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Abstract:
Introduction: This study aimed to identify key values associated with fan festivals for the mega sports event. By
examining  those  key  values,  researchers  and  practitioners  may  broaden  their  understanding  of  why  sports  fans
attend fan festivals for mega sports events.

Materials and Methods: This study identified four dimensions of the Fan Festival Value Scale (FFVS)—hedonic,
aesthetics,  social,  and  social  justice  values—and  statistically  confirmed  that  the  proposed  measurement  scale  is
reliable and valid.

Results:  This  study  showed  that  fans  attend  the  fan  festival  to  experience  positive  effects,  watch  the  athletic
performance, interact with other fans, and support social values (e.g., fairness and cooperative spirit). In particular,
those  four  values  may  be  divided  into  individualistic  or  collectivistic  perspectives.  From  the  individualistic
perspective, fans may attend the fan festival to experience self-oriented values, such as to elicit positive emotional
responses like pleasure and excitement and to enjoy the aesthetic movements of athletes. In predictive validity, the
results indicated that the aesthetic and social values significantly predicted the attitude toward the fan festival, and
hedonic, aesthetic, social, and social justice values significantly predicted fans' future intention to attend fan festivals
for mega sports events. These findings suggest that the FFVS effectively predicts how fans form attitudes toward a
fan festival and which specific values motivate those fans to attend fan festivals in the future.

Conclusion: The results of the current study can provide meaningful implications to the managers of the fan festival
in terms of which values are derived from those fans to attend the fan festival.
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1. INTRODUCTION
Sports spectatorship provides numerous values to fans

[1-3]. For example, sports events provide spectators with
opportunities  to  experience positive affect  (e.g.,  hedonic
value),  a  sense  of  achievement  (e.g.,  personal  growth
value),  and  the  ability  to  build  social  relationships  with
others (e.g.,  social  values) [4,  5].  For example,  fans may

feel  greater  arousal  and  excitement  after  watching  an
exciting  game,  vicariously  experience  a  sense  of
achievement  by  witnessing  a  winning  moment  involving
their favorite team, and foster a deeper relationship with
their  friends  by  watching  a  game  with  them.  Under-
standing the values associated with sports is important for
practitioners  and  scholars  because  they  have  significant
power  in  determining  fan  behaviors,  such  as  game
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attendance  [3],  media  consumption,  and  merchandised
product consumption [6, 7]. Because of the importance of
values  in  shaping  sports  fans'  decisions,  scholars  have
attempted  to  identify  key  values  associated  with  sports
and examine how those values predict fans' behaviors [6,
7].

Although  scholars  have  initially  attempted  to
conceptualize  key  values  in  various  contexts  [8-10]  and
developed measurement scales, previous studies have not
been put  forth  in  the  context  of  sports  spectatorship.  In
addition,  there  is  a  research  gap  in  psychometrically
sound  measurement  scales  to  measure  fans'  values
associated with sports spectatorship. Therefore, this study
focuses on the context of a fan festival for a mega-sports
event to fill the research gap in pre-existing literature.

People  often  attend  fan  festivals  for  mega  sports
events (e.g., Olympics and World Cup) to watch the games
with  their  friends  or  friends  they  have  never  met.  Such
social consumption may be associated with various values.
For  instance,  social  value  may  be  associated  with  fan
festivals  because  fans  watch  the  game  with  others,  and
hedonic  value  may  be  associated  with  fan  festivals
because social consumption would make the experience of
sports  spectatorship  more  enjoyable  and  exciting  [11].
With this in mind, the current study attempts to identify
and conceptualize key values associated with fan festivals
for  mega  sports  events.  Specifically,  the  present  study
develops  and  validates  the  Fan  Festival  Value  Scale
(FFVS), a psychometrically sound measurement scale for
sports fans who attend the fan festival for a mega-sports
event.

