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Abstract

Female participation and popularity in sports have been increased dramatically in the 21"
century, which generate substantial social and economic benefits to host cities of sport events
and bring to sustainable tourism concept. The objectives of this study cover 3 objectives: the
first objective will explore a profile of Thai female active sport tourists, their motivations, and
event loyalty. The second objective will study the proportion of respondents with different
sport affinity. The third objective will study the differences of affinity-segments on their profile,
motivations, and event loyalty. This study classified 415 on-site participants in the Khon Kaen
International Marathon 2018, into four affinity segments. Crosstabulations and Chi-square tests
were used for the sport affinity segmentation. ANOVA and Chi-square tests were also used to
determine the significant differences between the affinity segments among respondents’
profiles, motivating reasons, and event loyalty, at 0.05 level of significant. The results found that
a profile of Thai female active sport tourists was single with the average age 28 years, student,
well-educated, relatively affluent, and resident who lived in the event province. Their top three
motivations were being healthy, gaining new experience, and running location. The respondents
were very likely to revisit and suggest or invite other people by making word-of-mouth. The
main proportion of the respondents was the Beginner. The degree of affinity had significant

differences on their profile, motivation, and event loyalty.
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Introduction

Sport tourism has been continuously discussed in the academic field over the past three
decades since it is a growing trend, and plays an important role in the economy and society.
Sport tourism generated revenue of $4.5 trillion (Tassiopoulosa & Haydamb, 2007), resulting
in job creation, development of people’s quality of life (Swart & Bob, 2007), reduction of
poverty and provision of social welfare for the community (Homafar et al., 2011). For these
reasons, sport tourism has received a lot of attention from both developed and developing
countries. It also plays a very important role in the national economy growth in the 21" century.

In the past, sports participation was restricted by the social class due to the high cost of
sports equipment. Nowadays, there is a group of sports called “sports for all”, which means
that the sports is suitable for everyone; all genders and ages. For example, long-distance
running which is often referred to “marathon” is one of the most popular sports in the world.

From 2009 to 2014, the growth rate of marathon worldwide was 13.25% and the highest rate
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was in Asia as of 92.43%. Interestingly, the rate of female runners around the world has grown
three times faster than males at 26.90%. The growth rate of female runners in Asia is 97.80%,
from 2009 to 2014 (Andersen, 2018).

Nowadays, women are obviously the main target group receiving special attention from
all over the world as they continue to have higher rate of travel, high potential for spending
and purchasing decision power; for example, certified female friendly hotels where offer
women-only floors with enhanced security features in hotels, lady-specific seats in aircraft
and lady-specific train carriages for aiding the independent woman traveler, and woman-
specific rooms with further female amenities and facilities in 5-star-chain-hotels. Also, marathon
is specially held for women in some countries.

The operation will be successful if the facilitators understand the features and the behaviors
of the target audiences in order to properly prepare the events responding to the participants’
expectations (Green & Chalip, 1998). However, local sport tourism events taking place in
small communities such as bicycling and running have not been the focus of sport tourism
studies (Chalip & Green 2001). Moreover, sport tourism in female participants has grown
significantly, but there is little research focusing on characteristics and thoughts of female
tourists, and data exist is outdated (Boutilier & SanGiovanni, 1983; Greendorfer, 1979). Such
research has also not been found in Thailand. As mentioned above, understanding the target
audiences can support the events to be successful; therefore, this research focuses on
studying and finding the characteristic of Thai female active sport tourists, their motivations,

event loyalty and different sport affinity.

Objectives

This research focuses on studying and finding the answers for the following questions.

