379 Q3 39 

Journal of Quality Assurance in Hospitality and 

Tourism 1 0.646 Q2 48 

Journal of Sport Management 1 1.352 Q1 89 

Management and Marketing 1 0.311 Q3 27 

Marketing Intelligence and Planning 1 1.245 Q2 91 

NeuroQuantology 1 x x 31 

Physical Culture and Sport. Studies and 

Research 1 0.357 Q1 14 

Polish Journal of Sport and Tourism 1 0.226 Q3 9 

Social Behavior and Personality 2 0.367 Q3 78 

Tourism and Hospitality Management 1 0.322 Q3 25 

Tourism Economics 1 1.033 Q1 78 

Tourism Review International 1 0.318 Q3 19 

Asia Pacific Journal of Tourism Research 1 0.885 Q1 70 

International Journal of Culture, Tourism and 

Hospitality Research 1 X X X 

Apunts. Educacion Fisica y Deportes 1 0.364 Q1 19 

ASBM Journal of Management 1 X X X 

International Journal of Tourism Research 1 1.355 Q1 90 

Journal of Travel and Tourism Marketing 1 2.299 Q1 111 
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As shown in Table 3, research on sport event tourism has been published across various 

academic outlets between 2015 and 2025. The analysis of journal distribution reveals that 

research on sport event tourism and revisitation intentions has been published across various 

academic outlets between 2015 and 2025. The International Journal of Sports Marketing and 

Sponsorship emerged as the most prolific source, accounting for six studies. This suggests its 

strong alignment with themes related to sport marketing, sponsorship, and tourism behaviour. 

With five publications, the Journal of Sport and Tourism reflects its focus on the intersection 

of sport and tourism, offering a dedicated outlet for this specialised research. 

Other key contributors include Event Management (5 publications), the Asia Pacific 

Journal of Marketing and Logistics (4), and Sustainability (3). These journals demonstrate a 

growing interest in sports event tourism’s managerial, logistical, and environmental 

dimensions. Notably, Sustainability indicates increasing scholarly attention to the long-term 

implications and environmental impacts of sport events on host destinations and communities. 

A range of journals, such as Social Behaviour and Personality and Retos, each 

published two studies, showing a moderate but notable engagement with the topic. Meanwhile, 

the remaining journals each contributed a single publication, highlighting a dispersed but 

widespread academic interest in sport event tourism across disciplines, including hospitality, 

business, psychology, and physical education. 

Evaluation of journal publication impact from 2015 to 2025 reveals that revisit intention 

research in sport tourism is distributed across a diverse set of journals, spanning tourism, 

marketing, sustainability, and sport sciences. The International Journal of Sports Marketing 

and Sponsorship leads the output with 6 published articles (SJR: 0.757, Q2, H-index: 37), 

followed closely by the Journal of Sport and Tourism (5 articles, SJR: 0.613, Q2, H-index: 57) 

and Event Management (5 articles, SJR: 0.408, Q3, H-index: 45). 

A strong presence of Q1 journals signifies the scholarly rigour and interdisciplinary 

relevance of the subject. Notably, Tourism Management (SJR: 4.146, Q1, H-index: 278), 

Journal of Travel Research (SJR: 3.100, Q1, H-index: 181), and Journal of Travel and Tourism 

Marketing (SJR: 2.299, Q1, H-index: 111) illustrate the integration of revisit intention research 

into top-tier tourism and hospitality discourse. Similarly, Asia Pacific Journal of Marketing 

and Logistics (SJR: 1.186, Q1, H-index: 72), Sustainability (SJR: 0.688, Q1, H-index: 207), 

and Journal of Hospitality and Tourism Insights (SJR: 1.134, Q1, H-index: 33) represent 

environmentally and regionally focused contributions. 

Other notable outlets include Journal of Sport Management (SJR: 1.352, Q1, H-index: 

89), International Journal of Tourism Research (SJR: 1.355, Q1, H-index: 90), and Marketing 



Volume 20 / July / 2026 … 78 

 

 

Intelligence and Planning (SJR: 1.245, Q2, H-index: 91), reflecting cross-sectoral interest in 

the phenomenon of tourist loyalty. However, NeuroQuantology, which contributed one article, 

were discontinued from Scopus indexing after 2022. 

Most research on revisiting intention are published in Q2-Q3 publications, 

demonstrating the field’s conservative theoretical approach. Researchers frequently adopt 

known frameworks, resulting in repeating studies that lack creativity. This restricts publication 

chances in top-tier tourism and hospitality publications, resulting in fewer revisit-intention 

research in leading Q1 journals. 

 

Figure 4 

Geographic Distribution of Studies 

 
 

Figure 4 presents the geographic distribution of the 57 reviewed publications. The 

geographical distribution of the 57 reviewed publications reveals a significant concentration of 

research on sport event tourism and revisit intention within East and Southeast Asia, with South 

Korea (9 studies) and China (8 studies) leading in terms of publication volume. This regional 

dominance may reflect both the growing popularity of sport tourism in these countries and a 

strong academic interest in understanding consumer behaviour around sport events as part of 

broader tourism and economic development strategies. 

Multinational studies, accounting for 7 publications, indicate a growing effort to 

understand revisit intentions in cross-cultural and international contexts. These studies provide 

valuable comparative insights and contribute to the generalisability of findings across different 

cultural and sporting environments. 

The United States (5 studies) and Indonesia (4 studies) also contributed a notable 

number of publications. The prominence of the U.S. aligns with its established infrastructure 

for sport event management and research. Meanwhile, Indonesia’s emerging presence may be 

0
2
4
6
8

10

S
o
u

th
 K

o
re

a

C
h

in
a

M
u
lt

in
at

io
n
al

U
S

A

In
d

o
n

es
ia

Ir
an

T
ai

w
an

S
p
ai

n

B
ra

zi
l

It
al

y

G
re

ec
e

E
n
g

la
n
d

C
an

ad
a

Ja
p

an

P
o
rt

u
g
al

M
al

ay
si

a

S
er

b
ia

T
h
ai

la
n
d

T
u
rk

ey

M
o
n

te
n
eg

ro

Q
at

ar

Number of Studies



Volume 20 / July / 2026 … 79 

 

 

attributed to its increasing involvement in hosting international and regional sporting events, 

which are becoming focal points for tourism research. 

Countries such as Iran, Taiwan, and Spain each contributed three studies, reflecting 

growing academic engagement in sport tourism from diverse regions. A smaller number of 

studies emerged from countries like Brazil, Italy, Greece, and Japan, which are recognised for 

hosting significant sporting events but appear underrepresented in revisit intention research. 

Additionally, including studies from countries such as Canada, England, Malaysia, 

Serbia, Thailand, Turkey, Montenegro, and Qatar highlights the globally dispersed yet uneven 

nature of research in this field. This disparity suggests potential for further exploration in 

underrepresented regions, especially in Africa and parts of Latin America, where sport tourism 

is developing but remains academically understudied. 