2. THEORETICAL BACKGROUND

2.1. Sports and Personal Values
Values  refer  to  “constructs  representing  generalized

behaviors or states of affairs that the individual considers
important”  [12].  Researchers have devoted a substantial
amount  of  effort  to  identifying  key  values  that  affect
various  types  of  human  behaviors,  and  they  have  found
that values significantly affect individuals' attitudes [10],
choices  [9],  and  behavioral  intentions  [8].  Despite  these
findings,  in  the  context  of  sports,  values  have  been
overlooked  by  scholars  in  understanding  and  predicting
fans'  behaviors,  with  a  few  notable  exceptions.  For
example,  researchers  found  that  values  are  key  in
determining  fans'  behavioral  intentions,  such  as  game
attendance [3] and media and merchandised consumption
[6, 7]. Particularly, Lee and Trail [3] developed the value
typology  scale,  which  consists  of  17  dimensions  (e.g.,
aesthetics,  hedonism,  and  patriotism),  and  the  goals
typology  scale  to  examine  how  values  and  goals  predict
fans'  behaviors,  including  general  sports  fanship,  team
identification,  and  behavioral  consumption  (e.g.,  media
and merchandised consumption). In another study, Lee et
al.  [6]  examined  how  different  values  determine  fans'
consumption  of  merchandised  team  products.  Despite
these early efforts, little research examines the effects of
values  on  sports  spectatorship,  especially  for  a  mega-
sports  event's  fan  festival.  In  the  following  section,  we

identify  and  discuss  how sports  fans  may  associate  with
various values for the fans' festival.

2.2.  Dimensions  of  the  Fan  Festival  Value  Scale
(FFVS)

Numerous  organizations  run  fan  festivals  for  mega
sports events to allow fans to watch the game with other
fans. Because of such social experiences, numerous values
may be associated with these fan festivals. In particular,
the current study identifies four types of values that would
play  a  key  role  for  fans  who  attend  the  fan  festival:  (a)
hedonic value, (b) aesthetic value, (c) social value, and (d)
social justice value.

2.2.1. Hedonic Value
Hedonic  value  is  generally  conceptualized  as  a

person's  emotional  response  to  entertainment  and
experiential consumption [13, 14]. For example, in sports,
several  studies have found that  fans feel  positive effects
after  watching  a  sports  event,  such  as  enjoyment,
excitement,  and  pleasure  [11,  15].  In  addition,  those
studies further demonstrated that the positive emotional
response  significantly  affects  fans'  behaviors,  including
the intention to attend the game at a stadium, watch the
game  on  television,  and  merchandise  consumption  [11,
15].  Similarly,  the  current  study proposes  that  fans  may
attend  a  fan  festival  for  a  mega  sports  event  to  satisfy
hedonic  values,  such  as  pleasure  and  excitement.
Therefore,  we  have  defined  hedonic  value  as  an  overall
assessment of positive emotions engendered by attending
the fan festival.

2.2.2. Aesthetic Value
Aesthetic  value  refers  to  an  individual's  desire  to

watch the game to enjoy the artistic beauty of athletes in
motion [16]. For instance, fans may be motivated to watch
sports that highlight aesthetic values (e.g., gymnastics) to
enjoy  the  athletes'  beautiful  movements.  Furthermore,
evidence has indicated that the aesthetic aspect of sports
motivates fans to watch the game [16]. It is a significant
motivator  for  team  support  for  women's  professional
sports [17]. With this in mind, we identified aesthetics as a
key  value  that  motivates  fans  to  attend  fan  festivals  for
mega sports events.

2.2.3. Social Value
Sports  provide  numerous  opportunities  for  fans  to

interact with other fans [4, 11]. Research has found that
when  fans  watch  the  game  with  others,  the  social
experience enhances the enjoyment and helps those fans
develop  new  social  relationships  with  others  [4,  5].  In
particular, the research found that participation in sports
and  leisure  activities  reduces  prejudice  and  alienation
between  different  groups,  thereby  improving  intergroup
relations [5, 18]. Consequently, fans build intimate social
relationships  with  others  who  watch  the  game  together
[16].  In  this  study,  we  conceptualized  social  value  as  a
social experience that fans may experience by interacting
with other fans through mega sports events. With this in
mind, we propose that social value is strongly associated
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with fan festivals for mega sports events.