1. To study the socion - demographic characteristics, motivations, and event loyalty of
female active sport tourists

2. To study the proportion of respondents with different sport affinity

3. To study the differences of affinity-segments on their socio-demographics, motivations,

and event loyalty

Scope of Research

This study focuses on the characteristics, motivations, and event loyalty of only Thai

female active sport tourists in the Khon Kaen International Marathon (KKIM) 2018, Thailand.

mswanguaueudeumnsinidiernudiladnviesfisaddmnansynlne 167



Dusit Thani College Journal Vol.14 No.1 January - April 2020

Conceptual Framework

The Socio- demographic characteristics
1) Age 2) Marital status 3) Education

4) Income  5) Occupation  6) Residence

Type of active sport tourists L
Motivation
classified by sport affinity
1) Health  2) Entry fee 3) New experience
segmentation
4) Pride 5) FFR invited 6) Running location

1) The Explicit AST i
2) The Experimental AST

7) Souvenir 8) Be with FFR ~ 9) Running route

10) Make friends 11) Famous event 12) TAT campaign

13) PR by organizer  14) International event

)
)

3) The Area Visitor
)

4) The Beginner

Event Loyalty
1) Intention to re-visit

2) Intention to make WOM

Literature Review
Sport Tourism Definition

Sport tourism is under the umbrella of Special Interest Tourism. This group of tourists
is particularly interested in sports. The definitions of sport tourism are still under debate among
academics. This is due to the relationship between the two disciplines; sport and tourism.
Each academic has shared his/ her own viewpoints.

Based on the dimension of participation in sport tourism, sport tourism is the departure
from the residence to participate in all forms of sport activities for recreation or competition
(Gibson & Yiannakis, 2002), including active and passive sport activities (Delpy, 1998; De Knop,
1998; Hinch & Higham, 2004). There are three types of sport tourism; these are active sport
tourism where participants travel to take part in sports, event sport tourism where participants
travel to watch sport, and nostalgia sport tourism where participants visit sports related
attractions (Gibson, 2003; Gibson & Yiannakis, 2002). In terms of the dimension of the purpose
of travel, sport tourism refers to the travelers whose main purpose of travel is to attend or
race in sports while traveling and recreation are the secondary purposes (De Knop, 1990).
Based on the touristic endeavours, sport tourism refers to sport tourism attractions, sport
tourism resorts, sport tourism cruises, sport tourism tours and sports tourism events (Kurtzman

& Zauhar, 2003; Kurtzman, 2005).
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In this research, sport tourism means the departure from the residence with the main
purpose of participation in competitive sporting activity involving the concepts of times,
space, and rules of the sport event.

Sport Affinity Segmentation

Sport tourists are not a homogeneous market, by displaying a range of characteristics
motivations, and behaviors. Market segmentation is the process whereby a market such as
sport tourists is divided into distinctive market segments so that appropriate marketing and
management strategies can be developed for each group. Standard criteria used in market
segmentation are demographics, geographic, motivation, attitude, and behavior. Behavioral
segmentation is a grouping of people based on behaviors, which the group of people with the
same behavior can be better understood. The research that is quite remarkable about the
affinity segmentation of people was national park affinity (Ktpfer, 2000; Job, 2008; Mayer et al,
2010). Google has also launched affinity segments, which reflect a user’s lifestyle and can be
used for marketing planning. However, the studies about sport affinity segmentation have not
been found.

Sport Tourism Motivation

Researchers try to understand the thoughts, beliefs, and behaviors of travelers by
conducting psychological research to study the stimuli/motives affecting the behaviors (Chon
& Sparrow, 1999; Kotler & Keller, 2006). Motivation can vary from the level of motivation and
the orientation of motivation. Various theories of motivation were applied from Maslow’s
hierarchical theory, Murray’s needs theory of personality, and Berlyne’s concept of optimal
level of stimulation to understand sport participants (Cassidy, 2005). The decision of sport
tourists to participate in a sporting activity and event is intentionally attracted by both internal
and external forces. Internal forces include sport involvement, the love of sport (Deery et al.,
2004; Nogowa et al, 1996), willing to experience of being there (Delpy, 1998), feeling to
escape, self-exploration, and relaxation (Crompton, 1979). The external forces consist of the
social, economic, environmental and political factors. The study found that friends, family,
relatives, (Kurtzman & Zauhar, 2005; Tassiopoulos & Haydam, 2007; Mason, 1990), improvement
in kinship relations, social interaction, prestige (Crompton, 1979), natural resources and tourism

facilities of the city host (Homafar et al., 2011), destination image (Kaplanidou & Vosgt, 2007,
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Baloglu & McCleary, 1999; Walmsley & Young, 1998), and media advertising (Kurtzman &
Zauhar, 2005) were external choices to participate in sport tourism events and activities.
Sport Event Loyalty

