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-is study analyzed the effects of multiple interactions in value cocreation activities involving sports spectators. Interaction
activities for value cocreation at sports events comprise spectator-athlete and spectator-staff interactions. A survey of spectators at
the 2017 Wuhan Open revealed that spectator-athlete and spectator-staff interactions increased spectator perceived value, which
in turn increased spectator satisfaction and loyalty. Spectator-staff interactions had a greater effect on spectator sports event value
than did spectator-athlete interactions. -erefore, organizers of sports events should effectively manage multiple value cocreation
interactions to improve spectator satisfaction and loyalty.-e present study’s consideration of the effect of multiple interactions in
value cocreation extends value cocreation theory.

1. Introduction

Value cocreation theory is based on service-dominant logic
(SDL) and states that value is not created independently by a
company [1]. From the conventional production-oriented
perspective, value is created through the production process
within a firm. However, from the perspective of SDL, the
consumer is a coproducer of goods and is thus a cocreator of
value [1]. -e interaction between providers and buyers can
create customer value; this has become a central tenet of
marketing [2].

Studies have investigated value cocreation in sports
events. In such contexts, spectators are both customers and
participants in value cocreation [3].-ey contribute revenue
for sports events and are considered as service coproducers
and value cocreators [4]. During sports events, spectators
may chant, sing songs, perform choreographed dance
routines, or hang banners within and around a stadium.
-ese activities substantially add to the value created [5].

Context plays a pivotal role in the value cocreation
process and determines the actors participating in value
cocreation [6]. Value in sports events [7] is created by

multiple firm or organization actors (e.g., sports teams,
leagues, event organizers, or the media); in such events,
value for spectators is created through the interaction be-
tween spectators and such actors. Value cocreation between
spectators and actors in the context of sports events sub-
stantially differs from value cocreation in the context of a
conventional firm. Conventionally, value cocreation occurs
because of interactions between customers and a firm [1].
However, for sports events, value for spectators is created
through interactions of spectators with organizers, athletes,
teams, or the media; the number of participants in this
cocreation process is greater than that in the context of a
conventional firm [5]. -ese multiple interactions result in
spectator value cocreation in sports events.

-e objective of the present study was to investigate the
mechanisms through which the interactions of spectators
with organizers, athletes, teams, or the media during value
cocreation influence spectator satisfaction and loyalty in the
context of watching a live sports event. Specifically, we
explored the effects of spectator-staff and spectator-athlete
interactions on spectator perceived value, satisfaction, and
loyalty.
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-is study makes three theoretical contributions. First,
the mechanisms underlying value cocreation among sports
spectators were described, thus contributing to research on
value cocreation in sports events. Second, the role of
spectator perceived value in value cocreation in the context
of sports events was determined, further extending the lit-
erature by elucidating the mechanisms underlying the in-
fluence of value cocreation in sports events on the responses
of spectators. -ird, the effects of multiple interactions on
value cocreation among sports event spectators were ex-
plored, thus deepening the theory of value cocreation.

2. Literature Review

2.1. Value Cocreation. As mentioned, value cocreation
theory is based on SDL. According to SDL, service is the
most universal feature of exchange processes [1]. Moreover,
from the perspective of SDL, the process of value creation
involves the consumers of a product or service rather than
producers alone [8]; specifically, consumers are value co-
creators [9]. Products and services are valuable only when
they are used; hence, consumer experiences and perceptions
are key determinants of value, and consumers are cocreators
of value [1].

Value cocreation involves value cocreation activities that
occur between enterprises and consumers and the effects of
these activities. In product design, consumer emotional
involvement, self-service, consumer experience, consumer
choice, and consumer participation constitute the essence of
value cocreation [10]. During the process of value cocrea-
tion, consumers are transformed from conventional “passive
recipients” of value to “active participants” in value coc-
reation [11, 12]. Value cocreation theory posits that value
exists in the personalized experience of the consumer, and
value is thus created through that experience [8]. Value
cocreation activities not only require consumers to partic-
ipate in traditional corporate activities but also require
enterprises to participate in the process of consumer product
use [13, 14]. Consumers can be invited to participate as
coproducers in production processes that are conventionally
controlled by enterprises [15, 16]. Conversely, enterprises
can also be invited to participate as value cocreators in
consumer-controlled, experience-based value creation
processes.

-e interactions between enterprises and consumers
constitute the basis for value cocreation; both enterprises
and consumers must be involved in the process of value
cocreation [17]. However, interactions between enterprises
and consumers do not guarantee value creation [13]. No-
tably, the quality of these interactions is key to the creation of
customer value [18], and enterprises must understand their
consumers to effectively manage such interactions.

