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ABSTRACT

The purpose of this study is to investigate relationship between perception of service quality and intent to return in
spectators of Gonbad kavoos autumn horse racing. The research method in this study was descriptive and
correlation method. The population of the study consisted of all spectators of Gonbad Kavoos autumn horse racing
(N=3865). The sample size was considered by using random selection method that according to Morgan table 350
spectators was selected as subjects. For this purpose, Sport Service Quality Questionnaire developed by Chen Liu
(2008) and Spectators Intent to Return Sport Events Questionnaire developed by Shonk (2005) were used.
Descriptive and inferential statistics methods for data analysis were used. The findings showed that between
perception of service quality and intent to return in spectators of Gonbad kavoos autumn horse racing, there is
significant positive correlation.
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INTRODUCTION

Sport involvement includes two major forms: dirgmrticipation in sport and physical activities; arttie
spectatorship and fandom of any sport games, whiehdely recognized as one important type of lesbehavior.
Both forms are considered to have major econonoitiags and psychological implications [1].

Sport spectatorship represents a predominant fdriaisure behavior [2]. Spectators could reducesstrand get
entertainment from sport event so it could reladyband mind. Spectator sport also increase satiedjiation and
culture experience. Kao (2002) pointed out thattsppectators were benefits to individuals fromethaspects: (1)
balancing life experience; (2) developing the megrof life; (3) improving quality of life. Therefer attending

sport events not only could gain entertainmenigvel emotion, and increase sport knowledge, buatiateract with

others to receive group identification and devetdprpersonal relationship [3].

Spectators who enjoy spending time at an everdggemed to be more likely to return to that omailar event [4,
5]. Conversely, negative experiences are likelyettuce their desire to stay at the event, may ctesa to leave
early and to not to return. Event services suckrade fairs, motor shows, and sporting events, igdigerequire
customers to spend extended periods of time ipliysical surroundings of the service provider [5].

In all of these above cases, the perceived qualitthe market demand (e.g., the game itself, treeyeb’
performance) and the service property (i.e., thgsighl environment) may play an important role gtedmining
consumer satisfaction, which in turn, influences/iong they stay at the event, how much money thidyspend,
whether they will return in the future, and whettigy will re-patronize the event's organizer [6kewise, other
aspects of an event, such as food, charity, stafireboards, and access may partly determine whepuets
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spectators will stay for the entire event or losteriest and leave early. Unlike a comparable expmedon most
tangible products, attendance at a sporting ev@atraes an intention to remain at the service eeersn extended
period of time [7].

Spectators play an important role for player’s parfance in sport event. Kelly (1996) mentioned that players
are motivated by enthusiasm of the watchers. Cle¢rad (2004) also pointed out that number of secs would
influence player’'s performance. Moreover, sport elegment could benefit from spectators’ supportnéde
spectators were a very significant element to lfdfsuccessful competition in sports [3].

Given the importance of spectator sporting evenisyiding appropriate services for these individualimportant.
Services provided at a sport setting are quiteedifit from other forms of services [8]. In a sp@tting, Stotlar
(1993) emphasized that "professional and amateantssteams; health and fitness centers, arenas;andry clubs
are all engaged primarily in providing sport-rethtservices". Service providers should develop degsional
attitude to maximize the benefits of their busindstse needs and wants of sport customers are culystdanging
and unpredictable, making quality services in spmte elusive than most realize [9].

By conducting an exploratory factor analysis, Kelle Turley (2001) identified nine important dimeass of

service quality in sporting events: (1) Employg@3,Price, (3) Facility access, (4) ConcessionsFéh comfort, (6)
Game experience, (7) Showtime, (8) Convenience, (8hdSmoking [10]. Theodorakis et al. (2001) hawel h
success in the measurement of service qualityénspiort setting. They developed the service quaigyrument

called SPORTSERYV, which measures spectator’'s pgocepof service quality in professional sportseT2? items

on the instrument include the following dimensiarfisservice quality: (1) access (four items: for regde, parking

being available outside the stadium), (2) relityilfour items: for example, the team delivering #ervices as
promised), (3) responsiveness (six items: for exanpthe team'’s personnel providing prompt servi¢é) tangibles
(six items: for example, the stadium being visualbpealing), and (5) security (two items: for exéanfeeling safe
inside the stadium). The SPORTSERYV scale is a paoteperformance based measurement [11].

Shonk (2006) in a research investigate serviceityuahtisfaction and the intent to return amongitis attending a
sporting event. Results showed that there is amativperception of sport tourism quality (ST Quglitwhich
significantly contributes to a tourist’s percepsoof satisfaction. Moreover, satisfaction was fotmaignificantly
contribute to a tourist’s decision to return tgparsing event and/or to a particular destinatio?[1

As with other organizations, sports organizatiooofv unified principles in all divisions and airo bffer high
quality services to their customers [13]. In thegard, attention to services that provided to spect can influence
spectators' satisfaction, and, consequently, afffeit decision to return sporting events.