 

Figure 5 

Distribution by Sport Type 

 
 

As illustrated in Figure 5, the examination of sports categories within the chosen studies 

(2015–2025) indicated that marathon events were the most extensively researched, featured in 

9 articles. This significant representation indicates the extensive popularity of marathons, 

which are accessible to diverse people and function as both participant and spectator-oriented 

events. Their robust integration with destination marketing and sports tourism renders them 

exemplary case studies for investigating revisit intentions. 

Research investigating several sporting events (n = 7), including combinations of 

Formula 1 and Tennis or other pairings, was similarly significant. This trend indicates an 

increasing scholarly focus on comparative methodologies that analyse revisit intentions across 
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diverse sports genres and contexts. Such studies offer a comprehensive understanding of sport 

tourist behaviour that transcends single-event dynamics. 

Four publications highlighted MotoGP and unspecified sporting events, demonstrating 

sustained academic interest in globally known events that provide ongoing chances for fan 

involvement and travel. These sports thrive on cyclical event frameworks and dedicated fan 

bases, both of which enhance revisitation trends. 

Football and winter Olympic sports were featured in three studies apiece, whereas 

sailing, Formula One, skiing, summer Olympics, and marine sports were examined in two 

articles each. The occurrence of these varied events indicates a growing interest in both 

conventional and alternative sports within the realm of sport tourism research. Moreover, 

specialist sports like golf and cycling appeared only once, indicating possible deficiencies in 

the literature and avenues for future investigation. This distribution emphasises a focus of 

research on specific prominent or accessible sports, while also indicating underexplored 

domains that necessitate additional scholarly inquiry. The diverse nature of the analysed 

sporting events confirms the complex character of sport tourism and the significance of sport-

specific dynamics in comprehending revisit intentions. 
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Key Event and Destination Factors Affecting Revisiting Intention 

Based on the systematic extraction and coding of studies published from 2015 to 2025, 

the following thematic findings are categorised into four interconnected domains, namely 

destination image, event-specific attributes, psychological factors, and cultural influences. 

Each domain exhibits both direct effects on revisit intention and indirect effects through 

satisfaction (Jeong & Kim, 2019; Allameh et al., 2015; Kim & Jeong, 2022). 

 

Destination Image as a Composite and Dynamic Construct 

Regarding research question one, destination image emerged as a foundational driver 

of revisit intention. Research in several sports indicates that cognitive and affective 

components of destination image, including infrastructural quality, natural and cultural scenery, 

and emotional connection to the location, are major predictors of intentions to revisit. For 

example, Duan & Wu, (2024) determine that attributes such as diverse urban and historical 

landscapes, road cleanliness, and emotional connection with the host city favourably affect 

marathon runners’ intention to return. Similarly, Ninomiya et al, (2019) indicates that a 

generally favourable destination image, particularly in urban and ecological aspects, 

"significantly predicted intentions to revisit" a marathon destination, underscoring the 

influence of place image on fostering loyalty. 

Numerous studies indicate that destination image positively affects the inclination to 

revisit through satisfaction or loyalty. Soveini (2022) research indicates that destination image, 

frequently influenced by tourist satisfaction, favourably correlates with a tendency to revisit 

desert sports events. Jeong & Kim (2019) likewise, observe that a positive image augments 

tourist satisfaction, thus elevating both attitudinal and behavioural loyalty. In short, a 

compelling and robust destination image fosters future visits across several sports. (Allameh et 

al, 2015; Zouni et al., 2021). 

Certain researchers assert that event imagery enhances destination imagery to stimulate 

tendencies to revisit. Findings of Zouni et al., (2021) and Song et al, (2023) establish that both 

event and destination imagery collectively influence repeat attendance at running events. 

Others emphasise the significance of event-destination congruence. For instance, Cheung et al., 

(2016) find that, a positive destination image and a great event-place fit enhance aspirations to 

revisit following the East Asian Games. In various activities, including marathons, golf, 

motorsports, and surfing, a favourable cognitive-affective perception of the host location, 

evidenced by contentment with the setting, scenery, and environment, consistently stimulates 
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plans to revisit. 

 

Event-Specific Attributes and Revisit Intention 

To answer research question two, the review findings indicated that event quality was 

found to significantly influence both satisfaction and revisit intentions. Higher event 

characteristics, including well-structured races, excellent amenities, and professional 

competition, reliably forecast loyalty. Song et al. (2023) indicate that intentions to revisit 

marathons depend on event quality and event image, with superior destination personality 

qualities serving as significant predictors. Rahayu et al. (2024) similarly demonstrate that event 

quality and perceived value greatly affect the revisit intentions of mountain bike and climbing 

tourists. Matić et al. (2024) note that in wrestling competitions, the calibre of the event and 

satisfaction with tangible services (e.g., facilities, logistics) influence participants’ intention to 

return. These studies demonstrate that when the event fulfils expectations, encompassing on-

site services and competition quality, attendees are more likely to return. 

The correlation between event attachment and emotional engagement is significant. 

Numerous studies suggest that emotional connections established during the event (such as 

excitement, enjoyment, and attachment to the experience) enhance the likelihood of revisitation. 

Halpenny et al. (2016) identify that repeated participation in road races correlates with both 

location attachment and event attachment, indicating a personal connection to the event. Xu & 

Dai (2025) emphasise event attachment as a crucial aspect, namely the sensation of being 

"embodied" in the event experience, which motivates marathoners to arrange return visits. 

Caraka et al. (2023) observe that among MotoGP audiences, elements such as site 

connectedness and event quality cultivate pleasant feelings and attachment, thus enhancing 

intentions to revisit. In short, fans and athletes are more inclined to return when they establish 

a profound emotional bond with the event itself, rather than only the location. 

Attributes of social and experiences also contribute significantly. Numerous studies 

underscore the significance of socialisation and the distinctive experiences offered by an event. 

Özdipçiner et al. (2021) demonstrate that a sense of community (“experiencing urban life” 

collectively) during a university sports festival enhances students’ inclination to return. 

Taberner et al. (2022) assert that in outdoor competitions, happy emotions, a cohesive 

destination picture, and social influence (companionship) influence revisit behaviour. Perić et 

al. (2018) ascertain that in trail running and mountain bike events, elements such as safety, 

natural environment, and event quality collectively influence the desire to revisit, indicating 
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the significance of the overall event experience. Factors such as spectator accessibility 

significantly influence the intention to revisit. Supriyoko et al. (2024) emphasise that 

accessibility and accommodation options at a paragliding location are essential. In conclusion, 

particular event qualities, including crowd atmosphere, social interaction, and environmental 

setting, influence the intention to revisit by determining the quality of the event experience 

(Song et al., 2023; Jeong & Kim, 2020; Rahayu et al., 2024).  Nevertheless, the novelty-seeking 

behaviour of seasoned tourists, such as marathon "insiders" (Aicher et al., 2020), diminishes 

plans to revisit, underscoring a conflict between enticing new tourists and maintaining repeat 

visitors. 