As demonstrated in the literature on value cocreation,
value is created by interactions between enterprises and
consumers. -e objective of value creation is to increase the
“use value” of consumers. Studies have analyzed the coc-
reation between two participants for a single value point.
However, in practice, value creation may have several dis-
tinct value targets, and cocreation may include interactions

between two or more participants; these multiparty inter-
actions have not been discussed by studies on value coc-
reation. -erefore, the multiple interactions in value
cocreation and their effects require further analysis.

2.2. Value of Sports Events. Studies on the value of sports
events have covered extensive topics, primarily focusing on
the evaluation of (1) value of sports events, (2) brand value of
sports events, and (3) cultural value of sports events.

Huang et al. [19] constructed a framework for assessing
sports event value and concluded that sports events value
comprises two categories: utilization value and non-
utilization value. Wang [20] developed an evaluation
method for assessing customer value for sports events. Li
and Yao [21] suggested that the goal of sports event eval-
uation should be to determine and create value. Yao and Liu
[22] proposed the evaluation of brand value through a
revenue modeling method that considers multiperiod excess
revenue. Jiang and Zhong [23] constructed a sports event
brand communication value system. Li and Yang [24]
categorized the cultural value of sports events into two levels:
self-value consciousness and social value consciousness.
Studies have examined spectators’ perceived value of sports
events from the perspective of value cocreation. For ex-
ample, Horbel et al. [5] explored the effects of value coc-
reation on the watching experience and perceived value of
television audiences.

Studies have identified several aspects of the value of
sports events. In addition, several studies have extensively
discussed methods for evaluating such value. Value coc-
reation theory has also been applied in research on sports
events; in particular, the influence of value cocreation ac-
tivities on television sports audiences has been explored.
However, the environment in which spectators are located
differs substantially from that of television audiences, and
the effect of value cocreation activities on spectators in sports
events requires further clarification. Accordingly, further
research is required to investigate the influence of value
cocreation activities on spectators in sports events.

2.3. Spectator Perceived Value of Sports Events. Service
quality influences spectators’ perceived value, which in turn
influences their behavioral intentions [25]. Sports spectators’
perceived value influences their social capital through their
attitudes [26]. Spectators’ perceived quality of sports events
can influence their behavioral intentions; the quality of a
sports venue indirectly influences spectators’ behavioral
intentions through their perceived quality [27]. Spectators’
perceived value constitutes the basis for spectators’ overall
perceived value of sports events [28]. For sports events,
spectator perceived value comprises 9 aspects: entertain-
ment, social value, status value, moral value, spiritual value,
cognitive value, aesthetic value, ritual value, and negative
value [29]. Studies on professional basketball games have
revealed the following findings: (1) service quality can in-
fluence spectator satisfaction and perceived value, (2)
spectator satisfaction and perceived value can influence the
intentions of spectators to attend future games, and (3)
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spectator emotions can moderate the effect of service quality
on spectators’ perceived value [30].

Although studies have emphasized the role of spectators’
perceived value of sports events, no study has discussed the
cocreation of value for spectators. Numerous value coc-
reation interactions involving spectators and other actors in
the context of sports event have been identified (i.e., spec-
tators’ interactions with organizers, athletes, and other
participants). -e effects of such interactions on value
cocreation among spectators warrant further research.

In summary, value cocreation theory can be applied to
comprehensively analyze the interactions between enter-
prises and consumers and the effects of these interactions on
consumers’ perceived value. Studies on sports events have
explored the effect of value cocreation on television audi-
ences of sports events. However, few studies have thoroughly
explored multiparticipant, multivalue cocreation activities
involving sports spectators. Accordingly, the present study
investigated these interactions and their effects with the aim
of extending existing research on value in sports events.

3. Theory and Hypotheses

Value cocreation theory suggests that interactions between
enterprises and consumers can create considerable use value
[13]. Consumer value comprises three aspects: enjoyment
value, economic value, and relational value [31]. A study
used SDL to analyze value cocreation activities and explored
the effectiveness of customer participation in the creation of
commercial and relational value; the findings of the men-
tioned study revealed that customer participation increases
customer value and strengthens the relational link between
customers and employees [32]. Although research on value
creation has focused on the generation of both economic and
relational extrinsic value, customer participation can also
generate intrinsic attraction, which is the ability to feel
pleasure from participation [33]. -e SDL argument is that
consumer goods do not have inherent value; instead, value is
considered the result of the experience of consumption [1].
-us, value cocreation also occurs through personalized
consumption experiences [34], and experiences create value
through the achievement of expected goals or provision of
pleasure [35]. Consequently, spectator perceived value of
sports events can be divided into three aspects: enjoyment
value, economic value, and relational value.