Horse racing has a long history in Iran. The tooreat will still be held in Iran. Gonbad Kavoos iseoof the cities
where the tournament is held. Many spectators lasgdurnament each year. Attention to this tour@ainin two
seasons (spring and fall) can attract large spmstaSo the present study aims to investigateioelstip between
perception of service quality and intent to returspectators of Gonbad Kavoos autumn horse racing.

MATERIALS AND METHODS

Method: In view of the goal, the research is applied (fiomal), and in view of methodology, this reseatas
descriptive, correlation method which was perforragdield approach.

Statistical Population and Sampling: The population of the study consisted of specsatufr Gonbad Kavoos
autumn horse racing in 2013 (N=3865). The same sias considered by using random selection metitatd
according to Morgan table 350 spectators was sslexs subjects.

Instrument (s): For collecting data, two questionnaires were uSghrt Service Quality Questionnaire developed
by Chen Liu (2008) with 25 questions that have etbsnswer and Spectators Intent to Return Sporht&ve
Questionnaire developed by Shonk (2005) with 8 tjes that have closed answer. The Sport ServicalifQu
Questionnaire has five subscales: Tangibles, RéfialResponsiveness, Assurance and Empathy. Taulede the
reliability of the questionnaires, a pilot studysm@nducted. The results showed a reliability ¢oieffit of o=0.868

for Sport Service Quality Questionnaire and0.914 for Intent to Return Sport Events, whichidated the
consistency of measurement.
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Data Analyses. SPSS software was used to analyze the data. Asetstatistical measures, descriptive statistics

including frequency, percentage, mean, standaratiew and tabulations were used to describe tie. disferential

statistics including Kolomogorove Smirnove and Bearcorrelation formula were used to test the Hygses.
RESULTS

After distributing the survey questionnaires, fipdl14 questionnaires were returned.

Tablel. Subjects experience to see Gonbad Kavoogs$mracing

Frequency| Percent
Under 1 year 43 13.7
Between 1 to 3 years 48 15.2
Between 4 to 7 years 91 29
Between 8 to 11 years 58 18.5
More than 12 years 74 23.6

Table 1 illustrates the results of descriptiveistats. As can be seen, most of attending frequéndelonging to
group between 4 to 7 years.

Table2. Result of Kolomogorove Smirnove test to védy data normality

Statistic .
Variable N Sig Test result
Sport Service Quality 314 ] 0.071 | Normal data

Intent to Return Sport Events | 314 | 0.065 | Normal data

To test if data were normally distributed the Koljooove-Smirinove Test was used. Results in Taldb®v that
Sport Service Quality data (P=0.071) and InterRéturn Sport Events data (P=0.065) are normal.

Table3. Relationship between Service Quality andstsubscales with Intent to Return

Intent to Return

Variables N ; P 2
Tangibles 314 | 0.086 | 0.068 | 0.007
Reliability 314 | 0.428| 0.001| 0.18
Responsiveness | 314 | 0.432| 0.001| 0.19
Assurance 314 | 0.312| 0.001| 0.10
Empathy 314 | 0.472| 0.001| 0.22
Service Quality 314 ] 0.463] 0.001| 0.21

Pearson correlation formula was run to examinerdiationship between service quality and its sullescavith
intent to return in spectators of Gonbad kavoosrauathorse racing.

Table 3 illustrates the results of Pearson colimelaest. Regarding the results in Table 3, thera no relationship
between Tangibles agent and Intent to Return (88).6<0.068). Also, the results of correlation coefficishows
that there is a positive and significant relatidpshetween Reliability and Intent to Return frone thpectators'
perspective (r=0.428,<P.001). Between Responsiveness and Intent to Rehere is a positive correlation
(r=0.432, R0.001). In addition, there is a positive and siigaifit relationship between Assurance and Intent to
Return from the spectators' perspective (r=0.3%P,#2). Finally, observed a positive correlatiorzgn Empathy
and Intent to Return (r=0.472<0.001).

DISCUSSION AND CONCLUSION

This study provides some interesting findings tiep us further our knowledge of various services/ged within
the Gonbad kavoos autumn horse racing.

The results revealed a significant correlation leetwvservice quality and intent to return in spectabf Gonbad
kavoos autumn horse racing. Also results reveateoing service dimensions, there is no relation betwangible
agent and spectators' intent to return.

According to Theodorakis et al. (2001) who found tangible aspect of service quality as an impoaedictor of

customer satisfaction and repurchase intention,agens in a service based organization should ma&@rm
improvements in all the aspects of service in otdenhance the level of overall service qualityewlthe resources
are limited. To be effective, the factors of seeviuality should be prioritized based on the figginof this study to
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provide competitive advantages in delivering sugelevels of customer satisfaction that may positivinfluence
the intent to return. Holding Sport competitionsed® appropriate sport facilities. Making the appiatp sport
facilities also affects the quality of the competitand attracts large spectators. Given the hisibthe horse racing
tournament in Gonbad kavoos, it is recommendechtouent officials attempt to build a new sports ctamgor
this tournament.

The sport service marketers should manage thedinension service quality of service marketing mley to
reinforce the desired attitudes and behavior dusieyice delivery. Additionally, researchers casoaénrich the
theoretical foundation for the relationships amdhg study variables by utilizing structural equatimodeling
(SEM).
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