 

Emotional bond and psychological drivers 

Psychological constructs such as place attachment, nostalgia, and fan identification 

with an event emerged as powerful predictors of revisit intentions. The findings of Watanabe 

et al., (2018) demonstrate that fan identification in Formula 1 racing, which refers to the 

extent to which an individual perceives themselves as a fan, serves as a predictor of loyalty; 

fans with a high level of identification exhibit greater destination loyalty. Brown et al. (2016) 

also observe that increased overall participation in sports (including the Olympics, tennis, and 

equestrian events) correlates with stronger venue attachment and a more favourable 

assessment of the host city. These findings indicate that participation in sports and 

identification regularly serve as psychological precursors of attachment. Research has 

demonstrated that the extent of visitors’ engagement or identification with the sport or event 

enhances both event and destination attachment. Consequently, personal engagement with the 

sport serves as a psychological catalyst for attachment and recurring attendance. 

Nostalgia and spatial identity constitute an additional subtheme. Cho (2021) 

specifically demonstrates that nostalgia, a yearning for former experiences, "forges place 

attachment" and hence amplifies the intentions to revisit among baseball fans. This indicates 

that emotional memories associated with a sport or location might foster loyalty. Hashemi et 

al. (2023) show that place identity, characterised by a sense of belonging or affiliation with the 

sports venue, and pleasant emotions foster long-term attachment among winter sports visitors. 

Halpenny et al. (2016) ascertain that place attachment, the emotional connection to the event 

location, is reinforced by prior good experiences. These findings suggest that when tourists 

psychologically identify with a location or reminisce about positive experiences, they are more 

likely to develop an attachment to the area and return. 
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Emotional and sensory incentives can affect attachment. Xu & Dai (2025) propose the 

concept of "embodied experience," suggesting that physical and emotional engagement in the 

marathon enhances attachment to the event. Taberner et al. (2022) also underscore that good 

feelings encountered during mountain races serve as motivators for future intentions. 

Mascarenhas et al. (2024) discover that memorable and hedonic/eudaimonic experiences 

during a cycling event enhance satisfaction and inclination to return. The findings indicate that 

profound, positive emotional experiences during an event (such as contentment, thrill, and 

satisfaction) enhance attendees’ attachment and loyalty. Perceived risk and safety may also be 

psychological issues. Choo et al. (2016) demonstrate that increased involvement and less 

perceived danger foster bonding in equestrian contests. Ultimately, contentment is a 

psychological result associated with attachment. Jeong and Kim (2019) Jeong and Kim (2019) 

and Allameh et al. (2015) assert that enjoyment from event and destination attributes solidifies 

loyalty. 

 

Cultural factors influence 

Review findings indicate that cultural context significantly shapes revisit behaviour. 

The research of Duan & Wu J. (2024) demonstrates that small-scale events, such as the Wuxi 

Marathon in China, depend on localised cultural and environmental stimuli, including historic 

sites and natural landscapes, to cultivate loyalty. These activities enhanced the destination’s 

image via niche appeal rather than widespread visibility.  

Pahrudin et al. (2023) further demonstrate that national identification and cultural pride are 

stimulated during international athletic events, such as the Moto GP, enhancing emotional 

connection with the host location. The sense of national or cultural affiliation has been 

demonstrated to enhance destination loyalty, particularly when the event fosters a shared 

experience among culturally aligned attendees. 

The findings of Risitano et al. (2017) reveal that tourists from collectivist societies 

demonstrated more inclinations to revisit than those from individualist cultures (e.g., Anglo-

Saxon). Cultural aspects, like uncertainty avoidance and individualism, substantially impacted 

behavioural intentions. Tourists from cultures with high uncertainty avoidance were more 

inclined to revisit venues after an event due to risk aversion and a preference for familiarity. In 

contrast, individualist visitors emphasised novelty-seeking behaviours, diminishing their 

attachment to particular sites. These data demonstrate that cultural context significantly 

influences revisit intentions in sport tourism. An expanding body of studies indicates that cross-
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cultural disparities affect tourists’ perceptions of destination image, event quality, emotional 

experiences, and their propensity to revisit. 

 

Satisfaction as a mediator 

Satisfaction consistently emerged as a central mediating variable, linking cognitive and 

affective evaluations to behavioural intentions, the research conducted by Pahrudin et al. 

(2024) on the MotoGP event in Indonesia revealed that, although hospitality and accessibility 

substantially impacted visitor pleasure, they had no direct effect on intentions to revisit. 

Satisfaction emerged as the most significant predictor of revisiting behaviour. Jeong and Kim 

(2020) demonstrated that satisfaction completely mediated the relationship among destination 

image, perceived value, and destination loyalty in small-scale athletic events. The destination 

image and perceived value indirectly affect loyalty through satisfaction, consistent with the 

cognitive-affective-conative sequence, where cognitive assessments (image/value) generate 

affective satisfaction, subsequently fostering conative loyalty. Allameh et al. (2015) discovered 

satisfaction as an indirect pathway linking destination image to revisit intentions, mediated by 

perceived quality. Structural equation modelling indicated that satisfaction indirectly 

influences destination image on loyalty, underscoring its significance in hierarchical decision-

making frameworks. In this research, satisfaction regularly serves as a primary mediating 

variable.  
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Conclusion 
 

 

This systematic review consolidated evidence from 57 peer-reviewed studies published 

between 2015 and 2025, concentrating on revisit intention in the realm of sport event tourism. 

The results demonstrate that the intention to revisit is affected by several interrelated aspects, 

particularly destination image, event-specific characteristics, psychological and emotional ties, 

satisfaction, and cultural background. 

The destination image emerged as a primary predictor of return intention, incorporating 

perceived quality, attractiveness, and symbolic connotations with the host location. Attributes 

related to the event, including the sport type, event organisation, and distinctiveness, were 

identified as influencing tourists’ future behavioural intentions. Psychological elements such 

as nostalgia, place attachment, and emotional engagement significantly contributed to the 

reinforcement of long-term loyalty to both destinations and particular athletic events. 

Visitor satisfaction served as both a direct predictor and a mediating variable, especially 

in large-scale events. Cultural variations significantly impacted visitors’ assessments of their 

experiences and their intentions to return, underscoring the necessity for culturally responsive 

event design and administration. 

The geographic and thematic distribution of the analysed studies indicated a 

predominance of research in East Asia, particularly in South Korea and China, which were the 

most represented nations. Moreover, marathon and motorsport events predominated the 

thematic landscape, whilst other sports and areas were insufficiently explored. 

 
Limitations and Future Research Directions 

This review is subject to several limitations. First, the analysis was restricted to peer-

reviewed journal articles published in English, which may have excluded relevant studies 

published in other languages or non-journal formats such as conference proceedings and 

dissertations. Second, although Web of Science, ProQuest Central, and SPORTDiscus were 

selected for their relevance and disciplinary coverage, reliance on a limited number of 

databases may have led to the omission of studies indexed exclusively in other databases. 