2.2.4. Social Justice Value
According to Schwartz and Bilsky [19], positive social

justice values are built into moral systems. Values such as
altruism,  benevolence,  kindness,  and  morality  are
important factors that determine individuals' moral actions
and  behaviors  [8,  20,  21].  Social  justice  values  are
associated  with  various  social  interactions  [22].  Sports
fans  attend  fan  festivals  and  interact  with  friends  or
strangers while watching the game. Social justice becomes
particularly  important  when  people  interact  with  others
they  have  never  met  before  because  they  must  redefine
the  social  values  (e.g.,  fairness  and  cooperation)
associated with those social relations [23]. In this regard,
because fan festivals enable fans to interact with others,
the social consumption experience would help them obtain
values  related  to  social  justice,  such  as  fairness  and
cooperative  spirit.

3. METHODOLOGY

3.1. Study 1: Developing FFVS

3.1.1. Stage 1: Domains of the Construct
Study 1 consisted of three stages Construct. In the first

stage,  this  study  identified  key  values  associated  with  a
fan  festival  for  a  mega-sports  event  and  generated  an
initial pool of items. The initial pool of items was derived
from  the  relevant  literature.  Reviewing  the  existing
literature  resulted  in  43  values  (e.g.,  achievement,
aesthetic,  hedonism, and patriotism) and 78 items. After
we eliminated  redundant  items,  the  initial  pool  included
33 items with  five  values:  hedonic,  aesthetic,  emotional,
social, functional, and social justice values [11-17].

3.1.2.  Stage  2:  Item  Generation,  Purification,  and
Evaluation

In  the  second  stage,  we  conducted  an  in-depth
interview with 10 participants who had attended the 2010
World Cup Fan Festival and 10 who had attended the 2014

World  Cup  Fan  Festival.  Most  spectators  indicated  they
had mainly attended the fan festival for hedonic, aesthetic,
emotional,  and  social  values.  In  contrast,  they  found
functional value (i.e., price) relatively unimportant. Thus,
we removed the functional value dimension. Furthermore,
ten  expert  panelists—including  sports  management
professors, sports marketers, the World Cup Fan Festival
promoters,  and  several  Ph.D.  students  in  sports
management—examined  33  identified  items  together.
After a careful review, these panelists suggested removing
the emotional  value because it  may significantly  overlap
with  the  hedonic  value  (e.g.,  pleasure,  enjoyment,  and
fresh feeling). As a result, this study identified four value
dimensions  (i.e.,  hedonic,  aesthetic,  social,  and  social
justice) associated with the fan festival for the mega sports
event. Each value dimension consisted of seven items.

3.1.3.  Stage  3:  First  Data  Collection  (Pilot  Test
Sample 1) and Results

In  the  third  stage,  143  undergraduate  students  who
participated  in  the  2018  World  Cup  Fan  Festival  during
the  final  qualifying  round  for  the  Asia  region  completed
the  survey  for  the  initial  quantitative  evaluation  of  the
FFVS. All participants were enrolled in undergraduate- or
graduate-level  sports  management  classes  at  a  large
private university in Korea. Among participants, 50.3% (n
= 72) were male, and the respondents ranged from 19 to
50 years (M = 21). Participants were asked to answer all
items  on  a  5-point  Likert-type  scale  (1  =  Strongly
Disagree; 5 = Strongly Agree). We tested the reliability of
the  scale  using  Cronbach's  alpha  (>  .70)  and  Cattell's
scree  test  [24].  The  results  indicated  that  Cronbach's
alpha was .88 for  hedonic value,  .77 for  aesthetic  value,
.92  for  social  value,  and  .89  for  social  justice  value.  In
addition,  the  FFVS  showed  strong  item-to-total
correlations, ranging from .58 to .88 [25-28]. Furthermore,
the  average  mean  of  inter-item corrections  ranged  from
.68 for aesthetic value to .89 for social justice value. The
item-to-total and mean inter-item correlations are reported
in Table 1.

Table 1. Item-to-total, mean inter-item correlations of the FFVS.

