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Introduction

Sports facilities concern the areas that are created and re-
served for people to engage themselves in exercise and compe-
tition activities, such as a pool, gym and golf course, as well as 
any structures that facilitate and support their involvement in 
this kind of activities, such as a locker room, cafeteria, grand-
stand, athletic field, and scoreboard. A facility can either be  
a large arena with ground surfaces accommodating a diverse 
array of sports activities, or a small hall or room designed for  
a single sport. However, a sports facility can be converted into  
a theater, an auditorium, a convention center, a makeshift relief 
shelter, or other venues deviated from traditional sports func-
tions such as health clubs, fitness center, park, golf field and 
recreation areas.

Several factors, including prices, program offerings, atmos-
phere and attractions, and amenities, such as parking, enter-
tainment options, catering, staff services and transportation, 
have been found to motivate repeat visits to sports facilities  
[1, 2]. As sports facility managers are held accountable for any 
business losses, they are expected to consider these factors in 
their day-to-day operations.

Managing and maintaining sports facilities can be a de-
manding and time-consuming undertaking [3]. Attracting peo-
ple to first visit a facility takes considerable effort, but ensuring 
their return can be even more challenging. When a facility fails 
to attract repeat visitors, it faces the risk of losses and closure 
as has occurred in several sports venues worldwide [4, 5]. This 
is because it can no longer bear the financial burden under the 
no-clientele situation.

How a facility is managed by a sports manager greatly af-
fects a user’s perceptions of services and overall experience of 
the facility. Value of a facility as perceived by a user is shaped 
by the user experience which might or might not be in line with 
its actual value. This is typical of a service in general. Therefore, 
to ensure profitability and sustainability, sports facility manage-
ment must design effective marketing activities to maintain and 

grow their customer base, which requires planning and opera-
tional principles that encourage client return [3]. However, cli-
ent revisit intentions depend on many factors; therefore, if an 
organization can efficiently manage their sports and recreation 
facilities, they are more likely to make the best use of their facil-
ity and gain the most benefits [4].

Literature review

Marketing research has explored a wide range of service 
consumption concepts, such as service quality, perceived value, 
experience and promotions, with many studies having exami-
ned the associations between visit experiences, perceived value, 
brand loyalty, and purchase intentions [6, 7]. However, studies 
on the interrelatedness of these concepts have tended to find 
that the specific influences fluctuate over time [8]. Deriving  
a good experience from sports events or activities has also been 
found to depend on various factors, such as travel, accommoda-
tion, facilities and restaurants [9].

The relationship between experience and the perceived va-
lue of a product or service is associated with product experience 
and its costs and benefits. For example, Duman and Mattila [10] 
investigated the relationship between visiting experiences and 
perceived value in all-inclusive cruise vacations and confirmed 
that experience clearly influenced perceived value.

As customer loyalty has been recognized as vital to business 
success, customer loyalty antecedents have been widely resear-
ched for many years [11, 12]. For example, Oliver [13] identified 
cognition, emotion, conation and action as the four main sta-
ges of loyalty and suggested that consumers started to develop 
loyalty in each stage. The relationship between revisit intention 
and destination loyalty was explored in previous studies [14, 15, 
16]. They all suggested a significant relationship between revisit 
and loyalty.

Although perceived value and experience have been mo-
deled in numerous studies to elucidate the hypothesized rela-
tionships, other than identifying the causal relations or simply 
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study sought to determine the extent to which perceived value 
influenced sports facility revisit intentions, for which a path 
analysis model was developed to predict sports facility visitor 
revisit intentions based on experience and determine the me-
diating effects of perceived value constructs.

To direct the research, based on the literature review, the 
following hypotheses were proposed:
H1: Visit experiences exert a predictive effect on revisit inten-
tions.
H2: Visit experiences exert a predictive effect on social, econo-
mic and emotional values.
H3: Social, economic and emotional values exert a predictive  
effect on revisit intention.
H4: Social, economic and emotional values exert a mediating 
effect on the relationship between prior visiting experiences and 
revisit intentions.

