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ABSTRACT 

The quality of service and the performance of the management team in a sporting event is thought to be able to 
influence audience satisfaction, so that these two things become important factors in the success of organizing 
sports matches. The purpose of this study was to determine and describe the impact of organizing sporting 
events on audience satisfaction and loyalty based on the quality of service and performance of the organizing 
committee in managing sports events. The study used a descriptive approach with qualitative and quantitative 
methods. 64 spectators were randomly selected from all the spectators who attended the volleyball proliga sport 
event held at GOR Amongrogo, Yogyakarta City. Data collection techniques uses a questionnaire. The data 
analysis technique used PLS - SEM. The results of the study found that there was an influence of service quality 
and performance of the match management team on audience satisfaction and loyalty. These results indicate 
that the indicators of the implementation of sports activities are measured by the satisfaction and loyalty level of 
the audience following the match with the service quality and management of the organizers as influencing 
factors. 
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INTRODUCTION  

Research on the impact of a sports championship or sport industry has never been studied. The possible 

impact is an increase in the mobilization of people to the destination area for the championship, and an 

increase in economic activity in that area. Several indicators are proposed to influence the planning of a 

good sports activity, such as satisfaction to the emergence of audience loyalty. Research on the impact of 

the sports industry was carried out by Ranjan (2016) but the two studies have not discussed the indicators 

that can influence the impact of the sports industry, especially from the audience side. The sports industry 

has a large economic impact through the mobilization of people or the gathering of several people related to 

the event, such as event sponsors, traders, athletes, transportation parties, and other sports lovers to enjoy 

matches or recreation (Kersulić et al., 2020). The scale of organizing sports activities depends on the type of 
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athletes who participate in them, professional or amateur, or even the nature of the organization of these 

activities, formal or informal. The implementation of sports activities is accompanied by management of 

activities which include funding, committees, arrangement of activities, and promotion of activities, to the 

presence of crowds (Schnitzer et al., 2017). The implementation of sports activities is managed by event 

management. The purpose of organizing sports activities carried out by an organization is to manage the 

roles and responsibilities assigned in carrying out certain tasks, so that the implementation of these sports 

activities runs successfully and in accordance with the planned procedures (Ranjan, 2016).  

Along with the increasing number of events held, one of which is in the field of sports, it is necessary to 

raise awareness to develop event management professionalism that is able to create, organize, and manage 

events better. A sporting activity will get a place in people's hearts if all that is offered is in accordance with 

what they want. In organizing sports activities, clear and measurable themes, and goals are needed so that it 

is very easy to measure success. For example, the success of organizing sports activities is measured by the 

level of security in the organization, because with controlled security, all matches run smoothly and can be 

enjoyed by spectators. There is even a benchmark that the success of organizing sports activities is the 

satisfaction and loyalty of the audience in participating in the matches that are held. The implementation of 

sports activities has many positive impacts for the area or place that organizes them, such as economic, 

social, and psychological impacts. Moreover, for the construction and development of various sports fields, 

it will be expanded, so that it can absorb local workers in its development. From the organizer's point of 

view, the audience is the most potential target in providing income from the activities held. So it is very 

important to know the characteristics of a spectator by paying attention to the level of security, facilities for 

spectators, infrastructure, and ticket prices provided, to match their wishes. Some of the reviews above 

show that the evaluation of the implementation of sports activities is based on event management, service 

quality, satisfaction, and audience loyalty (Alguacil et al., 2018; Beyrami & Najafzadeh, 2015; Dorofeeva, 

2021). 

Event management aims to manage the organization of sports activities to be packaged as well as 

possible, so that the sustainability and quality of the organization of activities can be evaluated and 

improved (Ranjan, 2016). Organizer identification and involvement positively affect perceptions of event 

quality and satisfaction (García-Fernández et al., 2018). In particular, die-hard fans are very satisfied and 

feel a more positive quality of service (Xiao et al., 2020). The organization of sports activities can have a 

positive impact in terms of economy, environment, and social, if the event organizer has managed the event 

effectively and efficiently in accordance with the rules and pays attention to the quality of service and 

audience satisfaction such as facilities, security, environmental cleanliness, on the ticket price paid (Moreno 

et al., 2016; Wang et al., 2018; Zhuo et al., 2020). The quality of services provided by the management of 

the organizers provides added value to the sports activities held (Kersulić et al., 2020). Evaluation of service 

quality leads to customer satisfaction (Oueslati et al., 2017). The determinants of service quality are 

influenced by facilities, infrastructure, and security. This affects customer satisfaction on the quality of 

service provided by the service provider (sports event organizer) and has an impact on efforts to create 

audience loyalty for a sports activity. 