Dimensions Item Item-to-total Correlation Mean Inter-item Correlation

Hedonic value

HV1 .67**

.88**

HV2 .77**
HV3 .85**
HV4 .84**
HV5 .70**
HV6 .77**
HV7 .74**

Aesthetics value

AV1 .75**

.68**

AV2 .77**
AV3 .67**
AV4 .72**
AV5 .79**
AV6 .58**
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Dimensions Item Item-to-total Correlation Mean Inter-item Correlation

Social value

SV1 .75**

.85**

SV2 .84**
SV3 .79**
SV4 .88**
SV5 .86**
SV6 .79**
SV7 .82**

Social justice value

SJV1 .76**

.89**

SJV2 .82**
SJV3 .80**
SJV4 .79**
SJV5 .77**
SJV6 .77**
SJV7 .77**

Note: ** p < .01.

3.2. Study 2: Scale Validation

3.2.1.  Stage  1:  Data  Collection  and  Scale
Confirmatory

This study aimed to validate and confirm the structure
through  the  confirmatory  factor  analysis  (CFA).  Three
hundred ninety-nine (n  = 399) sports fans who attended
the fan festival  for  the World Cup match between South
Korea and Sweden were recruited for and participated in
this  study.  Among  participants,  59.4%  (n  =  237)  were
male, and the average age was 30 (ranging from 18 to 59).
This  construct  used seven items for  hedonic,  social,  and
social justice values dimensions and six for aesthetic value
dimensions.

3.2.2. Stage 2: Reliability and Validity Test
In stage 2, we performed various statistical analyses to

examine  the  reliability  and  validity  of  the  FFVS.  To
examine the validity of the FFVS scale, we used structural
equation  modeling  (SEM)  and  tested  the  composite
reliability  and  the  AVE.  The  results  of  Cronbach's  alpha
ranged from .81 (for aesthetic value) to .95 (for hedonic
value),  indicating  high  internal  validity.  Specifically,  the
CFA was employed to examine the dimension construction
of the first-order factor and second-order factor model of
the  FFVS.  To  evaluate  the  fit  of  the  proposed  model  of
sample  2,  we  examined  the  CFA  (maximum  likelihood
method)  using  AMOS  21.0.  We  employed  the  cutoff
criteria  for  fit  indices  recommended  by  Hu  and  Bentler
[29-38] in all our model evaluations.

3.2.3. Test of the First-order Factor Model
A  CFA  was  conducted  to  examine  the  psychometric

properties  of  the  measures.  Specifically,  this  study  used
the indices of the root mean square error of approximation
(RMSEA),  the  standardized  root  mean  square  residual
(SRMR), and the comparative fit index (CFI). The results
indicated that the first-order factor model suffers from low
fit  (x2  =  1884.91;  df  =  246;  x2/df  =  7.66;  RMSEA = .13;
SRMR = .10;  CFI = .77)  because of  some inadequate fit
value  in  the  model.  This  study  used  the  modification
indices  (MIs)  as  criteria  for  eliminating  items.

Consequently,  we  deleted  three  items  for  the  hedonic,
aesthetic, and social values. In addition, we deleted four
items  for  the  social  justice  value.  After  deleting  these
items,  the  modified  measurement  model  yielded  an
acceptable model fit  (x2  = 196.76; df  = 71; x2/df  = 2.77;
RMSEA  =  .07;  SRMR  =  .04;  CFI  =  .97).  The  loading
ranged  between  .63  (AV  5)  and  .95  (AV  2).  All  items
loading on model 1 were statistically significant (p < .001).

3.2.4. Test of the Second-order Factor Model
The  model  2  CFA  (second-order  factor  model)  was

completed with the 14 items of the modified FFVS. Model
2 yielded an acceptable model  fit  (x2  = 206.27;  df  = 73;
x2/df = 2.83; RMSEA = .07; SRMR = .05; CFI = .97), and
the  loading  ranged  from  .63  (AV  5)  to  .95  (AV  2).  The
second-order  factor  models  were  more  economical  than
the  first  [30].  In  addition,  as  shown  by  the  chi-square
difference  test  (Δx2),  model  1  was  also  more  significant
than model 2 (Δx2 = 9.51, df = 2, p < .01). All measures
loaded significantly on their respective factors.

3.2.5. Construct Reliability and Discriminate Validity
Model  1  yields  a  better  fit,  and  by  considering  the

results of CFA, we concluded that Model 1 is more robust
than Model 2. Therefore, the comparison between Model 1
and Model 2 is reported in Table 2.
Table 2. CFA and comparison between Model 1 and
2.