-e interactive behavior of spectators in sports events
comprises interactions between spectators and athletes and
interactions between spectators and staff. In the interactions
between spectators and athletes, greater spectator partici-
pation is associated with greater athlete enthusiasm during
competitions [36]. A study on value cocreation in sports
events demonstrated that athletes exert a significant effect on
spectator experience [5]. Spectators applaud and cheer for
athletes during a competition, and athletes also interact with
spectators through tokens of acknowledgment (e.g., waving
at spectators). In tennis tournaments, spectators can take
pictures with athletes, ask for autographs, and receive the
athletes’ gear at the end of the match. Staff-spectator in-
teractions during a game are also crucial [36]. Spectators at

sports events participate in activities such as ticket pur-
chases, parking, ticket checks, security checks, admission,
and event surveys. -ese activities require guidance, an-
swers, and effort from staff members. Furthermore, spec-
tators may require staff members to explain game-related
information, such as the rules of the game [36]. -erefore,
value cocreation between spectators and athletes and that
between spectators and staff members both have substantial
effects on spectators’ perceived value [5].

In the present study, a conceptual model (Figure 1) of
value cocreation through spectator-athlete and spectator-
staff interactions was established to investigate the effect of
these multiparty interactions on spectators’ perceived value
and responses.

Spectator-athlete and spectator-staff interactions influ-
ence spectator perceived value. Spectator perceived value
includes enjoyment value, economic value, and relational
value. Increases in spectator perceived value can increase
spectator satisfaction and loyalty, and spectator satisfaction
can increase spectator loyalty.

3.1. Value Cocreation and Spectator Perceived Value of Sports
Events. Value cocreation theory contends that value is not
created by enterprises alone but through the combined ef-
forts of enterprises and consumers [9]. -e term “value”
refers to use value; therefore, value can only be generated
through consumer experience [2]. -rough high-quality
interactions, customers cocreate unique experiences with an
enterprise, and value is thus cocreated by an enterprise and
consumers [17]. A study suggested that interaction is the
foundation for value cocreation [13]. A practice-oriented
study investigated how value is generated from interactive
behavior [37]. Research on Chinese consumers indicated
that interactions can affect the value of consumer service
experiences and that consumer involvement moderates this
influence [38]. -e characteristics of customer interactions
substantially affect the perceived benefits of consumer value
cocreation [39]. -erefore, interactions between enterprises
and consumers influence consumer perceived value.

At sports events, spectator-athlete interactions influence
spectator perceived value. Spectator-athlete interactions are
crucial because they affect the atmosphere of an event and
the psychological status of both athletes and spectators [40].
In some sporting competitions, athletes’ indifference toward
fans leads to spectator dissatisfaction, resulting in spectator
opposition to both the athletes and their team [40] and a
substantial decrease in the perceived value of supporting the
athletes. In a tennis competition, inappropriate cheers from
spectators distract athletes and reduce their morale, leading
to disappointment among spectators [40]. Spectator-athlete
interactions generate a spectator-athlete coexperience. New
technologies and devices (e.g., mobile apps) have been in-
troduced to increase the connection and interactions be-
tween athletes and spectators in long-distance running
events [41]. For example, a handle-shaped device, namely,
Synchronization Media of Athletes and Spectator through
Haptic (SMASH), has been introduced to enable spectators
of long-distance running competitions to obtain
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information about a runner’s heartbeat through haptic
feedback transmitted to the handheld device; this prompts
the spectators to feel a sense of closeness with the athletes
and the event at large [42] and thus increases the spectators’
perceived value of watching the competitions. Another
system, namely, Remote Supporter Feedback for Long-
Distance Runners (RUFUS), allows a runner to actively
request spectators to start or stop cheering, which creates
spectator engagement [42] and results in increased spectator
perceived value. Spectators are not satisfied with simply
cheering; they also desire more access to the athlete expe-
rience and closer interactions with athletes [43]. Spectators
feel excited when athletes pay attention to them; thus, they
attempt to engage in interactions with athletes [42].

Spectators’ behavior (e.g., applause, cheering, and
booing) can affect the performance of athletes and thus
positively or negatively influence spectator perceived value
[44]. Various sports have transitioned from entertainment to
a service; athletes in sports events must have some direct
personal contact with consumers (i.e., spectators [45]).
Athletes in sports events are participants in the production
of the sports events, and they must consider the needs of
spectators [46]. In spectator evaluations of athletes, criteria
such as appearance, behavior, and athletic skills are applied
[46]. Athletes in sports events are subject to “interference”
from groups during competitions, and such groups include
spectators [46]. -erefore, a study investigated spectator-
athlete interactions at sports events [46].