Material and Methods

Participants
Data were collected using purposive sampling from 384 pa-

trons (out-of-area tourists) at some selected recreational sports 
establishments in Thailand, such as golf courses, swimming 
pools, fitness centers and football fields. The inclusion criteria 
were participants that had visited these diverse sports facilities 
at least once a week in the last two months, with the number 
of participants determined based on a 95% confidence level,  
a standard deviation of 2, and a maximum error of 0.2 [36]. 

Participants were asked to electronically respond to a set of 
questions using their cell phones so that the answers could be 
automatically tallied and anonymity and confidentiality reta-
ined. All participants voluntarily participated and received no 
monetary rewards. Of the 397 initial responses, 384 (96%) were 
satisfactorily completed.

As shown in Table 1, most participants were males with 
age ranging from 35 to 66 years (M = 56.87 years, SD = 4.59), 
with over half having attended university. The average monthly  

examining the associations between these concepts, many qu-
estions on the actual relationship mechanisms remain unan-
swered. However, significant research has found experience to 
be a significant determinant of repeat visits to a service provider; 
that is, when a consumer is content with the product, they tend 
to visit a facility more frequently [10, 17, 18].

Experience and perceived value have been widely discussed 
in relation to service; however, to date, no research has iden-
tified the causal tie between these two constructs [19]. Some 
studies advocating an experience-perceived value relationship 
have regarded perceived value and experience as antecedents 
for behavioral outcomes [2, 20]; however, some earlier research 
[21, 22] suggested that experience directly influenced behavioral 
outcomes, with perceived value functioning only as a determi-
nant.

Perceived value has been conceptualized in various ways.  
In an early study, Sheth et al.  [23] identified five perceived value 
contexts: function, sociality, emotion, episteme, and situation. 
Then, Holbrook [24] described perceived value as an exchange-
-oriented experience and developed a perceived value typology 
that embodied three distinct polarities: orientation, activity and 
motivation. Mykletun et al. [9] later claimed that perceived va-
lue was a balance between perceived quality and sacrifice based 
on price, with sacrifice being either monetary or nonmonetary 
in nature, and was also related to how customers perceived and 
assessed the benefits they received. 

In more recent studies, Moliner et al. [25] developed a per-
ceived value model that integrated emotional, functional, and 
social value dimensions; Lee et al. [26] incorporated functiona-
lity, emotion, and overall value in a single construct; Cho and 
Yang [27] argued that perceived value was characterized by task-
-related and rational behavior, the elimination of hazards, the 
pursuit of pleasure and excitement, and social value; Gallarza 
et al. [28] saw perceived value as being associated with propo-
sed efficiency, social value, service quality, play, aesthetics, and 
a combination of time and effort; and Williams et al. [29] conc-
luded that perceived value was associated with utilitarian, affec-
tive, social, monetary, and novel attributes.

Originally, perceived value was not recognized as widely as 
customer satisfaction or service experience [30, 31] and was only 
examined as a crucial factor in the decision-making processes 
of consumer for physical products. More recent customer servi-
ce studies, however, have tended to also consider psychological 
and social factors, such as hedonism, risk-taking and uncerta-
inty [29].

It has been argued that perceived value is a strategic marke-
ting consideration for producers and retailers in service settings 
[32] that significantly affects behavioral loyalty [21], whereby 
consumers would trade off between what they possessed and 
what they could offer. Therefore, perceived value was seen as 
a service-oriented construct that determined consumer inten-
tions and consumption experiences [33].

The association between experience, perceived value and 
consumer revisit intentions has also been widely studied. Seve-
ral studies established clear relationships between the various 
contributing factors and effects and concluded that perceived 
value significantly contributed to retail and service and hospi-
tality industry growth [34, 35]. Hutchinson et al. [33] claimed 
that perceived value encompassed both consumer intentions 
and consumption experience.