While Scopus was used to evaluate journal quality and impact, it was not employed as a 

primary search database, and future reviews may benefit from adopting a multi-database search 

strategy to enhance comprehensiveness.  

Third, data extraction and thematic coding were conducted by a single researcher, 
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which may introduce subjective interpretation despite the use of a structured coding protocol 

and repeated consistency checks. Future studies could strengthen methodological robustness 

by employing multiple coders and assessing inter-coder reliability.  

Fourth, the predominance of quantitative, cross-sectional studies within the reviewed 

literature limits insight into how revisit intentions evolve over time, highlighting the need for 

longitudinal and mixed-method research designs in future sport event tourism studies. 

Geographic variety is essential, necessitating additional research from underrepresented 

regions such as Africa, Latin America, and the Middle East. Cross-cultural comparative studies 

are advocated to examine how cultural values influence visitor behaviour and revisit intentions.  

Finally, although this review is situated within the broader sport tourism literature, its 

analytical focus is limited to sport event tourism; therefore, the findings may not be directly 

generalisable to active sport tourism or sport heritage tourism contexts. 
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Social media marketing is a relatively new marketing communications platform. While 

it is now used by many organisations, some organisations are still unsure how it can be used 

effectively. This paper examines some of the author’s earlier studies on social media marketing 

in the Asian sports industry and synthesises the key learning points on effective social media 

marketing. The review suggests that social media marketing is different from traditional 

marketing. As a many-to-many communication platform, it is more useful as a tool to build 

brands rather than to increase sales. While social media marketing can influence consumer 

behaviour through social influence, there are limits on its effectiveness. Finally, with the 
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platforms and utilise a suite of platforms in their marketing strategies. 
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Introduction 
 

 

Social networking sites are defined as web-based services that allow individuals to 

construct a public profile within a bounded system, articulate a list of other users whom they 

share a connection, and view and traverse their list of connections (Boyd & Ellison, 2007). 

According to this definition, the first social network site was Six Degrees.com launched in 

1997 (Boyd & Ellison, 2007). In the early days, the majority of members on social network 

sites were from the younger demographic segment. Indeed, one of the more popular social 

network sites, Facebook, was launched with students from Harvard university. 

Since then, there are many other social network sites, each with their own unique 

offerings and target segment of users. For example, LinkedIn was conceived as a social 

network site for working professionals with the aim of advancing their careers. In tandem, the 

number of users on social media have grown exponentially over the years. Users from all 

demographic segments are now on social networking sites, accessing them on a regular basis 

(Duffett, 2015; Gangadharbatla, 2008; Ting et al., 2015). Through social media, members share 

information and develop their social relationships with each other in the virtual community. 

Users on social media are generally known to each and share similar interests. As such, 

any messages shared on social media are likely to be of interest and credible to all members 

(Phua & Ahn, 2016). Commercial organisations quickly recognised that these features can be 

exploited for profit. Firstly, they can utilise social network sites to target consumers from 

specific demographic segments or with disclosed interests in their products and services. This 

is particularly effective for consumers that are not easily accessible through mass media, such 

as those with niche interests. Social media thus allowed for a more targeted approach compared 

to traditional mass media. Secondly, as members of a social network site have a relationship 

with each other in the virtual community, the information shared with each other is likely to be 

more credible compared to advertisements or any other marketing communications. As such, 

this word-of-mouth communications on social media can be more effective in influencing 

consumer behaviour (Phua & Ahn, 2016). 

As a result, while social media was initially created as a means of communication 

between individuals, many organisations are now using social media in their marketing 

communications. However, some organisations have been unable to leverage on this new 

marketing communications platform effectively. In part, this is because these organisations 

have wrongly assumed that social media marketing works the same way as marketing on 
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traditional platforms such as the mass media. Unlike traditional marketing where the 

organisation only need to deliver their marketing message to consumers, effective social media 

marketing requires engagement with consumers (Deighton & Kornfeld, 2009; Kozinets et al., 

2010). 

Learning requires an active reflection on past experiences (Daudelin, 1996). The aim 

of this paper is to document the author’s learning journey through a reflection of his earlier 

works on social media marketing in the Asian sports industry. Through a sharing of the key 

learning points, this paper will allow marketers to better understand how social media 

marketing can be used more effectively. 
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Literature Review 
 

 

Social Media Marketing is not the same as Traditional Marketing 

When commercial organisations realised that social media is able to reach a large 

number of consumers with predefined interests and demographics, they recognised that it had 

the potential to be a new marketing communications platform. Coupled with a much lower cost 

compared to traditional marketing platforms such as the mass media, social media marketing 

quickly became part of their marketing activities. 

Marketing communications prior to the advent of social media is a one-way 

communication from the organisation to the consumer. In a one-to-many communication 

model, consumers are passive receivers of the marketing message. Initially, social media 

marketing was considered to be just another marketing communications platform. The 

marketing message was devised by the organisation and driven to the consumer through social 

media. The aim of these marketing campaigns was to raise awareness of the brand and increase 

sales. This was the traditional one-to-many marketing communications model and did little to 

engage consumers (Deighton & Kornfeld, 2009). 

However, social media marketing is not the same as traditional marketing. Unlike 

traditional marketing platforms, members on social media can interact and influence each other. 

In this many-to-many communication model, consumers are not only receivers of marketing 

messages but can also create shared meaning of the brand (Deighton & Kornfeld, 2009; Geurin 

& Burch, 2017; Kozinets et al., 2010; Leng, 2012a). As such, on social media, while the 

organization can devise the marketing message, it merely initiates a conversation. Consumers 

on social media can contribute to the conversation and change the message, thereby influencing 

each other in their consumption decisions. 

For example, many sports events are now using social media marketing (Abeza et al., 

2019). In a study examining the social media marketing campaign of the 2014 F1 Singapore 

Grand Prix, an analysis of the comments made on the event’s social media account showed 

that while the event organiser intended to use social media to promote the event, members on 

the social network site were instead using the platform as a means of communication with the 

event organiser and other spectators. For example, one member asked the organiser on social 

media “…will the eateries in the F1 Village at Gate 1 be open for this evening’s Pitlane Walk?” 

(Lee & Leng, 2016). 

Members on social media were also sharing information and their experiences on the 
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platform. For example, one member posted a shoutout to one of the race drivers “…Well done, 

Nico…You are a true team player, respect!!!” (Lee & Leng, 2016). 

The above suggests that organisations may not be able to control the marketing message 

on social media. Consumers are able to interact with each other and change the message. As 

such, it has been argued that the real value of social media marketing lies in engaging with 

others to generate a discussion and create a shared cultural meaning of the advertised brand. 

Social media marketing should not be used as a sales promotion tool as the motivation in using 

the platform is to maintain relationships with other people in an existing network (Deighton & 

Kornfeld, 2009; Kozinets et al., 2010). 