Fit Index x2 df x2/df RMSEA SRMR CFI TLI IFI

Model 1
(The First-Order-

Factor)
196.76 71 2.77 .07 .04 .97 .96 .97

Model 2
(The Second-Order-

Factor)
206.27 73 2.83 .07 .05 .97 .96 .97

Model 2 - Model1: Chi-square difference test: Δx2 = 9.51, df = 2, p < .01
Note: References: Chi-square/df ratio [38]; RMSEA, CFI, TLI, and IFI [29];
SRMR [31].

The final factor loadings model is presented in Table 3.
Thus, we used Model 1 to test the construct reliability and
discriminated validity. To examine the construct reliability

(Table 1) contd.....
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Table 3. Factor loading (λ), composite reliability (CR), and cronbach's alpha (α) for scale items (model 1).

Item λ CR α

Hedonic values
Fan Fest gives me pleasure. .89

.94 .95
Fan Fest gives me enjoyment .94
Fan Fest makes me feel good. .94
Fan Fest makes me refreshed. .84

Aesthetics values
I feel inherent beauty in the soccer game through Fan Fest. .76

.83 .81I feel natural beauty in the soccer game through Fan Fest. .95
I feel gracefulness in the soccer game through Fan Fest. .63

Social values
Fan Fest helps me to keep a good relationship with people. .78

.87 .85
Fan Fest helps me to meet a new friend. .81
Fan Fest helps me to increase patriotism. .75
The World Cup and the Olympics contribute to better international friendship. .70

Social justice values
Fan Fest helps me to increase fairness. .82

.87 .86Fan Fest helps me to learn cooperative spirit. .92
Fan Fest helps me to observe social norms. .75
Note: CR = Composite Reliability, α = Cronbach's alpha.
Dropped Items.
Hedonic values: Fan Fest gives me entertainment.
Aesthetics values: I feel overall beauty in the soccer game through the Fan Fest.
Sociable values: Fan Fest helps me to adjust to society.
Social justice values: Fan Fest helps me to protect the environment.
*p < .01.

Table 4. Average variance extracted (AVE), correlation coefficients, means and standard errors.

Dimension 1 2 3 4

1. Hedonic values .77 a .13 .34 .16
2. Aesthetics values .36* .62 a .08 .10

3. Social values .58* .28* .55 a .26
4. Social justice values .40* .31* .51* .69 a

Mean 3.81 3.44 3.61 3.27
Standard Error .94 .87 .75 .89

Note: an Average Variance Extracted: Figures below the AVE line are the correlation between the constructs; Figures above the AVE line represent squared
correlations between the constructs.

of Model 1 (i.e., first-order factor; four-factor model), we
measured composite reliability (CR) and Cronbach's alpha
value. The CR values were greater than .70 (hedonic value
=  .94;  aesthetic  value  =  .83;  social  value  =  .87;  social
justice value = .87) [32], indicating good overall construct
reliability. In addition, the results showed that Cronbach's
alpha was greater than .70 for each factor, indicating high
levels of internal consistency and reliability (hedonic value
=.95;  aesthetic  value  =  .81;  social  value  =  .85;  social
justice  value  =  .86).  The  AVE  values  were  also  greater
than .50 (hedonic value = .77; aesthetic value = .62; social
value  =  .55;  social  justice  value  =  .69)  [39].  We  used  a
correlation analysis among the value dimensions to test for
discriminant validity. The estimated correlations between
factors of the FFVS were not excessively high (e.g., < .85)
[37]. This showed a reasonably appropriate level of factor
correlations among FFVS factors; the squared correlation

between those two constructs was also less than the AVE
value for each construct. Thus, the validity and reliability
of  the  FFVS  were  established.  The  mean  and  standard
deviation scores for each dimension are shown in Table 4.