Given this background, this study analyzed how experien-
ce influenced revisit intentions and the possible impact of per-
ceived value as a mediator to expand existing knowledge and 
provide insights into this specific variable. In particular, this 

Table 1. Participant characteristics.
Characteristics n %
Gender
  Male 337 87.8
  Female 47 12.2
Highest educational level completed
  High school 60 15.6
  Undergraduate school 122 31.8
  Graduate school 124 32.3
  Vocational school 78 20.3
Favorite facility location
  Central Thailand 145 37.7
  Northern Thailand 121 31.5
  Eastern Thailand 46 12.0
  Others 72 18.8

M SD
Age (years) 56.87 4.59
Monthly income ($) 2,430 432.21
Number of monthly visits 3.12 0.21
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income of the sample was $2,430 (SD = 432.21). Over one-third 
(38%) rated sports facilities in central Thailand as their favorite 
facilities, with most visiting their facilities about thrice (SD = 
0.43) in the last month (prior to the survey).

Instruments
The Likert-type scales for measuring the variables under in-

vestigation were developed based on the steps recommended in 
DeVellis [37] and Netemeyer et al. [38]. Supported by the com-
prehensive literature review [39, 40] and an extensive interview 
with a panel of sports business professionals and sports facility 
managers, a set of questionnaire items was developed. 

The first part of the survey addressed the constructs under 
study, with each involving three to four statements; each sta-
tement is accompanied by a five-point Likert-type agreement 
scale from 1 (strongly disagree) to 5 (strongly agree). The final 
part of the questionnaire involved personal data, such as gender, 
education, favorite location, age, income and visit frequency.

Data Analysis
This study was focused on the two variables that predicted 

visitor intentions to revisit certain sports facilities, with the pre-
dictors being configured into the hypothesized model shown in 
Figure 1. A statistical mediation analysis was conducted using 
IBM SPSS AMOS 24 [41] to determine if perceived value media-
ted the relationship between visit experience and revisit inten-
tion. As suggested by Anderson and Gerbing [42], the analysis 
was performed in two stages. First, measurement model ana-
lysis was conducted, in which the measurement qualities were 
evaluated using confirmatory factor analysis. Second, structural 
model analysis was conducted, in which a structural equation 
modeling (SEM) was executed to assess the hypothesized rela-
tionships.

0.85, as shown in Table 2, indicating that there were no reliabil-
ity problems [46].

SEM was applied to address convergent validity and dis-
criminant validity. The variables posited to measure the same  
construct show convergent validity if their intercorrelations are 
noticeable in magnitude [47]. A high CR level was obtained, 
which indicated that there was internal consistency and that 
the indicators all consistently represented the same construct. 
Therefore, the scales were considered to have acceptable valid-
ity.

Discriminant validity is warranted if the inter-measure cor-
relations measuring the different constructs are not excessively 
high [47]. To achieve this, a test was implemented by comparing 
the average variance extracted (AVE) and the squared correla-
tion coefficient [48]. The AVE for all constructs ranged from 
0.66 to 0.81. Table 2 shows that the AVE estimates were greater 
than 0.5 [44, 48], the CR coefficients were greater than 0.7, and 
the factor loadings were over 0.5 [44].

The proposed model was subjected to a principal axis fac-
tor analysis with a promax rotation, from which it was found 
that the yielded pattern coefficients relating the factors with the 
items were robust, ranging from 0.56 to 0.76. The fit indices 
for the model revealed a statistically significant fit: GFI = 0.98,  
IFI = 0.96, TLI = 0.96, CFI = 0.97, and RMSEA = 0.03 [44].