Commercial factors are considered in sports events;
therefore, consumer demands (i.e., spectator demands) must
be considered [46]. Spectators’ needs can influence orga-
nizing committee members and athletes, and vice versa [46].
Spectator-athlete interactions constitute a form of “inter-
connection” or a relationship involving mutual responses
[37]. Interactions between athletes and spectators increase
the experiential value for spectators. Regarding consumer
participation, consumer perceived value includes perceived
enjoyment value, economic value, and relational value [31].
-erefore, we hypothesized the following.

H1. Interactions between athletes and spectators would
significantly and positively influence spectator perceived
value. Spectator perceived value includes enjoyment value
(H1a), economic value (H1b), and relational value (H1c).

Collaboration and interactions between a company’s
frontline staff and customers are essential for the achieve-
ment of successful service outcomes and the concurrent
enhancement of customer perceived value [47, 48]. For
sports events, frontline staffmembers work on-site, and their
interactions with spectators influence spectator perceived
value. Staff-customer interactions increase the contact be-
tween staff and customers, who interact through their at-
titudes, voices, and gestures; this process increases cocreated
value [49, 50]. Value cocreation requires the participation of
both frontline staff members and customers [51]. -erefore,
staff-customer interactions have both direct and indirect
effects on customer perceived value.

During sports events, interactions between spectators
and organizers also influence spectator perceived value.
Sports event venues are spaces where services are provided
to spectators [36]. Competitions held at sports event venues
tend to last for a long time and are highly professional;
interactions between staff and spectators constitute a key
component of an interactive relationship [36] because they
influence spectator perceived value. -e personalized ser-
vices required by spectators and the nominal services pro-
vided by staff members may differ; therefore, staff members
and spectators must interact to improve spectator experi-
ence and perceived value [36]. In spectator-staff interactions,
the attitude and skill of staff members can influence spec-
tators’ perceived service quality [52], thus in turn affecting
spectators’ perceived value. -e appearance, responses,
guidance, explanations, organization, care, and services
provided by staff members can all influence spectators’
feelings during sports events and thus affect spectators’
perceived value of their experiences [36].-e responsiveness
of sports event staff members (including timely and effective
responses to inquiries) is a key factor in the creation of value
for spectators [53]. Spectator-staff interactions can
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Figure 1: Conceptual model.
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substantially improve spectators’ perceived value of their
experiences. In the context of consumer participation,
spectator perceived value comprises three aspects: enjoy-
ment value, economic value, and relational value [31].
-erefore, we posited the second hypothesis as follows.

H2. Interactions between staff members and spectators
would significantly and positively influence spectator per-
ceived value. Spectator perceived value comprises enjoyment
value (H2a), economic value (H2b), and relational value
(H2c).

3.2. Spectator Perceived Value and Responses. -e relation-
ship between perceived value and customer satisfaction was
verified in consumer behavior research [54]. Numerous
studies have indicated that customer perceived value can
significantly and positively influence customers’ satisfaction
toward the products or services that they have consumed
[55, 56]. In the context of sports events, spectators’ perceived
value can influence their satisfaction. Spectator satisfaction
at sports events refers to the psychological state of the
spectator, which stems from the spectator’s comparison of
their expectations and actual experience in relation to an
event. Research indicated that performance and service
quality at sports events can influence spectator satisfaction
[46]; good performance and high service quality create high
value for spectators. -e satisfaction of spectators at sports
events is primarily influenced by their perceived value, and
this effect is asymmetrical [57].

Sports event spectators’ perceived value based on their
feelings, environmental experiences, consumer perception,
and service perception is crucial for their satisfaction [58].
Calabuig et al. [30] identified a direct and positive rela-
tionship between perceived value and satisfaction with
sports events. -e relationship between perceived value and
customer satisfaction was further demonstrated in the
context of fitness centers [59]. A survey of World Women’s
Basketball League spectators revealed that good perfor-
mance, reasonable ticket prices, interactions with athletes,
and an emphasis on spectator opinions increase the satis-
faction of the spectators [60]. When spectators perceive the
value of sports events to be high, they feel that watching a
game in such events is worthwhile and thus obtains high
satisfaction. Spectator perceived value comprises three as-
pects: enjoyment value, economic value, and relational value
[31]. -erefore, we posited the third hypothesis as follows.

H3. Spectator perceived value would significantly and
positively affect spectator satisfaction. Spectator perceived
value comprises enjoyment value (H3a), economic value
(H3b), and relational value (H3c).