The provision of high quality services is very important for the progress and income of the organization 

of activities (To-aj & Suksa-ard, 2020). Satisfied spectators tend to enjoy matches that are held for a long 

time in the activity area (stadium stands) (Savić et al., 2018). A large number of spectators is an indicator of 

the success of a sporting activity being held. Basically there is a close relationship between service quality 

and the level of audience satisfaction (Dorofeeva, 2021; Hussin, 2018). Audience satisfaction is the feeling 

of satisfaction received after getting something for what is expected, so that later the audience will return to 

watching sports activities which are held willingly and without coercion, even having to buy tickets at 

expensive prices. Loyalty is a commitment to always follow the development of sports activities 

continuously (Wymer & Rundle-Thiele, 2016). Audience loyalty can be used as a basis or assessment of 

policies for organizing sports activities in making decisions to increase or decrease the facilities obtained 

(Yeung et al., 2012). Service quality serves as a standard for organizers to find out whether the action plans 

and strategies that have been used to improve service quality can be perceived well by the audience, so that 
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it will have an impact on satisfaction for the audience themselves. Therefore, satisfaction is one of the 

indicators that aims to evaluate what is actually received, expected, needed by the audience so that the 

audience will come back again to watch the sport activities held (Hadian et al., 2020; Hebles et al., 2020). 

Apart from the above factors, the arrival of idol players for the audience is the main attraction that makes 

them come back to enjoy the game. With the existence of large sports activities are expected to have a 

positive impact for all people who enjoy them. The novelty offered in the research is an in-depth analysis of 

the impact of the implementation of sports championships which include: satisfaction, fan loyalty, quality of 

organizer management, match support infrastructure, and match safety. This research is very important 

because the results show the level of success and shortcomings of the 2019 Volleyball Proliga held in the 

city of Yogyakarta, so it is a consideration to improve it. Finally, the information from the results of this 

research is especially useful to help anyone who manages an event, and can be used as a reference for 

further research. 

  

METHOD 

This research is a descriptive study using a mixed method of qualitative and quantitative approaches. The 

population in this study were all spectators who attended the proliga volleyball sports event held at GOR 

Amongrogo, Yogyakarta City. The sample of this study was determined by means of simple random 

sampling, so that the selected sample consisted of 64 viewers. Data collection techniques using a 

questionnaire of structural equation modeling (Moreno et al., 2016). The data analysis technique used PLS - 

SEM. The hope of the research is to show the impact on the 2018 volleyball pro league sports event through 

service quality variables, the performance of the organizing team and several influencing indicators such as 

security, facilities, tariff values, and infrastructure. 

 

 
Figure 1. Research Design 

 

RESULTS AND DISCUSSION  

There were 64 samples have provided research data through a questionnaire that has been given. The 

following are the results of the measurement instruments used to describe audience satisfaction and loyalty. 
 

Tabel 1. Construct Reliability and Validity 

 Alpha rhoA Composite reliability AVE 

Loyality 1.000 1.000 1.000 1.000 

Satisfaction 0.780 0.782 0.901 0.819 

Service Quality 0.755 0.761 0.845 0.577 

Staff 1.000 1.000 1.000 1.000 
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In this study, all composite reliability values were above the threshold of 0.70, indicating that the 

combined reliability of each reflective latent variable was acceptable and confirmed the reliability of the 

construct. Construct validity is the degree to which an item measures what it is expected to measure. The 

construct validity test was passed by testing the convergent validity and discriminant validity. Convergent 

validity is the extent to which an AVE measure reflects the average communality for each latent factor with 

a value greater than 0.50. Table 1 shows that all AVE values are above 0.50, it means that the convergent 

validity of each latent factor is acceptable. 

 
Tabel 2. Collinearity Assessment (VIF) 

Variable VIF 

Infrastructure 1.522 

Loyality 1.000 

Tariff 1.959 

Satisfaction 1.691 

Security 1.437 

Staff 1.000 

Star palyer 1.691 

Facility 1.391 

 

Collinearity testing is done by using the variance inflation factor (VIF). Table 2 shows that all the 

proposed variables have a VIF value far below the threshold value of 5, it means that there is no collinearity 

problem. Service quality (0.150) does not directly affect the satisfaction of the audience which is presented 

by a small correlation between these variables, but it is influenced through the quality of staff performance 

with audience satisfaction (0.726). The influence of staff performance also affects the quality of service 

provided (0.804). This shows that service quality is influenced by staff performance and has a big role in 

audience satisfaction. The final result obtained is audience satisfaction in which there are indicators of star 

players (0.725) which have a big role in life. The following is a chart that explains the relationship of each 

variable in this study: 

 

 
Figure 2. Significance Testing Results of the Structural Model Path Coefficients 

 

Figure 2 presents the relationship between indicators and research variables which explains whether there 

is an influence of indicators on variables or the influence of variables on other variables. Figure 2 shows 

that service quality is positively influenced by infrastructure (0.743), tariff (0.830), safety or security 

(0.686) and facility (0.733) with a strong correlation.  
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The results of the research analysis show that the quality of service for organizing sports activities is 

influenced by indicators of infrastructure, security, tariff rates, and the performance of the organizing 

committee. The results of the analysis prove that there is a positive and significant effect between service 

quality and the performance of the organizing committee on audience satisfaction. In addition, indicators of 

the influence of professional athletes also have an impact on audience loyalty. These results explain that in 

order to achieve audience loyalty, spectators must be satisfied with the service quality and performance of 

the sports event organizing team so that they have an interest in coming back to the next sporting activity.  