Loyalty customers are very likely to repeat purchase and revisit the place; therefore this
group has been focused by the marketers. Moreover, repeat customers definitely recommends
positive word-of-mouth to the new comers which would influence their buying decision. The
people with similar socio-demographic and lifestyle would share their life experiences to each
other on a regular basis such as by telephone, email, social media due to the force of
globalization (Booth & Loy, 1999). Therefore, the positive WOM is gold business due to non-

marketing cost tool.

Research Methodology
Research Area
Khon Kaen province is one of the destinations for international events and the fifth
MICE destination of Thailand. Khon Kaen International Marathon has been held as an annual
event since 2004 and it became increasingly popular to 12,820 runners with 39.56% of female
runners in the year 2017. The proportion of female was increasing to 10.6% from 2013 to 2017.
The event is certified by Association of International Marathon and Distance Races (AIMS).
Data Collection
The survey was carried out 3 days: 26-27 January 2018, which were the registration
days, and 28 January 2018, which was the event day. The questionnaires were distributed to
respondents by convenience sampling. Face-to-face interview was administered; however,
self-response was preferred by some runners. A sample size of 400 questionnaires was targeted
to be within a sampling error of +10%. In total, 440 questionnaires were provided and around
94% were returned with completed forms. The samples of this study were Thai female on
the completion 15 years of age.
Data Analysis
Crosstabulations and Chi-square-tests tested for the sport affinity segmentation. One-
way ANOVA and Chi-square-tests tested for differences between the four affinity sesments on
respondents’ characteristics, motivating reasons, intention to revisit the event, and WOM. Data
were analyzed using the statistical program SPSS version 21.0. A significance level of p < 0.05

was chosen.
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Reliability of items showed Cronbach’s alpha of 0.871. The 5-Likert-scale in motivation,
revisit intention, WOM possibility had a Cronbach’s alpha of 0.854 to 0.880, showing that the

internal consistency of the scales was excellent.

Results

The characteristics of Thai female active sport tourists was single with the average age 28
years (Table 1). The main proportion of highest education was below Bachelor’s. Most of
respondents were university student with the pre-tax income between THB 15,000 -30,000 and
were residents who lived in Khon Kaen province. Being healthy, gaining new experience, and
running location were their main motivations to take part in KKIM (Table 2). The participants
were very likely to re-visit and make a WOM recommmendation.

Segmentation was used to identify possible segments among participants by sport affinity.
This concept proposes four groups called; the “Explicit Active Sport Tourist” (Explicit AST),
who has ever visited both KKIM and other marathon events, the “Experimental Active Sport
Tourist” (Experimental AST), has ever visited other marathons but first visit for KKIM, the
“Area Active Sport Tourist” (Area AST), who visited only KKIM, and the “Beginner”, whom
KKIM is his/her first marathon. The Explicit AST with the highest sport affinity was about one-
third of the samples. The Experimental AST and the Area AST was included 10.8% and 15.4%
of the samples respectively. The largest segment, the “Beginner” was accounted for 44.8% of
all respondents and showed the lowest affinity. (Table 3)

The degree of affinity has significant differences on their socio-demographic profile

(Table 1), motivations, and intention to revisit and making WOM (Table 2).