Customer perceived value is an essential predictor of
customer loyalty to a product or service [61]. Several studies
have demonstrated that consumer perceived value can
significantly and positively influence loyalty [62, 63]. -e
value that sports events generate for spectators can influence
the spectators’ loyalty to the events. Spectator loyalty to
sports events refers to spectators’ positive feelings toward

sports events and their regular viewing of such events. A
study on sports tourism indicated that customers’ percep-
tion of a travel destination’s value can positively influence
their loyalty to that destination [64]. A survey of spectators
of Chinese professional basketball games revealed that
performance, entertainment, and staff service quality can
influence spectator loyalty to events [65]. Spectators’ per-
ceptions of the value of sports events can also significantly
influence their loyalty to such events; for spectators, a higher
perceived value of events is associated with a higher like-
lihood of watching sports events and higher level of loyalty
to these events [66]. A study on track and field events
demonstrated that spectators’ perceived event value influ-
ences whether they watch the events [67]. Spectators watch
track and field events when they perceive that these events
provide value for money [67]. Higher perceived sports event
value engenders increased spectator viewership and loyalty.
Spectator perceived value comprises three aspects: enjoy-
ment value, economic value, and relational value [31].
-erefore, the fourth hypothesis is outlined as follows.

H4. Spectator perceived value would significantly and
positively affect spectator loyalty. Spectator perceived value
comprises enjoyment value (H4a), economic value (H4b),
and relational value (H4c).

3.3. Spectator Satisfaction and Loyalty. Several studies have
demonstrated that customer satisfaction significantly in-
fluences customer loyalty [68]; hence, numerous enterprises
have maintained customer loyalty by increasing customer
satisfaction [69]. For sports events, spectator satisfaction is a
key factor influencing spectator loyalty. Spectator satisfac-
tion and pleasure result in an emotional resonance with an
event; this emotional resonance leads to spectator loyalty
[66]. A survey of Chinese Basketball Association spectators
revealed that satisfaction with an event significantly and
positively influences event loyalty [70]. Furthermore, a study
of Women’s Chinese Basketball Association tournament
spectators revealed that spectator goodwill generated
through long-term satisfaction with the tournament results
in loyalty to the tournament [71]. A survey of spectators at
the Wuhan Open also revealed that spectator satisfaction
with the tournament has a significant positive effect on
spectator loyalty [72]. Sports spectators who are satisfied
with their experiences pertaining to an event tend to con-
tinue participating in the event and remain loyal to the event.
-erefore, we posited the fifth hypothesis as follows.

H5. Spectator satisfaction for sports events would signifi-
cantly and positively influence spectator loyalty.

4. Methods

4.1. Choice of Sample. In this study, spectators at the 2017
Wuhan Tennis Open were selected as respondents, and data
were collected by distributing questionnaires to the spec-
tators. -e Wuhan Open is among the top three tennis
tournaments in China. -is event is also among the Premier
5 tournaments (i.e., Wuhan, Doha, Rome, Montreal, and
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Cincinnati) and among the top 10 Women’s Tennis Asso-
ciation tennis tournaments. In 2017, 105,000 people watched
the Wuhan Open.

-e experiences of both players and spectators are
crucial at the Wuhan Open, and various activities have been
designed and implemented to increase interactions between
athletes and spectators.-ese interactions include spectators
picking sides, Li Na (a professional Chinese player) teaching
the spectators how to play tennis, athletes signing auto-
graphs for spectators, athletes taking photos with spectators,
athletes presenting tournament supplies to spectators, and
athletes visiting a carnival to interact with spectators. During
the 2017 Wuhan Open, various activities were also imple-
mented to promote interactions between staff members and
spectators. For example, volunteers and staff members were
widely available to answer spectator questions. Spectator
satisfaction questionnaires were distributed to assess the
watching experience of the spectators. Other forms of in-
teractions at the Wuhan Open include the recruitment of
spectators (through a membership center) to become
members, who then visit the court or participate in activities
such as the “I am the voice of the Wuhan Open” and
“Wuhan Open in the community” events and on-site car-
nival events. -ese interactive activities have enhanced the
spectator experience and substantially increased the value of
watching the tournament. Hence, spectator experiences at
the 2017 Wuhan Open were investigated to study the ac-
tivities involved in value cocreation with sports spectators.

4.2. Measurement of Variables. -e study variables were
measured by adapting scales developed by previous research.
Specifically, we adapted these scales to fit the context of
sports. -e scales were adapted by referencing mature scales
developed in other studies, conducting group discussions
regarding the relevance of the scales to the research question,
modifying scale items, and inviting three experts in the field
of sports management to provide suggestions for further
modifications. Seven scales were developed: spectator-ath-
lete interaction, spectator-staff interaction, enjoyment value,
economic value, relational value, spectator satisfaction, and
spectator loyalty scales. All scale items were scored on a 7-
point Likert scale, with 1 and 7 indicating strongly disagree
and strongly agree, respectively.