Figure 1. Conceptual framework

Results

To gage if the constructed measures had content validity, 
the initial questionnaire items were assessed by three indus-
try experts and academics in this area, with their respective 
responses used to calculate the content validity ratio (CVR). 
Corrections and adjustments based on their recommendations 
were then made to improve clarity and accuracy until the CVR 
reached the minimum criterion of 0.56 [43]. The final question 
items are shown in Table 2.

Because of the reliance of this study on SEM, construct 
reliability (CR) was used to assess the internal consistency of 
measures. The results shown in Table 2 indicate that the CR 
coefficients were greater than 0.7, which were deemed accept-
able [44]. In addition to CR, the alpha coefficient (α) [45] was  
applied to assess reliability [44], which ranged from 0.70 to 

Table 2. Factor loadings, average variance extracted and compo-
site reliability.

Item Λ
Construct: Experience (AVE = 0.72, CR = 0.62, α = 0.85)
I had an overall good experience on my visit. 0.77
The facilities were clean. 0.72
The travel distance was not a problem for my visit. 0.77
The staff were courteous. 0.71
Construct: Social Value (AVE = 0.77, CR = 0.56, α = 0.79)
The visit enables me to expand my social network. 0.69
The visit causes other people to admire me. 0.79
The experience has made me more sociable. 0.77
Construct: Economic Value (AVE = 0.76, CR = 0.57, α = 0.70)
The facilities offer reasonable prices. 0.71
The prices for incremental services were acceptable. 0.87
The visit represented monetary value. 0.81
Construct: Emotional Value (AVE = 0.70, CR = 0.58, α = 0.72)
The visit gives a sense of wellness. 0.87
I find the visit very pleasant. 0.87
The visit arouses my interest or enthusiasm. 0.84
Construct: Revisit Intention (AVE = 0.79, CR = 0.64, α = 0.71)
I plan to come back some time. 0.80
I plan to bring friends or family along next time. 0.81
The facilities are worth a revisit. 0.82

Factor loadings were significant. AVE = average variance extracted; CR = construct 
reliability; α = internal consistency reliability; λ = factor loading.
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social value (β = 0.63, p = 0.012). Figure 2 gives a schematic 
representation of the entire path structure for the models along 
with their β coefficients.

As detailed in Table 4, significant direct relations were war-
ranted, the mediation path was significant, and experience was 
reduced in absolute size after controlling for perceived value 
but remained not equal to zero, which confirmed that partial 
mediation existed. However, if the direct relationship was not 
significant upon the addition of a mediator, it could be inferred 
that full mediation was warranted [51].

The paths from experience to the mediator and from the 
mediator to revisit intentions were mostly consistent with the 
proposed hypotheses. In other words, there was evidence that 
perceived value significantly served as a mediator, that is, a bet-
ter experience led to a greater value perception, which in turn 
led to a higher level of revisit intentions. From the estimated 
indirect effects, it was deduced that perceived value was a le-
gitimate mediator because the 95% confidence interval did not 
contain zero (see Table 4).

Overall, based on the goodness of fit, composite reliability, 
and construct validity present, the model was found to be suit-
able for further testing using SEM. As the maximum likelihood 
estimation method assumes multivariate normality [47], all the 
univariate distributions were examined to assess normality. As 
no skew index was greater than 0.3 and no kurtosis index was 
greater than 10 [49], there was no departure from normality 
found.

Before conducting the mediation analysis, the assumptions 
were checked and met; that is, it was ascertained that the rela-
tionships between experience and revisit intentions were linear 
(determined using a matrix scatterplot) and that the error was 
normally distributed and uncorrelated with experience (deter-
mined using scatterplots for each regression). The variables had 
the correct causal ordering, and as all data were simultaneously 
collected, there was no reverse causality.

Table 3 presents a correlation matrix with the variable 
means and standard deviations. All zero-order correlations were 
significant and ranged from 0.65 (for the two variables: experi-
ences and social value) to 0.88 (for the two variables: economic 
value and emotional value). The lowest mean was 3.65 and the 
highest 4.05, and the standard deviations ranged from 0.14 to 
1.34.