Discussion

The findings were congruent with the previous studies which have reported a common
profile of active sport tourists that this group was single and young adult (Homafar et al,, 2011;
Bureau of the Census, 1995). Also, the profile of the Explicit and Experimental-AST segments
were well educated and relatively affluent (Gibson et al., 1997; Schreiber, 1976; Kaae & Lee,
1996, Booth & Loy, 1999). In addition, financial resources were one of the important factors
affecting the travel to participate in sports activities in other areas although long-distance running
has been claimed as sport-for-all, based on the samples’ information. This was consistent with

the research results conducted by Kidd (1995).
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There is a wider understanding of actual sport tourists that are relatively more active and

much concerned about health related benefits that can be achieved through exercising and

also sports event participation. Therefore, being healthy is the first inspiration of female active

sport participants. Moreover, marathon is the competition determining the distance for

participation. If the participants can conquer the goal, they will feel sense of proud to win over

themselves and show the potential of a healthy body.

Table 1: Socio-demographic profile of samples

ltems Samples The Explicit The The Area The ANOVA, 6(
(n=415) Active Sport | Experimental | Visitor: Beginner:
Tourist: Active Sport | 15.4% 44.8%
28.9% Tourist: (n=64) (n=186)
(n=120) 10.8% (n=45)
Age in years (mean) 27.66 31.96 30.64 25.44 24.93 6( = 195.119**
Status in % F = 0.606
Single 85.0 822 84.4 90.6 84.9
Married/ Stay together 133 16.1 15.6 7.8 13.0
Divorce/ Separated 1.7 1.7 0 1.6 22
Highest education level in % F =18.320***
Below Bachelor’s 41.4 250 17.8 50.0 54.8
Bachelor’s 31.6 a1.7 444 40.6 323
Higher Bachelor’s 21.0 333 37.8 9.4 12.9
Main profession in % F =9.329%*
Students 60.0 433 40.0 719 715
Employees 111 133 222 3.1 9.7
Business owners 55 6.7 20.0 3.1 22
Retirement 5 8 0 1.6 0
Government officers 214 34.2 17.8 18.8 15.1
Unemployed, looking for jobs 1.4 1.7 0 1.6 1.6
Pre-tax income in % F = 15.054*
THB 15,000 or less 19.8 12.6 11.6 28.6 232
THB 15,001 and 30,000 42.0 311 233 49.2 50.8
THB 30,001 and 45,000 26.3 37.0 4a4.2 15.9 18.9
THB 45,001 or more 12.0 19.3 209 6.3 7.0
Residence F=5462*
Non-residents 255 225 40.0 9.4 29.6
Residents (Postcode 4000x) 74.5 775 60.0 90.6 70.4
*p<005 *p<00l. **p<000L
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Table 2: Motivation and event loyalty

[tems Samples The Explicit The The Area The ANOVA
(n=415) Active Sport | Experimental | Visitor: Beginner:
Tourist: Active Sport | 15.4% (n=64) | 44.8%
28.9% Tourist: (n=186)
(n=120) 10.8% (n=45)
Motivation®
Health 4.02 4.12 3.76 3.95 4.05 | F=2304
Pride 393 4.04 4.02 3.78 390 | F=1436
New experience 4.02 393 4.09 3.80 4.13 | F=2968*
Running location 4.02 4.22 3.98 397 391 | F=2641%
Entry fee 321 3.34 3.13 3.28 312 | F=0.801
Souvenir (Medal & Shirt) 3.00 297 3.00 292 304 | F=0.182
Running route 3.30 3.56 3.40 3.20 315 | F=3.719%
PR by organizer 3.52 3.73 3.53 3.48 3.38 | F=2909%
TAT campaign 3.24 3.33 3.36 311 3.20 | F=0.808
Make friends 3.28 3.36 3.47 2.86 3.33 | F=4.092*
Be with FFR 3.08 3.25 3.36 2.69 305 | F=4.191*
FFR invited 3.44 3.41 3.60 333 346 | F=0.586
International event 3.25 3.44 3.56 3.16 3.09 | F=3103*
Famous event 3.33 3.49 3.60 3.34 3.16 | F=2531
Event Loyaltyb
Intention to re-visit 1.53 1.26 1.60 1.61 1.66 | F=13719%**
Intention to make WOM 1.50 1.25 1.58 1.61 1.61 | F=12726"*

°Answer Scale; 1=not important; 5=extremely important.

bAnsvver Scale; 1=yes, very likely; 4=never.