Spectator-athlete interactions and spectator-staff inter-
actions were measured using two scales developed by
Campos et al. [73]. Moreover, spectator perceived value
(comprising three aspects such as enjoyment value, eco-
nomic value, and relational value) was measured using a
scale developed by Chi et al. (2012). Spectator satisfaction
was measured using a scale developed by Buonincontri et al.
[74]. Finally, spectator loyalty was measured using a scale
developed by Zeithaml et al. [75].

4.3. Pilot Study. Prior to the formal research, 30 respondents
with on-site viewing experience were selected to complete
the questionnaire in order to ensure its accuracy. On the
basis of the feedback provided by these respondents, the

questionnaire items were further modified for clarity, and
the resulting version was used as the final questionnaire.

4.4.Research Implementation. Data were collected through a
survey of spectators at the 2017 Wuhan Open. Question-
naires were distributed to the spectators between September
22 and 30, 2017. To improve the response rate and ensure the
quality of the questionnaire responses, a face-to-face survey
method was applied. -e investigators distributed the
questionnaires to the spectators during game breaks at the
event and waited with the spectators until they completed
them. -e investigators then provided explanations to the
spectators whenever they considered an item to be unclear.
A total of 572 questionnaires were distributed, 526 ques-
tionnaires were returned, and 500 questionnaires were de-
termined to be valid. Accordingly, the questionnaire
recovery rate and efficiency rate were 92% and 95%, re-
spectively. -e demographics of the respondents are pre-
sented in Table 1.

5. Results

5.1. Measurement Model. AMOS 16.0 software was used to
perform a confirmatory factor analysis for testing data re-
liability and validity. -e results revealed that the mea-
surement models had a good fit: χ2 (500)� 420.112; χ2/
df� 1.603; root mean square residual� 0.063; goodness-of-
fit index (GFI)� 0.943; adjusted GFI (AGFI)� 0.918;
Tucker–Lewis index (TLI)� 0.984; comparative fit index
(CFI)� 0.988; and root mean square error of approximation
(RMSEA)� 0.035. As presented in Tables 2 and 3, the
composite reliability of all structural variables ranged from
0.7890 to 0.9625, and the value of Cronbach’s alpha ranged
from 0.784 to 0.941; these are both greater than the rec-
ommended minimum of 0.6. Furthermore, the average
variance extracted (AVE) was greater than the recom-
mended minimum of 0.50. -ese results demonstrate the
good reliability of the measurement of related structural
variables. -e standardized factor loading of the structural
variables was greater than 0.5 and was significant at the level
of α� 0.01, indicating that the scale has high aggregate
validity. Furthermore, the square roots of the AVE were
greater than the correlation coefficients of its rows and
columns, indicating that the scale has high discriminant
validity.

5.2. StructuralModel. -e structural model had a good fit: χ2
(500)� 641.652; χ2/df� 2.333; GFI� 0.916; AGFI� 0.885;
TLI� 0.965; CFI� 0.972; and RMSEA� 0.052. Figure 2
displays the results obtained from a path analysis based
on a structural equation model.

As revealed by structural equation model results, spec-
tator-athlete interactions had a significant positive effect on
enjoyment value (c � 0.191; p< 0.01), economic value
(c � 0.169; p< 0.01), and relational value (c � 0.262;
p< 0.01). Moreover, spectator–athlete interactions had a
significant positive effect on enjoyment value (c � 0.465;
p< 0.01), economic value (c � 0.614; p< 0.01), and relational
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Table 1: Sample demographics.

Index Percentage (%)
Gender
Male 48.6
Female 51.4
Education
High school and below 7.8
College 24.6
Undergraduate 54.8
Master’s degree and above 12.8
Age
10–17 6.2
18–25 57.8
26–33 21.6
34–41 10.8
42+ 3.6
Sports special
Yes 20.8
No 79.2

Table 2: Questionnaire items.

Variable Loading Standard
deviation

Average variance
extracted

Composite
reliability

Cronbach’s
α

Athlete cocreation
I can contact the athletes directly. 0.620

0.1540 0.6606 0.8843 0.881
I can get in touch with the athletes to better understand
them. 0.831

My experience with the athletes is unforgettable. 0.909
My contact with athletes makes me feel happy. 0.861
Organization cocreation
I can communicate with the event staff. 0.595

0.1000 0.6263 0.8670 0.869My opinions are important to the event staff. 0.722
My experience with the event staff is unforgettable. 0.925
My contact with the event staff makes me feel happy. 0.880
Enjoyment value
I like to watch and participate in events. 0.841

0.0750 0.8090 0.9442 0.941
I watch the game to feel content both mentally and
physically. 0.918

Watching the game is fun. 0.904
Watching the game makes me feel happy. 0.932
Economic value
-e experience of watching the event is worth the cost. 0.697

0.0880 0.5564 0.7890 0.784
-e competition is always held for the audience’s
enjoyment. 0.825