In the same study on the social media marketing of the F1 Singapore Grand Prix, it was 

found that the increase in the number of new members occurred only during the event. By this 

time, the new members would have already obtained tickets to the event. This further supports 

the above argument that social media is not useful in promoting sales to the event. The new 

members are not joining the social network site to find out more about the event to buy tickets. 

Instead, they are joining the social network site to engage with other members with similar 

interests and share information. Social media marketing may be more effective as a tool to 

engage existing sports fans (Lee & Leng, 2016). 

As a many-to-many platform, members may interact with each other independent of the 

organisation. However, the level of interaction is also dependent on the organisation’s level of 

activity on the social media account. Posts by the organisations can start a discussion among 

members. Generally, these posts also elicit more interaction from members compared to posts 

made by other members (Leng, 2012a). 

In the study of the F1 Singapore Grand Prix, it was found that the event organisers made 

more posts during the event. During this period, there was also a corresponding increase in 

social media activity (Lee & Leng, 2016). In another study on social media activity during the 

2013 Southeast Asian Games (SEA Games) in Myanmar, it was similarly found that the 

number of ‘Like’ votes and comments increased whenever the event organisers made posts on 

the social network site (Leng & Chiu, 2019). This suggests that event organisers need to initiate 

the conversation on social media by posting regularly to engage with both spectators and fans. 

This is detailed in Figure 1 below. 
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Figure 1 

SEA Games 2013 Social Media Activity 

 

 

 

The above discussion suggests that social media marketing is distinct from traditional 

marketing. Social media is a many-to-many communications platform. As such, marketers 

should not adopt the same communications strategy employed in traditional one-to-many 

platforms such as mass media advertising. Instead, marketers should initiate a discussion and 

engage with consumers on social media (Deighton & Kornfeld, 2009; Kozinets et al., 2010). 

The aim of social media should not be to sell to consumers but instead create an opportunity 

for consumers to share their experiences and develop a stronger relationship with the brand. 

More importantly, as the account holder, organisations need to post regularly to keep the 

conversation going. As consumers may use social media to communicate with the 

organisation, it provides an additional platform to engage with consumers and develop a 

shared meaning of the brand. The differences are summarised in Figure 2 below. 
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Figure 2 

Comparison between traditional and social media marketing 

 

Consumers are not easily influenced on social media 

When making purchase decisions, consumers are often influenced by other consumers. 

This phenomenon is termed social influence. Social influence affects consumer choice in 

several ways. Firstly, when confronted with a new product or product category, consumers 

need to obtain information to make a purchase decision. Through learning from others, their 

consumption choice is affected by other consumers through social influence. As such, the more 

uncertain a person is on his purchase decision, the more likely he is susceptible to social 

influences (Bearden et al., 1989; Deutsch & Gerard, 1955). 

Secondly, as choice of products and brands can affect a person’s self-identity and how 

the person is viewed by others, consumers often make decisions to conform to the expectations 

of others. Consumption decisions are therefore made to enhance the association with a 

reference group in order to receive rewards or avoid punishments from members in the 

reference group. For example, in the purchase of sports apparel, athletes may choose a 

particular brand, type or colour of sports apparel to create an identity for the wearer. This 

decision allows the athlete to indicate membership in a specific group (Chae et al., 2006; 

Dickson & Pollack, 2000). 

As social media can connect many consumers with the same interest, organisations saw 

the opportunity to leverage on social influence. They encourage members to ‘like’, ‘subscribe’ 

and ‘share’ on their social network sites. A high number of such activities can suggest that the 

product is endorsed by a large number of consumers and accepted by the community. As a 

result, it can positively influence consumer behaviour (Beukeboom et al., 2015; Phua & Ahn, 
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2016). 

It should be noted that the nature of social network sites favours a quick emotive 

response rather than a prolonged, conscious and cognitive response (Leng, 2013). Clicking a 

‘like’ vote is a quick emotive response and require less cognitive resources than writing a 

comment. As such, it is not surprising that there are generally more ‘likes’ compared to 

comments or other interactions which require a higher level of cognitive response. 

For example, in the study on the social media activity of the SEA Games 2013 discussed 

above, there were more ‘likes’ compared to comments (Leng & Chiu, 2019). Given the 

prevalence of ‘likes’, it may come across as having less value as an input for consumer 

decision-making. It is thus not surprising that others have suggested that ‘likes’ and other 

popularity ratings alone may have limited effect on purchase intention (Duan et al., 2008). 

Instead, many studies have suggested that comments on social network sites can 

become a conversational human voice and influence consumer decision making in the form of 

word-of-mouth communications (Beukeboom et al., 2015; Sandes & Urdan, 2013). Social 

media users can state their preferences for specific brands and become a source of social 

influence. Consequently, consumers may rely on the perception and judgment of other 

consumers on social media in their consumption choice including the development of positive 

attitudes and purchase of specific products or brands (Phua & Ahn, 2016). 

There is empirical support that social influence does exist on social network sites in 

several studies. Comments on social media can affect consumer behaviour including the 

perception of quality and purchase intention of specific brands and products (Chew & Leng, 

2014; Djafarova & Rushworth, 2017; Duffett, 2015; Koh & Leng, 2017; Phua & Ahn, 2016). 

For example, in a study examining the effect of social influence in the purchase of sports shoes, 

it was found that consumers exposed to positive comments on the social media platform 

Facebook evaluated the sports shoes as of higher quality. In addition, these consumers 

indicated higher levels of purchase intention (Chew & Leng, 2014). 

Using the same research design, the study was replicated by replacing the purchase of 

sports shoes with the purchase of a sports coaching service. Similarly, it was found that 

consumers exposed to positive comments evaluated the sports coaching service more positively 

with higher purchase intention (Koh & Leng, 2017). In other words, positive comments on 

social media can influence consumer behaviour in both goods and services. This is depicted in 

Figure 3 below. 
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Figure 3 

Effect of Comments on Perceived Quality and Purchase Intention 

 

 

 

However, susceptibility to social influence can vary across individuals. For example, 

consumers who are highly involved in the purchase situation or product category possess high 

levels of motivation to acquire and process information (Wang et al., 2016). They are thus more 

likely to be persuaded by the content of the message instead of peripheral cues such as the 

comments of other consumers (Petty et al., 1983). With higher levels of involvement, 

consumers may also have more knowledge and greater familiarity with the product category. 

As such, they may need to rely less on the judgement of others and will be less susceptible to 

social influences (Bearden et al., 1989; Deutsch & Gerard, 1955). 

For example, in the study examining the effect of social influence in the purchase of 

sports shoes discussed above, it was found that the effect of social influence on consumer 

behaviour was diminished among consumers who were more involved in sports. Specifically, 

for consumers who were more involved in sports, positive comments on social media can lead 

to higher levels of perceived quality of the sports shoes but did not lead to higher levels of 

purchase intention. This suggests that for consumers who are more involved and familiar with 

a product category, they are less susceptible to social influence on social media (Chew & Leng, 

2014). 