*p < 0.05.
» 5 <001
ey < 0,001,

Table 3: Active sport tourist segments and segment sizes (n=415)

Segments

Questions

The Beginner:

44.8% (n=186)

The Area Visitor:
15.4% (n=64)

Tourist:

The Experimental

Active Sport

10.8% (n=45)

The Explicit Active
Sport Tourist:
28.9% (n=120)

Have you ever participated in Never, this is my Yes No Yes
KKIM event before?; no in 55.7% first time
Have you ever participated in No No Yes Yes

other Marathon events?; no in

60.2%

Crosstabulation; p-value =.000
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Motives of visiting of each group were quite clear and consistent with their behavior on
sport affinity. One of the highlight reasons was sport tourists especially younger ones always
keep doing new things to challenge their ability, to learn what is different from their routine,
that means life experience was expected to benefit female sport participants. These two
groups, the Beginner and the Experimental AST-segment rated the highest score on new
experience due to lack of the event experiences. Interestingly, those females experienced this
event like the Explicit AST-segment and the Area Visitors still have a desire to revisit in order to
get more experiences. Obviously, this is a clear indication that even the event is held annually
with the same old running location and route, the participants belief that every time they take
part in the sport events, they will get different feelings, new inspirations, new perspectives,
excitement, challenges and fun.

The event location was also firstly considered by interested participants in terms of
convenience of travelling, attractive running location were absolute important to the Beginner
and Experimental AST-segment make an easier decision to take part in the event. However,
even if the Explicit AST and the Area Visitor had participated in KKIM and had been to this area,
location was also prioritized. The reasons might be due to the familiarity of the area, commitment,
ease of travel and satisfaction with the past event. This is consistent with the study by Gibson's
(1998) which found that active sport tourists tend to engage in repeat activity.

The important findings of the study were the least appealing factor was the souvenirs from
the running event. Obviously, mostly running events in Thailand, what event organizers have
been always trying to offer and promote are running shirts and medals but these had little
effect on the decision of female active sport tourists.

Interestingly, when comparing the behavior of each group, the distinguish characteristic of
the Beginner would be to try something that they have never done just to find new experiences.
The Experimental-AST segments focused on social interaction, including participating in the
event with FFR and creating new relationships with those who having a passion for running and
the same lifestyle. The Explicit AST and the Area Visitor-segment showed higher levels of the
place attachment. Although they had participated in this running event or come to this
province, they still were excited and desired to be involved and be part of the event.

Lastly, in competitive market of sport tourism destination, the Explicit AST-segment might

be highlighted as loyal visitors who generate important advantages and long-term benefits to
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the sport event and the local area. The Explicit AST preferred to repeat visit and most

wanted to promote positive word of mouth to their relatives about this event.

Recommendation
Implementation

The findings can assist the event professionals, event organizers, promoters, tourism
planners, tourism marketers, and researchers to illustrate their characteristics, motivations, and
event loyalty of the on-site situation of Thai running event. Segmentation can not only be
grouped according to the sport affinity level, but it is also linked to the place attachment. The
Explicit AST-segment with the highest level of sport affinity and place attachment indicated the
most positive in both returning and making word-of-mouth possibility. It means that this
segment plays an important role in regional economy and development, and the benefits will
further increase in the long-term if the running event’s performance satisfies the tourists. These
participants will revisit the event, and express their experience and positive word-of-mouth to
their acquaintances to become the new sport participants. Therefore, in marketing strategies of
running event and tourism destination, the Explicit AST-segment might be highlighted as loyal
visitors who generate important advantages and long-time benefit to the destination. However,
in terms of the proportion of residence, it was found that most of the participants were local
residents, not actual tourists. It indicated that this sport tourism event received a lot of positive
feedback and participation from the community. Although less economic stimulus is provided
compared to tourist arrivals and expenditures, it will be supported by the community and the
long-term sustainability of tourism.