3.3. Stage 3: Structural model Test for the Predictive
Validity of the FFVS

The  purpose  of  Stage  3  was  to  develop  a
psychometrically  sound measurement tool  for evaluating
fan festival participation. In this study, we examined how
each dimension of FFVS predicts the attitude toward the
fan festival and the behavioral intention. Attitude toward
the  fan  festival  (i.e.,  unattractive/attractive,  negative/
positive,  and  worthless/valuable)  and  the  behavioral
intention (i.e., intention to revisit the fan festival, intention
to recommend the fan festival, and intention to purchase
any items related to fan festival) was measured with three
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Fig. (1). The result of SEM for the hypothesis tests.
Note. *** p < .001; ** p < .01; * p < .05.

items using a 5-point Likert-type scale [33, 34]. The third
data set (Sample 3) was collected from participants who
attended  the  fan  festival  in  South  Korea  from  four
different regions (three in Seoul and one in Gyeonggi-do)
for  the  second  game  in  the  World  Cup  between  South
Korea  and  Germany.  A  total  of  500  questionnaires  were
distributed,  and  485  questionnaires  were  returned.  Of
those questionnaires, 477 yielded useful data for the data
analysis.  The  sample  comprised  263  (55.1%)  males,  and
the average age was 27 (ages 20 to 53).

4. RESULTS

4.1. Results of Hypothesis Testing
As  shown  in  Fig.  1,  SEM  was  used  to  test  the

hypothesized  relationships  among  the  FFVS,  consumer
attitudes, and intentions. The result of the proposed model
showed a good model  fit  (x2  = 476.56;  df  = 155;  x2/df  =
3.08; p < .001; RMSEA = .07; SRMR = .05; CFI = .94; TLI
= .92; IFI = .94). The results indicated that the aesthetic
value (β = .16, p < .05) and social value (β = .23, p < .05)
of  the  FFVS significantly  influenced consumer attitudes;
however, the hedonic value (β = .03) and the social justice
value (β = .00) of the FFVS did not significantly influence

consumer attitudes. In terms of behavioral intention, the
hedonic value (β = .56, p < .001), aesthetic value (β = .14,
p < .01), social value (β = .20, p < .01), and social justice
value  (β  =  .10,  p  <  .05)  of  the  FFVS  significantly
influenced  consumers’  intentions.  In  addition,  the  result
indicated  that  attitude  significantly  influences  consumer
intentions (β = .11, p < .05).

5. DISCUSSION
This study aimed to identify key values associated with

fan  festivals  for  the  mega  sports  event.  By  examining
those  key  values,  researchers  and  practitioners  may
broaden their understanding of why sports fans attend fan
festivals  for  mega  sports  events.  Particularly,  this  study
identified  four  dimensions  of  the  FFVS—hedonic,
aesthetics,  social,  and  social  justice  values—and
statistically  confirmed  that  the  proposed  measurement
scale  is  reliable  and  valid.

This  study  found  that  fans  attend  the  fan  festival  to
experience  positive  effects,  watch  the  athletic
performance, interact with other fans, and support social
values (e.g., fairness and cooperative spirit). In particular,
those  four  values  may  be  divided  into  individualistic  or
collectivistic  perspectives.  From  the  individualistic
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perspective, fans may attend the fan festival to experience
self-oriented  values,  such  as  to  elicit  positive  emotional
responses like pleasure and excitement and to enjoy the
aesthetic movements of athletes. This finding is consistent
with most sports and social  psychology literature,  which
has  conceptualized  sports  consumption  from  a  hedonic
perspective [35]. Furthermore, evidence has demonstrated
that  hedonic  and  aesthetic  perspectives  of  sports
consumption motivate people to watch and participate in
sports activities [36].

However, the collectivistic perspective of fan festivals
was  also  identified  in  FFVS.  Fans  attend  the  festival  to
experience  social  relationships  with  close  and  distant
friends  or  previously  unknown  individuals.  Thus,  fan
festivals  may  provide  numerous  opportunities  for  social
interactions with attendees because fans usually watch the
game  with  others.  The  present  study  found  that  such
social consumption is linked with social and social justice
values.  Fans  attend  the  fan  festival  to  develop  or  foster
social relationships with other fans (demonstrating social
values). Such a social experience provides an opportunity
to  learn  a  cooperative  spirit  and  create  social  norms
(demonstrating social  justice  values).  These  findings  are
consistent  with  previous  sports  literature,  which  found
that sports activities generally involve social experiences
where fans watch the game with others [11].  This social
experience  motivates  fans  to  engage  in  sports-related
activities  [36].

