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Purpose – Sport events can boost the local economy, both through the direct consumption of 
goods/services and by enhancing the destination’s image. The prominent focus of existing 
literature on mega-events contrasts with the need to study non-mega events, considering the 
economic benefits for the destination especially when the later are annually hosted. This study 
aimed to outline the profile of non-resident spectators (NRS) of a non-mega recurring sport 
tourism event, and analyse their consumption determinants and behavioural intentions.
Methodology/Design/Approach – At the Millennium Estoril Open event, 175 questionnaires 
were applied to the NRS. Determinants of consumption were calculated with multiple linear 
regression for total NRS expenditure. The association between destination/event attributes 
and behavioural intentions was calculated using Spearman’s Rho coefficient.
Findings – Overall, older spectators with higher income, who travelled with family, stayed 
overnight, and arrived early spend more money at the destination. The significant and positive 
effect on behavioural intentions of NRS is substantiated by five event attributes but only one 
respecting the destination. Event attributes are integrated into all dimensions of event service 
quality, i.e., overall event quality, functional quality, and hedonic quality. It is important to 
promote the recurring events’ hedonic attributes, which encourage anticipation for entertainment 
activities and boost spectators’ intentions to return. The findings are aligned with the economic 
assumption supporting the joint analysis of the short- and long-term economic benefits arising 
from the direct expenditure at the destination and the intensification of its image. 
Originality of the research – This study integrates the determinants of NRS expenditure and 
their behavioural intentions, generating knowledge for designing strategies to promote the 
tangible and intangible effects of the event on the destination’s economic development.
Keywords Destination revisit and recommendation; Expenditure; Non-Resident Spectators; 
Recurring events.
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INTRODUCTION

Sport tourism events have the potential to significantly influence the economic and tourist development of the host community 
(Morfoulaki et al., 2023; Ziakas, 2023).  Such capacity is justified on two levels, i.e., both by the economic benefits generated 
directly and indirectly. The first arise from the tourist attraction generated by the event, and the consequent expenditure of time 
and money by sport event tourists at the destination (Mortazavi, 2021; Salgado-Barandela et al., 2021). However, in addition 
to the direct consumption of goods and services, sport tourism events can also boost the local economy indirectly, through the 
intensification of the destination’s image (Martins et al., 2024; O’Reilly et al., 2020; Zourgani & Ait-Bihi, 2023). The design of 
strategies to promote direct tourism revenue and loyalty of spectators who live outside the community hosting the sport event, 
i.e. non-resident spectators (NRS), should be based on knowledge of their consumption profile, regardless of whether or not the 
event itself is the main reason for traveling (Mascarenhas et al., 2024a).

The repetition/recommendation of the tourist experience is influenced by the opinion built on the attributes of the event and/or destination 
(An & Yamashita, 2024; Newland & Yoo, 2021; Perić & Čuić Tanković, 2021; Vegara-Ferri et al., 2020). Thus, the better the quality 
of the service offered in the experience of participating in, or spectating, sport events, the greater the satisfaction of sport tourists, and 
consequently, the greater their intention to repeat and recommend the experience, i.e. behavioural intentions (Biscaia et al., 2023).

The study of the role of sport tourism events in promoting and implementing sustainable development has been emerging in 
guidelines for sport management at a global level (IOC, 2021; WTO, 2019), envisioning the framework of event management 
committed to minimizing negative impacts and maximizing the economic, social and environmental benefits generated in 
the short and long term for local communities.  The concentration of scientific interest in mega-events contrasts with the 
relevance of a greater focus on investigating non-mega events, based on the latter’s ability to also promote economic benefits 
for the destination (Agha & Rascher, 2016; Chersulich Tomino et al., 2020; Schulenkorf et al., 2022), especially if they are 
hosted year after year, facilitating the planning of long-term strategies (Bazzanella et al., 2023; Oshimi & Yamaguchi, 2023). 
The Millennium Estoril Open, an international tennis event organized under the responsibility of the Association of Tennis 
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Professionals (ATP), fits into this framework. This is the only event on the ATP Tour calendar that takes place in Portugal, where 
it has been hosted for 34 years (ATP, 2024a).
Although there is a greater focus of research on the economic impacts generated by sport events compared to other types of 
impacts (Chersulich Tomino et al., 2020), few studies have adopted a holistic view of economic benefits, combining the short-
term perspective, focused on consumption during the stay to attend sport events, and the prospect of long-term consumption, 
in convergence with the intensification of the destination’s image. Thus, although there is research addressing the determinants 
of NRS consumption (e.g. Salgado-Barandela et al., 2018), as the relationship between event and destination attributes and 
behavioural intentions (e.g. Newland & Yoo, 2021), there is a need to integrate the determinants of consumption and behavioural 
intentions of the non-resident spectators (NRS) to generate a more in-depth analysis of the potential economic benefits of sport 
events (Mascarenhas et al., 2024b). Following the above, this study aims to outline the profile of NRS of a non-mega recurring 
sport tourism event, and analyse their consumption determinants and behavioural intentions.

1. LITERATURE REVIEW

According to the literature, sport events are one of the four types of planned tourism events (Getz & Page, 2016), which 
should be strategically planned differently from other events, given that they often elicit strong emotional and participatory 
engagement, creating a shared sense of identity that emerges from the sport subculture, affecting the achievement of economic 
benefits (O’Brien, 2007). The literature explores the economic benefits provided by tourist flows that derive from hosting sport 
events, both by investigating the determinants of their consumption behaviour (Kwiatkowski et al., 2018), and the factors 
associated with their intention to repeat or recommend the experience, among which the image of the event and the destination 
have been highlighted (An & Yamashita, 2024). Consequently, to obtain a holistic view of economic benefits, it is not only 
important to understand the factors that drive tourists’ expenditures, but also which attributes of the sport event and destination 
shape tourists’ intentions.