Further Study

A profile of male active sport tourists is recommended for further study for comparison.

Also, tourists’ expenses issue to investigate which group of active sport tourists plays the most

positive role in stimulating the local economy and what the proportion of spending is.

Acknowledgement
This work was supported by Indo-China Country International Trade and Economic

Research Sector.

mswanguaueudeumnsinidiernudiladnviesfisaddmnansynlne 175



Dusit Thani College Journal Vol.14 No.1 January - April 2020

References

Andersen, J. J. (2018). Research: Marathon performance across nations. Retrieved October 1,
2018 from https://runrepeat.com/research-marathon-performance-across-nations?fb
clid=IwAR29kqjsoGeZZz07AK8Nd7ANCyj11PFj8GNX60PNiX7iN-BLNtpVQdoZDGM

Baloglu, S. & McCleary, K. W. (1999). A model of destination image formation. Annals of
Tourism Research Research, 26, 868 - 897.

Booth, D. & Loy, J. (1999). Sport, status, and style. Sport History Review, 30(1), 1 - 26.

Boutilier, M. & SanGiovanni, L. (1983). The Sporting Women: Feminist and Sociological
Dilemmas, Human Kinetics, Champaign, II.

Bureau of the Census. (1995). Statistical Abstracts of the US, 1995: The National Data Book,
115th Ed., Bureau of the Census, Washington DC.

Cassidy, F. (2005). What motivates sports event tourists?: a synthesis of three disciplines.

Paper presented at the Women in Research Conference 2005: Women Doing

Research, Gladstone, Australia.

Chalip, L. & Green, B. C. (2001). Event marketing and destination image. Paper presented at
the AMA Educators’ Proceedings, Summer.

Chon, K. S & Sparrowe, Raymond T., (2000). Welcome to hospitality: an introduction (2nOI ed).
Delmar, Albany, N.Y

Crompton, J. (1979). Motivations for pleasure vacation. Annals of Tourism Research Travel
Research, 6, 408 - 424.

Deery, M., Jago, L. & Fredline, L. (2004). Sport tourism or event tourism: are they one and the
same? Journal of Sport Tourism, 9(3), 235 - 245.

De Knop, P. (1990). Sport for all and active tourism. World Leisure and Recreation, 32, 30 - 36.

De Knop, P. (1998). Sport tourism: a state of the art. European Journal for Sport
Management, 5(2), 5-20.

Delpy, L. (1998). An overview of sport tourism: Building towards a dimensional framework.
Journal of Vacation Marketing, 4, 23 - 38.

Gibson, H. J. (1998). Sport Tourism: A critical analysis of research. Sport Management
Review, 1: 45 - 76.

Gibson, H. J. (2003). Sport Tourism: An Introduction to the Special Issue. Journal of Sport
Management, 17: 205 - 213.

176 A Sport Affinity Segmentation: Understanding Thai Female Active Sport Tourists


https://runrepeat.com/research-marathon-performance-across-nations?fb%20clid
https://runrepeat.com/research-marathon-performance-across-nations?fb%20clid

NINTINFenans1il U1 14 atun 1 heuunsiax - Wy 2563

Gibson, H., Attle, S. & Yiannakis, A. (1997). Segmenting the sport tourist market: a lifespan
perspective. Paper presented at Teaming for Success: A Forum on Sport Tourism,
6-8 March, Arlington, VA.

Gibson, H. J. & Yiannakis, A. (2002). Tourist roles: needs and the adult life course. Annals of
Tourism Research, 29: 358 - 383.