My opinions can influence the service quality of future
events. 0.709

Relational value
I managed to contact the departments involved in the
competition. 0.984

0.1700 0.8957 0.9625 0.936I established a good relationship with the departments
involved in the competition. 0.968

I established a deep connection with the departments
involved in the competition. 0.866

Satisfaction
I am very satisfied with this event. 0.855

0.1000 0.8111 0.9449 0.940-is event is well-organized. 0.948
-is event is as good as I expected. 0.892
Overall, I am very satisfied with this event. 0.905
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value (c � 0.890; p< 0.01). Enjoyment value had a significant
positive effect on spectator satisfaction (c � 0.589; p< 0.01)
and spectator loyalty (c � 0.363; p< 0.01). Economic value
had a significant positive effect on spectator satisfaction
(c � 0.624; p< 0.01) and spectator loyalty (c � 0.217;
p< 0.01). Relational value had no significant effect on
spectator satisfaction (c � 0.042; p> 0.5), but it had a sig-
nificant positive effect on spectator loyalty (c � 0.065;
p< 0.01). Spectator satisfaction also had a significant posi-
tive effect on spectator loyalty (c � 0.411; p< 0.01).

6. Discussion and Conclusion

6.1. Discussion. -e implementation of value cocreation
activities for sports events can considerably improve the
response of television audiences [5]. By conducting a survey
at the 2017Wuhan Open, this study demonstrated that value
cocreation activities have positive effects on spectator psy-
chology and behavior. Moreover, this study investigated
value cocreation in the context of sports spectators and
analyzed multiple interactions in value cocreation and their

spectators-athletes
interaction

Spectators-staff
interaction

Enjoyment
value

Economic
value

relational
value

Satisfaction

Loyalty

0.191**

0.169**

0.262**

0.465**

0.890**

0.614**

0.589**

0.363**

0.624**

0.217**

0.042

0.065**

0.411**

Figure 2: Path analysis results. ∗∗p < 0.01; ∗p < 0.05.

Table 2: Continued.

Variable Loading Standard
deviation

Average variance
extracted

Composite
reliability

Cronbach’s
α

Loyalty
I will tell others that this event was well-organized. 0.863

0.0860 0.7258 0.9291 0.927

I will recommend others to watch this event. 0.934
I will encourage my friends and family to participate in
this event. 0.927

-is event is one of my favorite events. 0.807
I will come to watch this event next year. 0.708

Table 3: Correlation coefficient of latent variables.

Constructs and items Organization
cocreation

Athletes
cocreation

Enjoyment
value

Economic
value

Relational
value Satisfaction Loyalty

Organization
cocreation 0.791

Athletes cocreation 0.543 0.813
Enjoyment value 0.567 0.450 0.899
Economic value 0.738 0.535 0.666 0.746
Relational value 0.628 0.451 0.385 0.617 0.946
Satisfaction 0.588 0.444 0.474 0.731 0.474 0.901
Loyalty 0.621 0.446 0.759 0.725 0.512 0.801 0.852
Note. Data on the diagonal are square roots (average variance extracted).
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effects. Value cocreation activities for spectators differ from
those for television audiences. For television audiences, the
team, consumption background, and consumption atmo-
sphere are key factors influencing value cocreation [5]. For
sports spectators, the main activities involved in value
cocreation are spectator-staff interactions and spectator-
athlete interactions. -e mechanisms underlying value
cocreation interactions also differ between sports spectators
and television audiences. Among television audiences, value
cocreation activities improve audience response by im-
proving their event experience. For spectators, value coc-
reation activities affect their satisfaction with and loyalty to
events by enhancing spectator perceived value.

6.2. Conclusion. -is study investigated value cocreation
activities involving sports spectators and the response of the
spectators to multiple interactions in such activities. Spec-
tator perceived value was used as an intermediate variable.
On the basis of the study findings, we can draw the following
conclusions. First, multiple interactions in value cocreation
significantly and positively influence spectator perceived
value. Spectator-athlete interactions and spectator-staff in-
teractions both significantly and positively influence per-
ceived enjoyment value, economic value, and relational
value. Second, spectator perceived value partially influences
spectator satisfaction. Spectator perceived enjoyment value
and economic value significantly and positively influence
spectator satisfaction, whereas spectator perceived relational
value has no significant effect on spectator satisfaction.
-ird, spectator perceived value has a significant effect on
spectator loyalty. -e perceived enjoyment value, economic
value, and relational value of sports spectators have a sig-
nificant positive effect on spectators’ loyalty. Fourth, spec-
tator satisfaction has a significant positive effect on spectator
loyalty. -e multiple interactions in value cocreation at
sports events can significantly increase spectator perceived
value, thus increasing spectator satisfaction and loyalty to
such events. -erefore, organizers of sports events should
further develop all interactions that lead to value cocreation.