In  predictive  validity,  the  results  indicated  that  the
aesthetic  and  social  values  significantly  predicted  the
attitude  toward  the  fan  festival,  and  hedonic,  aesthetic,
social,  and  social  justice  values  significantly  predicted
fans'  future  intention  to  attend  fan  festivals  for  mega
sports  events.  These  findings  suggest  that  the  FFVS
effectively predicts how fans form attitudes toward a fan
festival  and which specific  values motivate those fans to
attend fan festivals in the future.

The  current  study  builds  on  previous  literature  in
multiple  ways.  First,  the  current  study  extended  the
existing  literature  by  providing  better  information
regarding  values  associated  with  the  fan  festival  for  a
mega-sports event and by developing four dimensions of
the FFVS. In sports, previous literature has mainly focused
on  identifying  key  values  associated  with  merchandised
product  evaluation  [7].  Second,  by  developing  a  reliable
and valid scale of FFVS, the present study demonstrated
that  specific  values  have  a  unique  power  in  predicting
various types of fan behavior, such as attitude toward fan
festivals and future intention to attend fan festivals. Third,
the  FFVS  can  be  applied  to  various  psychological  and
marketing  explorations.  For  example,  the  items  used  in
this  study  could  help  measure  values  for  consumers
participating  in  large-scale  cultural  events,  such  as
festivals  and  concerts.

6. LIMITATIONS AND FUTURE RESEARCH
This  study  recognizes  the  limitations  of  this  study.

Participants in this study were recruited only from South
Korea, and we focused only on mega sports events. Thus,

the  results  may  suffer  from  low  generalizability.
Researchers  should  use  caution  when  applying  these
findings to different populations and contexts. Therefore,
future studies should try replicating the findings using a
broader sample and different festivals.

Another interesting topic for future research could be
identifying  the  moderating  variable  in  the  relationship
between values and fan behaviors, such as cultural values
or  sports  involvement.  For  example,  fans  from
collectivistic  countries,  such  as  Korea  and  China,  may
associate more with social and social justice values than
fans  from  individualistic  countries,  such  as  the  United
States.  In  addition,  general  interest  in  sports  may
moderate the effects of different values on fans' behaviors.
For  example,  hedonic  and  aesthetic  values  may  impact
highly involved fans more strongly than less involved ones.
Meanwhile,  social  and social  justice values may strongly
influence less involved fans than highly involved fans. As
such,  future  research  should  attempt  to  identify  key
moderating  variables  in  the  relationship  between  values
and fans' behaviors.

CONCLUSION
This study aimed to identify key values associated with

fan  festivals  for  the  mega  sports  event.  By  examining
those  key  values,  researchers  and  practitioners  may
broaden their understanding of why sports fans attend fan
festivals for mega sports events. This study identified four
dimensions  of  the  Fan  Festival  Value  Scale
(FFVS)—hedonic,  aesthetics,  social,  and  social  justice
values—and  statistically  confirmed  that  the  proposed
measurement  scale  is  reliable  and  valid.  This  study
showed  that  fans  attend  the  fan  festival  to  experience
positive effects, watch the athletic performance, interact
with other  fans,  and support  social  values (e.g.,  fairness
and  cooperative  spirit).  In  particular,  those  four  values
may  be  divided  into  individualistic  or  collectivistic
perspectives.  From  the  individualistic  perspective,  fans
may  attend  the  fan  festival  to  experience  self-oriented
values, such as to elicit positive emotional responses like
pleasure  and  excitement  and  to  enjoy  the  aesthetic
movements of  athletes.  In predictive validity,  the results
indicated that the aesthetic and social values significantly
predicted the attitude toward the fan festival, and hedonic,
aesthetic,  social,  and  social  justice  values  significantly
predicted fans' future intention to attend fan festivals for
mega sports events. These findings suggest that the FFVS
effectively predicts how fans form attitudes toward a fan
festival  and which specific  values motivate those fans to
attend fan festivals in the future.

The  results  of  the  current  study  can  provide
meaningful implications to the managers of the fan festival
in  terms  of  which  values  are  derived  from those  fans  to
attend the fan festival.
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