The focus of this research is how the organization of a sports activity can provide satisfaction for the 

audience to form a loyalty. Audience satisfaction is influenced by the performance of the athletes or teams 

competing, this parameter is proven when there are two big teams competing, because the team consists of 

well-known professional athletes (Lee & Kang, 2015). This can be seen in the action of the audience 

cheering in the stands when several players perform certain techniques. This satisfaction can increase when 

the organizers provide quality services such as comfortable stands or bright field lights. Service quality has 

a significant effect on audience satisfaction, so there is a sense of wanting to always follow the development 

of sports activities carried out (Yürük et al., 2017). Therefore, it is necessary to have an appropriate strategy 

or technical service for the implementation of sports activities in accordance with the characteristics of the 

sports being held. When the audience feels satisfied, then the next step is how to make them have high 

loyalty to the activity, at least to the supported team/group. The loyalty of supporters or spectators in 

stadiums holding sports matches begins with the satisfaction of the audience with their expectations of 

seeing the matches being held. These expectations are based on the performance of the competing athletes, 

the appropriate ticket prices, and the quality of service (Du et al., 2015). 

Audience loyalty is usually shown by the use of a merchandise, such as a supported team jersey, or it can 

be in the form of a support song. The identity of a team in the form of a jersey has a positive and significant 

effect on increasing the loyalty of supporters (audiences), so to maintain this loyalty, the management of a 

sports organization must provide good service quality, one of which is through the sale of club merchandise 

(Benesbordi & Esmaeili, 2020). The loyalty of the audience is proof that they have felt satisfaction with the 

performance of the competing team, usually the loyalty of the audience is shown in the form of a support 

song in the stadium (Lee et al., 2013). The existence of brand merchandise gives a sense of satisfaction of 

the audience (visitors) to the organization of an activity (Chen et al., 2020). The research shows that 

audience loyalty is evidenced by the presence of supported team identity merchandise and support in the 

form of singing. Lee and Kang (2015) shows that supporter loyalty can be proven by following the 

development of team information, individual players to the match schedule to be implemented. Audience 

loyalty can be increased through audiences between club management and audience group representatives 

to discuss the progress of the club's performance (Lischka & Messerli, 2016). 

The need is a strategy for developing indicators of organizing a sports activity, in order to achieve 

satisfaction and loyalty from the audience (Gholipour & Moradi, 2021). Interventions to increase audience 

satisfaction and loyalty can be carried out by identifying the desired needs, such as team logos, stadium 

facilities, and affordable ticket prices (Silveira et al., 2019). Spectators of sports matches can indirectly have 

maximum satisfaction when there is a commentator on the course of the match (Lee et al., 2016). The 

performance of the star players with an interesting match was the reason for the audience to watch the 

match until the end (Theodorakis et al., 2015; Zhang et al., 2014). The other side that can be developed from 

the existence of sports championships is the tourism sector (Kaplanidou, 2021). Tourism destinations can 

develop with the presence of supporters of a sports championship that is held over a long period of time. 

With a series of sports championships, supporters usually stay temporarily in the area, so they take 

advantage of tourism as a second destination for the existence of a sports championship (Buning, 2019). The 

large number of visitors, most of whom are supporters at sports championships, can introduce local 

products, so that the impact experienced by indigenous people from the region is increasing income from 

the tourism sector. 

The research shows that intervention in the implementation of sports activities can be carried out through 

service quality, such as supporting facilities for organizing activities that meet safety standards, affordable 
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ticket costs, competing teams consisting of players who are known to the audience. In addition, the presence 

of a match commentator adds to the interesting course of the match. The end of the discussion from the 

results of this study shows that the quality of service and the existence of good management are very 

important to pay attention to. 

  

CONCLUSION 

Service quality and performance of the organizing team have a positive and significant influence on 

audience satisfaction. Other influencing indicators include: facilities, security, value of entry fees, and 

supporting infrastructure. Future research is expected to be able to examine other variables such as gender 

differences, quality of access, quality of venues, quality of matches, and audience views. These variables 

have the opportunity to produce new findings that have never been studied in relation to increasing audience 

satisfaction and loyalty in organizing sports activities. The limitation of this study lies in the relatively small 

number of samples, so that generalizations on the results of the study can be improved in future studies with 

larger samples and/or in championships other than Proliga (Volleyball), it could be football or basketball, 

etc.  
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