6.3. 2eoretical Implications. First, this study extends the
literature on value cocreation at sports events by exploring
themechanisms underlying the influence of value cocreation
activities involving sports spectators. A previous study ex-
amined transformative value cocreation for Olympic ath-
letes to improve player well-being [76]. Horbel [5]
introduced the theory of value cocreation in sports events
and explored value cocreation activities involving television
audiences of sports events and the mechanisms underlying
the effects of such activities. Another study examined the
effects of interactions between spectators on value creation
for such spectators [77]. Value cocreation behavior can
influence customer satisfaction and loyalty because of
identification in the context of a team sports event [78]. -e
present study explored value cocreation in the context of
sports events and the mechanisms underlying its influence
event spectators; thus, the study findings extend the liter-
ature on value cocreation in sports events.

Second, the role of spectator perceived value in value
cocreation in the context of sports events was discussed,
thereby extending research on the mechanisms underlying the
effects of value cocreation activities on spectator responses in
the context of sports events. Event experience is a key medi-
ating variable related to spectator response, and value coc-
reation activities influence spectator responses through
spectator experiences [5]. A previous study explored the
components of game consumers’ perceived value [79], but it
did not discuss the role of perceived value in shaping spectators’
experience. -e present study investigated the effects of value
cocreation activities on spectator responses by using spectator
perceived value as a mediating variable. Value cocreation ac-
tivities were demonstrated to improve spectator responses by
increasing spectator perceived value. -ese results further
elucidate the mechanism underlying the effect of value coc-
reation on spectator responses.

-ird, the effects of multiple interactions in value coc-
reation activities on spectators were explored in the context
of sports events, thus extending the literature on value
cocreation theory. Traditional value cocreation theory de-
scribes how value cocreation interaction between firms and
consumers influence consumer perceived value. Numerous
studies have analyzed value cocreation interactions. In the
present study, the effects of spectator-staff and spectator-
athlete interactions on spectator perceived value of sports
events were investigated. -e present study also further
extends value cocreation theory by exploring the effects of
multiple interactions in value cocreation activities.

6.4. Practical Implications. First, to increase the satisfaction
of sports spectators and enable them to participate while
watching an event, organizers of sports events should design
interactive activities that enable communication between
spectators and relevant groups. Interactive activities in-
volving spectators and staff members could include on-site
games, lotteries, surveys, gift-giving, visits, and sports
knowledge lectures. -ese activities could increase spectator
satisfaction and loyalty to the events. Interactive activities
involving spectators and athletes could include spectators
participating in autograph and photograph sessions, giving
gifts to athletes, viewing athletes’ training, and receiving
technique-related tips from athletes; these activities could
also increase spectator satisfaction and loyalty to the events.

Second, organizers of sports events should invest more
resources in staff-spectator interactions and less resources in
athlete-spectator interactions when designing interactive
activities for sports events. In the present study, spectator-
staff interactions had a relatively substantial influence on
spectator perceived value and spectator-athlete interactions
had a smaller influence. -erefore, organizers of sports
events should devote more resources, including financial
and material resources, to designing activities supporting
spectator-staff interactions. However, organizers should still
reserve a small number of interactive activities and a small
quantity of resources for athlete-spectator interactions. -is
is the most efficient method for increasing spectator per-
ceived value in terms of return on investment; these
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improvements can increase spectator satisfaction and loyalty
to an event.

-ird, organizers of sports events should increase
multidimensional spectator perceived value. Spectator
perceived value of sports events encompasses three aspects:
enjoyment value, economic value, and relational value.
-erefore, organizers of sports events must provide more
interactive and entertaining programs to increase the per-
ceived entertainment value of such events and thus increase
spectator perceived entertainment value. By improving the
quality of a competition and the service quality of sports
events and by providing cost-effective catering services,
organizers can prompt spectators to perceive that they are
getting their money’s worth. Organizers of sports events
should strengthen connections with spectators before,
during, and after the events; they should increase spectator
loyalty through the use of membership clubs, thereby in-
creasing the perceived relational value of spectators.

6.5. Limitations and Future Research. -is study has several
limitations that can be addressed in future research. First, the
study investigated only on-site spectator-athlete interactions
and spectator-staff interactions; however, other value coc-
reation interactions may exist. Future studies could explore
other interactions in other sports events. Second, the study
investigated value cocreation for only spectator perceived
value; however, other types of value (e.g., sponsorship value
and communication value) may also be influenced. Value
cocreation for these types of value could be investigated by
future studies on sports event. -ird, the study respondents
were spectators at the 2017 Wuhan Open; the generaliz-
ability of the findings should be tested by applying the
questionnaire to other sporting events.
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