Greendorfer, S. ((1979 Differences in childhood socialization influences of women involved in
sport and women not involved in sport. In M.L. Krotee (Ed.), The Dimensions of Sport
Sociology, West point, NY: Leisure Press.

Green, B. C. & Chalip, L. (1998). Sport tourism as the celebration of subculture. Annals of
Tourism Research, 25: 275 - 291.

Hinch, T. & Higham, J. (2004). Sport tourism development. Tonawanda, NY: Channel View

Publications.

Homafar, F., Honari, H . & Heidary, A. (2011). The role of sport tourism in employment,
income and economic development. Journal of Hospitality Management and
Tourism, 2(3), 34 - 37.

Job, H. (2008). Estimating the regional economic impact of tourism to national parks: Two
case studies from Germany. GAIA, 17(S1), 134 - 142.

Kaae, B. & Lee, R. (1996). The Use of Lifestyle in Outdoor Recreation Research. Paper
presented at the 1996 World Congress of the World Leisure and Recreation
Association, 15-19 July, Cardiff, Wales, UK.

Kaplanidou, K. & Vogt, C. (2007). The Interrelationship between sport event and destination
image and sport tourist’s behaviours. Journal of Sport & Tourism, 12: 183 - 206.

Kidd, B. (1995). Inequality in sport, the corporation, and the state: an agenda for social
scientists. Journal of Sport & Social Issues , 19(3): 232 - 248.

Kotler, P. & Keller, K. (2006). Marketing Management. 12th Ed., Prentice Hall, Upper Saddle River.

Kupfer, 1. (2000). Die regionalwirtschaftliche Bedeutung des Nationalparktourismus: Untersucht
am Beispiel des Schweizerischen Nationalparks [The regional economic impact of the
National Park Tourism: a case of the Swiss National Park]. Zernez:
Nationalparkforschung Schweiz.

Kurtzman, J. (2005). Sports tourism categories. Journal of Sport & Tourism, 10 (1): 15 - 20.

mswanguaueudeumnsinidiernudiladnviesfisaddmnansynlne 177



Dusit Thani College Journal Vol.14 No.1 January - April 2020

Kurtzman, J. & Zauhar, J. (2003). A wave in time - the sports tourism phenomena.
Journal of Sport & Tourism, 1: 35 - 47.
Kurtzman, J. & Zauhar, J. (2005). Sports tourism consumer motivation. Journal of Sport &
Tourism, 10: 21 - 31.
Mason, P. (1990). Tourism: Environment and Development Perspectives. Godalming, UK,
World Wide Fund for Nature.
Mayer, M., Muller, M., Woltering, M., Arnegger, J., & Job, H. (2010). The economic impact of
tourism in six German national parks. Landscape and Urban Planning, 97(2), 73 - 82.
Nogowa, H., Yamguchi, Y. & Hagi, Y. (1996). An empirical research study on Japanese sport
tourism in sport-for-all events: case studies of a single-night event and a multiple-night
event. Journal of Travel Research, 35(2): 46 - 54.
Schreiber, R. (1976). Sports interest: A travel definition. The Travel Research Association 7
Annual Conference Proceedings, Boca Raton, FL: TTRA, 85 - 87.
Swart, K., & Bob, U. (2007). The eluding link: toward developing a national sport tourism
strategy in South Africa beyond 2010. Politikon, 34, 373 - 391.
Tassiopoulosa, D. & Haydamb, N. (2007). Golf tourists in South Africa: A demand-side study of
a niche market in sports Tourism. Tourism Management Journal, 29(5): 870 - 882.
Walmsley, D.J. & Young, M. (1998). Evaluative images and tourism: The use of personal
constructs to describe the structure of destination images. Journal of Travel

Research, 36(3): 65 - 69.

Jidapa Seebunruang, Faculty of Business Administration,

Khon Kaen University, Nong Khai Campus, Thailand.

A Sport Affinity Segmentation: Understanding Thai Female Active Sport Tourists

178