Table 3. Factor loadings, average variance extracted and compo-
site reliability.

Measure M SD 1 2 3 4 5
1. EX 3.65 1.34 –
2. SV 4.05 0.14 0.65 –
3. EV 3.05 0.22 0.75 0.76 –
4. MV 4.01 1.01 0.77 0.61 0.88 –
5. RI 3.99 1.09 0.71 0.69 0.85 0.81 –

EX = experience; SV = social value; EV = economic value; MV = emotional value;  
RI = revisit intention. All coefficients were significant at p < 0.01.

Baron and Kenny [50] claimed that a mediating effect exist-
ed when there was a direct relationship between the independ-
ent variable (IV) and the dependent variable (DV), a direct re-
lationship between the IV and the mediator variable, or a direct 
relationship between the mediator variable and the DV. Full me-
diation exists when the IV is not related to the DV and the me-
diator is controlled for, and partial mediation exists when they 
are related and the mediator is controlled for. Table 4 shows the 
analytical results for two unmediated models and the one medi-
ated model. The first model was tested to assess the direct effect 
of the predictor variable (experience) on outcome variable (re-
visit intention), and the subsequent models assessed the direct 
effect on mediators (perceived value), the effect of mediators on 
outcome variable, and the combined effect of experience and 
perceived value in predicting revisit intentions.

All hypotheses were supported. The predictive effect of ex-
perience on revisit intention was found to be significant (F(1, 
382) = 5.75, p = 0.017), with experience explaining 58% of the 
variances in revisit intention. A one standard deviation increase 
in experience could be expected to increase revisit intentions by 
0.95 standard deviations (β = 0.95, p = 0.011).

The analysis also indicated that experience significantly 
predicted the three perceived values, whereas perceived value in 
turn was found to affect revisit intentions. Therefore, it was con-
cluded that perceived value exerted full mediating effects on the 
relationship between experience and revisit intentions. For ex-
ample, experience indirectly affected revisit intentions through 

Table 3. Factor loadings, average variance extracted and compo-
site reliability.

Model B SE B 95% CI β p R2

EX → RI 0.76 0.20 [0.32, 1.99] 0.95 0.011 0.58
EX → SV 0.66 0.25 [0.02, 0.94] 0.76 0.004 0.45
SV → RI 0.72 0.16 [0.01, 0.88] 0.83 0.028 0.53
EX → SV → RI 0.45 0.16 [0.03, 1.98] 0.63 0.012 0.75
*EX → RI 0.47 0.56 [0.19, 0.33] 0.45 0.011 0.61
EX → EV 0.53 0.15 [0.16, 1.07] 0.74 0.001 0.63
EV → RI 0.61 0.12 [1.02, 1.94] 0.80 0.003 0.77
EX → EV → RI 0.74 0.13 [1.01, 1.93] 0.59 0.002 0.83
*EX → RI 0.43 0.31 [0.11, 1.08] 0.55 0.012 0.55
EX → MV 0.77 0.09 [0.37, 1.94] 0.73 0.001 0.66
MV → RI 0.67 0.18 [0.61, 2.23] 0.71 0.021 0.61
EX → MV → RI 0.60 0.15 [0.44, 1.94] 0.51 0.010 0.70
*EX → RI 0.66 0.09 [0.01, 1.22] 0.32 0.017 0.52

* – indicates the mediated direct effect.

Figure 2. Path analysis predicting revisit intentions

Statistics are standardized regression coefficients. All coefficients are significant at p < .05.
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Discussion

Overall, the findings were consistent with previous service 
marketing research [39, 40] that established that customer ex-
perience significantly influenced customer revisit intentions. 
Experience was also found to positively influence perceived val-
ue, as also concluded in Cronin et al. [21]. However, the current 
study proposed a perspective for the role of the mediator (per-
ceived value) different from the traditional experience–revisit 
models in explaining how experience influenced revisit inten-
tion as it was expected that the mechanism between experience 
and revisit intention would be revealed.