As marketing messages on social media can be modified by members in an uncontrolled 

discussion, some marketers have sought to retain control by limiting or censoring comments 
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on social media, particularly when they are negative in nature (Leng, 2012b). This is because 

due to negativity bias, negative opinions made online are often given more attention compared 

to positive opinions (Sen & Lerman, 2007). However, recent research suggests that the effect 

of negative comments may be limited when consumers have existing attitudes towards specific 

brands or behaviours (Munoz & Towner, 2022; Ong & Leng, 2022; Sandes & Urdan, 2013). 

In one study, fans of a football club were exposed to either positive or negative 

comments on the performance of the club on social media. It was found that the type of 

comments did not affect the fans’ evaluation of the performance of the football club nor 

intention to continue supporting the club. This suggests that when consumers have existing 

beliefs on a specific brand, the effect of comments on their behaviour may be limited (Ong & 

Leng, 2022). As such, limiting or censoring comments on social media may not be necessary, 

especially for an established brand. Leaving negative comments intact on social media may 

instead be beneficial as it can reflects the brand’s authenticity. 

The above discussion suggests that while there is evidence that social influence exists 

and that consumers can be influenced in their purchase decision on social media, the extent of 

this influence is dependent on whether the consumers have prior knowledge or existing 

attitudes on the product category or brand. When consumers have existing knowledge or beliefs 

about the product category or brand, they are less susceptible to social influence. Hence, not 

all consumers are equally susceptible to social influence on social media. 

 

Social media platforms are not the same 

With technological advancements, social media have become more visual-centric. 

Users are now able to share images and videos with each other on these visual-centric platforms. 

For example, Instagram has become popular as it allows users to share photos and images (Ting 

et al., 2015). Members also use Instagram to search for information about other people, 

document their life, demonstrate to other members their coolness and creativity, and share their 

interests with others (Sheldon & Bryant, 2016). 

Organisations were quick in adopting these visual-centric social media platforms in 

their marketing campaigns. They recognised that images could influence consumer behaviour 

more effectively. Consumers are unable to physically examine products on the internet. With 

text-centric social media, organisations make use of comments made by consumers as a form 

of word-of-mouth communications to influence consumer behaviour. With visual-centric 

social media, however, organisations can provide additional informational cues in the form of 
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product images and videos to influence consumers’ purchase decision. 

Visual-centric platforms are different from the earlier text-centric platforms. Visual 

content on social network sites can be transmitted to members quickly and in an entertaining 

manner (Gvili & Levy, 2016). Consequently, visual-centric platforms elicit different 

behaviours from earlier text-centric platforms (Blight et al., 2017; Gvili & Levy, 2016; 

Shahbaznezhad et al., 2021; Sheldon & Bryant, 2016). Specifically, the type of images used in 

marketing communications can influence the effectiveness of the marketing communications. 

High quality images on social network sites are more likely to create positive affective 

experiences and inferences on product quality (Colliander & Marder, 2018; Wang et al., 2016; 

Yoo & Kim, 2014). Even by simply manipulating the size of the image, consumers are more 

likely to notice the image and have more favourable attitudes towards the products (Kim & 

Lennon, 2008; Teo et al., 2019). 

A study was conducted to examine whether the effectiveness of social media marketing 

differs on visual-centric platforms. Consumers were shown advertisements for sports shoes on 

the visual-centric platform Instagram. In the experimental group, consumers were provided 

with additional information in the form of positive comments from other social media users. 

In this study, it was found that consumers exposed to positive comments did not indicate higher 

levels of purchase intention. In other words, while comments affected consumer behaviour on 

text-centric social media, they did not have any effect on visual-centric social media (Teo et 

al., 2019). 

In another experiment, consumers were again shown advertisements of sports shoes on 

Instagram. In this experiment, instead of comments, consumers in the experimental group were 

exposed to a larger image of the advertisement compared to the control group. In this study, 

the larger image caused consumers to indicate higher levels of purchase intention. This 

suggests that there are differences between text-centric and visual-centric social media. While 

comments can affect perception of quality and purchase intention on text-centric social media, 

the effect of such comments is more limited on visual-centric social media. Instead, images are 

more influential on visual-centric platforms. By simply using larger images, consumers can be 

positively influenced in their purchase decision (Teo et al., 2019). This is depicted in Figure 4 

below. 
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Figure 4 

Effectiveness of Instagram Marketing on Purchase Intention 

 

 

 

On visual-centric platforms, users can interact and engage with each other in new ways. 

For example, visual-centric social media offers users an opportunity to craft an image of 

themselves for presentation to others (DeAndrea & Walther, 2011; McLaughlin et al., 2025). 

According to Goffman’s Self-Presentation Theory, the presentation of the self is motivated by 

a desire to create an image which would appeal to other people. This is also known as the 

formal front stage persona (Goffman, 1959). Through the curation of images, visual-centric 

social media users can craft an ideal image of their selves for presentation to others. 

However, a more informal backstage persona where personalised content is shared on 

social media can sometimes be more authentic and relatable (Goffman, 1959). This is because 

images must abide by the rules of the medium to remain likeable and credible. As social 

network sites are informal platforms for communication, informal snapshots may work better 

than formal studio shots (Colliander & Marder, 2018). This can possibly create an illusion of 

intimacy and provide an opportunity for members to form parasocial relationships (Blight et 

al., 2017; Gvili & Levy, 2016; Parmelee et al., 2023; Sheldon & Bryant, 2016; Vu et al., 2025). 

In turn, such parasocial relationships may lead to higher rates of engagement on social media 

(Vu et al., 2025). 

For example, in a study on Instagram posts made by Iranian footballers during the 2018 
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FIFA World Cup, it was found that the athletes are using social media to connect with their 

fans through the sharing of photos (Sadeghi & Leng, 2021). The athletes are cognizant that 

social media allows them to create an image of themselves for presentation to others. For 

example, prior to the FIFA World Cup, the majority of posts were of themselves as athletes, 

training and competing in their sports. While there were posts in other areas such as of their 

personal and social life, these were fewer in comparison (Sadeghi & Leng, 2021). 

During the FIFA World Cup, the athletes increased the number of posts featuring their 

training and matches in the competition. After the event was over, the number of posts as 

athletes dropped substantially. Instead, these were replaced by posts featuring their personal 

and social lives (Sadeghi & Leng, 2021). This is depicted graphically in Figure 5 below. 

 

Figure 5 

Type of posts by Iranian Footballers during the 2018 FIFA World Cup 

 

 

 

The different type of posts over time suggests that athletes are using social media to 

create an ideal image of themselves to present to their fans. Before and during the FIFA World 

Cup competition, athletes sought to demonstrate their commitment to their sport as athletes. 

After the competition, athletes share more photos of their personal life including those with 

their families to connect with their fans on a more personable level (Sadeghi & Leng, 2021).  