As the aim was to provide evidence on whether perceived 
value exerted a mediation effect on the relationship between 
visit experience and revisit intention, the aforementioned in-
formation enhanced the understanding of the relationship be-
tween experience and revisit plans. Therefore, these findings 
contribute to previous marketing studies on customer experi-
ence, repurchase and satisfaction as they were able to demon-
strate the contribution of perceived value as a mediating varia-
ble in triggering the mechanism in this association.

This study was grounded in sports tourism services as the 
analysis was focused on how experience influenced tourist loy-
alty and how perceived value mediated this relationship. These 
findings expand the body of knowledge of perceived value in 
sports tourism and provide a better understanding of the in-
terrelationships between the facility factors affecting revisit 
intentions. The effects of experience on revisit intentions have 
long been investigated [50]; however, the role of perceived value 
as an intervening variable between visit experience and revis-
it intentions was the sole focus of this inquiry and particularly 
the way visit experiences affected value perception. It was ob-
served that there was an increase in the sense of loyalty when 
perceived value was positive, which was in line with the findings 
in Hutchinson et al. [33] and He and Song [22].

However, there were some limitations in the research de-
sign. To test the relationship, a one-shot study rather than a lon-
gitudinal study was used, which made determining long-term 
effects difficult. A larger sample would also have allowed test-
ing to increase the power of the test. The study only included 
recreational golfers, who had possibly been lured to the clubs 
by different incentives, such as specific marketing promotional 
programs, which means their responses might not have fully re-
flected their prior service experiences.

The large effects observed in the study indicated that en-
hancing first visit experiences using value strategies could 
heighten the chance of subsequent visits. Management could 
also consider providing experiential offerings, such as travel-re-
lated convenience and accommodation to improve customer 
patronage.

The findings of this study shed light on the importance of 
the affective dimension when designing marketing strategies to 
improve customer revisit intentions, as described in Mazodier 
and Merunka [53]. As consumers differently perceive value in 
different cultures [11], future research could consider exploring 
the perceptions of customers for the same offered experience in 
different countries.

In addition to offering an insight into the impact of per-
ceived value on the relationship between visit experience and 
revisit intention, the study findings also raised several manage-
rial implications for the promotion of sports tourism industry 
products. This study gives a novel perspective on the behavior of 
sports consumers, which could contribute to targeted market-

ing strategies for building customer loyalty, gaining competitive 
advantage and revitalizing sports industries.

As the results of this study provide insight into the associa-
tion between experience and revisit intentions and highlight the 
effect of perceived value, it opens a new path for further inquiry, 
to examine the other phases of product loyalty, as proposed by 
Oliver [13]. Most previous work has concerned perceived val-
ue constructs without conceptualizing the dimensions. As this 
study drew from a sample of previous visitors, future researchers 
could target participants from different sports settings offering 
similar services. Alternatively, researchers could explore differ-
ent value dimensions not studied in the current research.

Studies on sports experiences, perceived value and revisit 
intentions suggest that visit experiences significantly affect re-
visit intentions; therefore, a model was proposed to test and 
validate the likely mediator in this relationship. The conceptual 
framework was then proven using a mediation analysis on the 
data collected from sports players, with the results revealing the 
association between golfing experience and revisit intentions 
through perceived value.

Conclusions

Sports businesses seek to attract long-term visitors and spe-
cifically repeat visits; therefore, understanding the mechanism 
through which experience affects revisit intentions can greatly 
assist sports business managers. This study sought to determine 
the extent to which experience predicted revisit intention for  
a sports venue under the assumption that perceived value 
was the intervening construct. It was found that all proposed  
mediators partially mediated the relationship. Therefore, it is 
important that the social, economic and emotional perceived 
values that attract visitors and influence their future intentions 
be identified to improve the prospect of repeat visits.
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