More recently, image-sharing social media platforms have evolved to video sharing 

platforms such as TikTok. More than any other social media platforms, TikTok encourages 
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users to participate interactively on the platform. For example, many users embark on TikTok 

challenges and share their results with each other. As its algorithm promote the sharing of 

content based on members’ interaction with content, posts from other members can be 

transmitted quickly to other members without an established connection (Cervi et al., 2023; 

McLaughlin et al., 2025). As a result, many TikTok posts have gone viral. TikTok is thus not 

only used for the sharing of information, but also for entertainment purposes and the formation 

of parasocial relationships with each other (Zhao & Wagner, 2024). 

As visual-centric social network sites are becoming more popular and are different from 

earlier text-centric social network sites, it is now recognised that social media is not a single, 

universal platform but a broad spectrum of tools, each effective for different purposes (Abeza 

et al., 2019; McLaughlin et al., 2025). As such, marketers need to consider using a variety of 

social media platforms to achieve their marketing communications goals. 
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Conclusion 
 

 

As technology improves, there will be new forms of communication. These require a 

rethink of marketing theories. Through a review of past studies, this paper summarises some 

of the key learning points on effective social media marketing strategies. The above discussion 

suggests that as social media marketing is relatively new, there may still be some 

misconceptions as to how social media marketing works. It is distinctively different from 

traditional marketing and organisations will need to be cognizant of the differences to benefit 

from social media marketing (Deighton & Kornfeld, 2009; Kozinets et al., 2010). 

While there is evidence that social media marketing can be effective in influencing 

consumers’ decision-making, there are caveats that marketers should be aware of. In the event 

where consumers are highly involved in the product category, consumers are less susceptible 

to peripheral marketing cues (Petty et al., 1983; Wang et al., 2016). 

Given that there are now many different social media platforms, marketers need to 

consider the usefulness and limitations of each platform. While comments may work well on 

text-centric social media, it may be less effective on visual-centric platforms (Teo et al., 2019). 

As such, marketers will need to employ a range of social media platforms to achieve their 

marketing goals (Abeza et al., 2019). 

In conclusion, this paper suggests that organisations should not consider social media 

to be the same as other traditional marketing communications platform. Using the same one-

way marketing communications on social media will not be effective. Instead, organisations 

will need to consider marketing content that can engage with consumers on social media. In 

addition, while it is possible to influence consumer behaviour on social media, the value of 

social media marketing lies not in selling products and services, but in creating a shared 

meaning of the brand. Finally, given that there are many social media platforms, organisations 

will need to consider how to make use of the unique characteristics of each platform and devise 

suitable content to engage with consumers. 



Volume 20 / July / 2026 … 108 

 

 

References 

Abeza, G., O’Reilly, N., & Seguin, B. (2019). Social media in relationship marketing: The 

perspective of professional sport managers in the MLB, NBA, NFL, and 

NHL. Communication & Sport, 7(1), 80-109. 

Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measurement of consumer 

susceptibility to interpersonal influence. Journal of Consumer Research, 15(4), 473-

481. 

Beukeboom, C. J., Kerkhof, P., & De Vries, M. (2015). Does a virtual like cause actual 

liking? How following a brand’s Facebook updates enhances brand evaluations and 

purchase intention. Journal of Interactive Marketing, 32(1), 26-36. 

Blight, M. G., Ruppel, E. K., & Schoenbauer, K. V. (2017). Sense of community on Twitter 

and Instagram: Exploring the roles of motives and parasocial 

relationships. Cyberpsychology, Behavior, and Social Networking, 20(5), 314-319. 

Boyd, D. M., & Ellison, N. B. (2007). Social network sites: Definition, history, and 

scholarship. Journal of Computer‐Mediated Communication, 13(1), 210-230. 

Cervi, L., Tejedor, S., & Blesa, F. G. (2023). TikTok and political communication: The latest 

frontier of politainment? A case study. Media and communication, 11(2), 203-217. 

Chae, M. H., Black, C., & Heitmeyer, J. (2006). Pre‐purchase and post‐purchase satisfaction 

and fashion involvement of female tennis wear consumers. International Journal of 

Consumer Studies, 30(1), 25-33. 

Chew, S. S., & Leng, H. K. (2014). Marketing sports products on Facebook: the effect of 

social influence. Physical Culture and Sport, 61(1), 65. 

Colliander, J., & Marder, B. (2018). ‘Snap happy’brands: Increasing publicity effectiveness 

through a snapshot aesthetic when marketing a brand on Instagram. Computers in 

Human Behavior, 78, 34-43. 

Daudelin, M. W. (1996). Learning from experience through reflection. Organizational 

dynamics, 24(3), 36-48. 

DeAndrea, D. C., & Walther, J. B. (2011). Attributions for inconsistencies between online 

and offline self-presentations. Communication Research, 38(6), 805-825. 

Deighton, J., & Kornfeld, L. (2009). Interactivity’s unanticipated consequences for marketers 

and marketing. Journal of Interactive Marketing, 23(1), 4-10. 

Deutsch, M., & Gerard, H. B. (1955). A study of normative and informational social 

influences upon individual judgment. The Journal of Abnormal and Social 



Volume 20 / July / 2026 … 109 

 

 

Psychology, 51(3), 629. 

Dickson, M. A., & Pollack, A. (2000). Clothing and identity among female in-line 

skaters. Clothing and Textiles Research Journal, 18(2), 65-72. 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities' 

Instagram profiles in influencing the purchase decisions of young female 

users. Computers in Human Behavior, 68, 1-7. 

Duan, W., Gu, B., & Whinston, A. B. (2008). Do online reviews matter?—An empirical 

investigation of panel data. Decision support systems, 45(4), 1007-1016. 

Duffett, R. G. (2015). Facebook advertising’s influence on intention-to-purchase and 

purchase amongst Millennials. Internet Research, 25(4), 498-526. 

Gangadharbatla, H. (2008). Facebook me: Collective self-esteem, need to belong, and 

internet self-efficacy as predictors of the iGeneration’s attitudes toward social 

networking sites. Journal of Interactive Advertising, 8(2), 5-15. 

Geurin, A. N., & Burch, L. M. (2017). User-generated branding via social media: An 

examination of six running brands. Sport Management Review, 20(3), 273-284. 

Goffman, E. (1959). The presentation of self in everyday life. Doubleday. 

Gvili, Y., & Levy, S. (2016). Antecedents of attitudes toward eWOM communication: 

differences across channels. Internet Research, 26(5), 1030-1051. 

Kim, M., & Lennon, S. (2008). The effects of visual and verbal information on attitudes and 

purchase intentions in internet shopping. Psychology & Marketing, 25(2), 146-178. 

Koh, J. Y., & Leng, H. K. (2017). Marketing sport coaching services on social network sites: 

an examination of social influence and country-of-origin effect. Managing Sport and 

Leisure, 22(5), 390-399. 

Kozinets, R. V., De Valck, K., Wojnicki, A. C., & Wilner, S. J. (2010). Networked 

narratives: Understanding word-of-mouth marketing in online communities. Journal 

of Marketing, 74(2), 71-89. 

Lee, A., & Leng, H. K. (2016). The marketing of the 2014 formula one Singapore grand prix 

on Facebook. Pamukkale Journal of Sport Sciences, 7(3), 14-22. 

Leng, H. K. (2012a). The use of Facebook as a marketing tool by private educational 

institutions in Singapore. International Journal of Technology and Educational 

Marketing (IJTEM), 2(1), 14-25. 

Leng, H. K. (2012b). Marketing politicians on facebook: An examination of the Singapore 

general election 2011. Studies in Business & Economics, 7(1), 101-109. 

 



Volume 20 / July / 2026 … 110 

 

 

Leng, H. K. (2013). Methodological issues in using data from social networking 

sites. Cyberpsychology, Behavior, and Social Networking, 16(9), 686-689. 

Leng, H. K., & Chiu, W. (2019). The 27th SEA games Myanmar 2013: A facebook 

perspective. Sport in Society, 22(3), 449-461. 

McLaughlin, B., Cloudy, J., Hunter, J., & Potter, B. (2025). Stitch incoming: political 

engagement and aggression on TikTok. Behaviour & Information Technology, 44(7), 

1387-1400. 

Munoz, C. L., & Towner, T. (2022). Do high engagement Instagram images influence 

presidential candidate evaluation? The moderating effect of familiarity. Journal of 

Research in Interactive Marketing, 16(4), 514-533. 

Ong, W. H., & Leng, H. K. (2022). Social media marketing strategies of football clubs: 

limitations of social influence. International Journal of Technology and Human 

Interaction (IJTHI), 18(1), 1-10. 

Parmelee, J. H., Perkins, S. C., & Beasley, B. (2023). Personalization of politicians on 

Instagram: what Generation Z wants to see in political posts. Information, 

Communication & Society, 26(9), 1773-1788. 

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and peripheral routes to 

advertising effectiveness: The moderating role of involvement. Journal of Consumer 

Research, 10(2), 135-146. 

Phua, J., & Ahn, S. J. (2016). Explicating the ‘like’on Facebook brand pages: The effect of 

intensity of Facebook use, number of overall ‘likes’, and number of friends'‘likes’ on 

consumers' brand outcomes. Journal of Marketing Communications, 22(5), 544-559. 

Sadeghi, S., & Leng, H. K. (2021). Self-presentation of Iranian football players on Instagram 

during the 2018 World Cup. Soccer & Society, 22(5), 502-510. 

Sandes, F. S., & Urdan, A. T. (2013). Electronic word-of-mouth impacts on consumer 

behavior: Exploratory and experimental studies. Journal of International Consumer 

Marketing, 25(3), 181-197. 

Sen, S., & Lerman, D. (2007). Why are you telling me this? An examination into negative 

consumer reviews on the web. Journal of interactive marketing, 21(4), 76-94. 

Shahbaznezhad, H., Dolan, R., & Rashidirad, M. (2021). The role of social media content 

format and platform in users’ engagement behavior. Journal of Interactive 

Marketing, 53(1), 47-65. 

Sheldon, P., & Bryant, K. (2016). Instagram: Motives for its use and relationship to 

narcissism and contextual age. Computers in Human Behavior, 58, 89-97. 



Volume 20 / July / 2026 … 111 

 

 

Teo, L. X., Leng, H. K., & Phua, Y. X. P. (2019). Marketing on Instagram: Social influence 

and image quality on perception of quality and purchase intention. International 

Journal of Sports Marketing and Sponsorship, 20(2), 321-332. 

Ting, H., Ming, W. W. P., de Run, E. C., & Choo, S. L. Y. (2015). Beliefs about the use of 

Instagram: An exploratory study. International Journal of Business and 

Innovation, 2(2), 15-31. 

Vu, V. C., Wang, S., Keating, B. W., & Chen, E. Y. (2025). Increasing social media 

stickiness through parasocial interaction and influencer source credibility. 

Australasian Marketing Journal, 33(4), 352-370. 

Wang, Q., Cui, X., Huang, L., & Dai, Y. (2016). Seller reputation or product presentation? 

An empirical investigation from cue utilization perspective. International Journal of 

Information Management, 36(3), 271-283. 

Yoo, J., & Kim, M. (2014). The effects of online product presentation on consumer 

responses: A mental imagery perspective. Journal of Business Research, 67(11), 

2464-2472. 

Zhao, H., & Wagner, C. (2024). Factors influencing TikTok-based user purchase intention: 

comparison between potential customers and repeat customers. Internet 

Research, 34(6), 1901-1931. 

 



 

 

  Editor’s 

SMR 
Asian Sport Management Review 
 

Editor-in-Chief 

Dr. Daichi, Oshimi  
  

Professor 
Dept. of Sport & Leisure Management 

Tokai University 
  

Education 
Faculty of Human Sciences, Waseda University   
Faculty of Sport Sciences, Waseda University 
  

Academic Society Joined 
Japan Association for Sport Management 
Asian Association for Sport Management 
European Association for Sport Management 

Research Field 
sport management, sport marketing,  
social impacts of sport 

  
Email : oshimidaichi@gmail.com 

 

Office Secretariat 

Dr. Mika Takezawa  
 

Specially Appointed Assistant Professor 

    Dept. of Sport & Leisure Management  

Tokai University 

 

Education 

Department of Law, Faculty of Law, Seikei University 

Graduate School of Health and Sports Science, Juntendo University  

Graduate School of Health and Sports Science, Juntendo University  

 

Academic Society Joined 

Japan Association for Sport Management 

Asian Association for Sport Management 

 

Research Field 

sport management, women in sport 

 

Email : mika.takezawa@gmail.com 

 
 



 

 

Editorial Board 

SMR 
Asian Sport Management Review 
 

Name Email Address 
Nationali

ty 
Affiliation 

Dr. Woong  

   KWON 
kw73@jejunu.ac.kr Korea Jeju National University 

Dr. Mika  

   TAKEZAWA 
mika.takezawa.nj@gmail.com Japan Tokai University 

Dr. Yi Hsiu  

   LIN 
shulin909@gmail.com Taiwan National Taiwan University 

Dr. Govindasamy  

   BALASEKARAN 
govindasamy.b@nie.edu.sg Singapore Nangyang Techinical University 

Ms. Geraldine Go  

   BERNARDO 
sportphilippines@gmail.com Philippines PSP Manufacturing Company 

Dr. Dittachai  

   CHANKUNA 
poditt@hotmail.com Thailand 

Thailand National Sports 

University 

Dr. Issadee  

   KUTINTARA 
issadee@gmail.com Thailand Kasetsart University 

Dr. Jeeyoon Jamie  

   KIM 
jkim122@syr.edu Korea Syracuse University 

Dr. Sophia Deulre  

   MIN 
Sophia.Min@unh.edu Korea University of New Hampshire 

Dr. Hyun-Woo  

   LEE 
hwlee@tamu.edu Korea Texas A&M University 

Dr. Sarthak  

   MONDAL 
aasm@insma.in India 

Indian Sport Management 

Association 
 
 