1.1. Determinants of consumption

Non-mega events have the capacity to stimulate the economic development of the communities that host them (Agha & Rascher, 
2016; Chersulich Tomino et al., 2020; Duglio & Beltramo, 2017; Ziakas, 2023), attracting visitors from other regions, activating 
local services and revenues, promoting future visits to the destination, and when carried out in low season periods, combating 
seasonality. To this end, it is necessary to understand the consumption behaviour of NRS, and based on this knowledge, devise 
strategies leading to the stimulation of direct expenses and the intensification of the image of the tourist destination (Aragonés 
Jericó et al., 2021; Burillo et al., 2018; Salgado-Barandela et al., 2018). The study developed by Almeida and Garrod (2022) 
points out the consistency of the factors that influence tourist spending at different events hosted in a destination. From this 
perspective, the prior analysis of the determinants of tourist expenditure on recurring sport tourism events is particularly useful 
to assertively outline the strategic planning of the successive occurrences of these events in a given destination.

In the context of sport events, tourists tend to allocate greater expenditure to services that are absolutely necessary for the consumption 
of the experience, i.e. accommodation and food/beverage, contributing less to revenues generated by other types of activities, such 
as retail/shopping and entertainment (Pedauga et al., 2022; Pérez-González et al., 2021). Furthermore, international tourists are 
those who spend the most on accommodation and food/drink (Cabanilla et al., 2020; Kwiatkowski et al., 2018), unlike domestic 
tourists, for whom the ticket to the event represents one of the highest expenditures (Burillo et al., 2018; Dixon et al., 2013).

The determinants that influence tourists’ expenses include both socioeconomic factors and those related to the tourist experience, 
so their analysis must integrate both categories (Mudarra-Fernández et al., 2019; Salgado-Barandela et al., 2018). The influence 
of socioeconomic factors on expenditures has been studied, particularly with regard to gender, age, education level, income and 
origin of sport tourists (Mudarra-Fernández et al., 2019). Thus, in relation to gender, the divergence of results leads to a lack of 
unanimity regarding the influence of this variable, as both the greater probability of male sport tourists spend more than female 
sport tourists (e.g. Sato et al. 2014) and the opposite results (e.g. Cheung et al., 2016), have already been verified, as well as the 
absence of its influence on expenditures (e.g. Mascarenhas et al., 2024a). Regarding age, education and income, the evidence 
supports greater spending by older sport tourists (e.g. Salgado-Barandela et al., 2018), more educated (e.g. Jiménez-Naranjo 
et al., 2016) and with higher income (e.g. Ferreira & Carneiro, 2021). Additionally, the study by Almeida and Garrot (2022) 
demonstrated that older tourists had a higher level of income and greater consumption capacity. Finally, the study of the effect 
of the origin of sport spectators on total expenditure has shown greater expenditure by international tourists compared to those 
of domestic origin (e.g. Burillo et al., 2018).

Factors related to the experience (e.g. duration of the stay, accommodation, travel size party) also affect the total expenditure of 
tourists (Mudarra-Fernández et al., 2019). For sport tourists, the overnight stay (e.g. Revindo et al., 2021), travel companions 
(e.g. Kwiatkowski et al., 2018), as well as whether it is the first time or whether they repeat the experience (Cheung et al., 2016; 
Salgado-Barandela et al., 2018; Sato et al., 2014) are factors that reveal an association with the level of their expenditures. 
Although there is less evidence in the literature, the early arrival of NRS at the event also seems to induce greater consumption, 
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which is why the development of activities that encourage sport tourists to arrive earlier at the hosting event zone (HEZ) has 
been recommended (Mascarenhas et al., 2020).

1.2. Attributes of the sport event and destination

The representation of the image of a destination is characterized by tourists’ subjective interpretation of a given place, at three 
distinct moments: before, during and after the visit (Agapito et al., 2013). The formation of this representation can be based on 
cognitive and affective factors (Afshardoost & Eshaghi, 2020; Mainolfi & Marino, 2020), allowing sport tourists to perceive 
the image of the destination with a certain value, which can be positive or negative (Milovanović et al., 2021). The existence 
of a positive image of the destination results from positive experiences of tourists (Agapito et al., 2013), which are intrinsically 
linked to the attributes of the sport event and the destination (Kim & Jogaratnam, 2015; Perić & Čuić Tanković, 2021; Zouni et 
al., 2021). There is evidence of the positive effect of hosting sport events on destination image. For example, An and Yamashita 
(2024) attested to the influence of the positive perception of the attributes of the sport event on the image of the destination 
perceived by sport participants; in turn, Malchrowicz-Mośko and Poczta (2018) revealed that hosting small-scale sport events 
had a positive impact on the perception of the destination’s image by both sport tourists and local residents.

The relationship between the attributes of the sport event / host destination and the behavioural intentions has been investigated 
(Zourgani & Ait-Bihi, 2023), inferring a positive association between the attributes of the event (Matic et al., 2020) and the 
destination (Newland & Yoo, 2021) in the sport tourists’ behavioural intentions. 

In the meta-analytic review on service quality in spectator sport and its outcomes, developed by Biscaia et al. (2023), service 
quality is framed into three dimensions, namely: core product quality (related to the overall quality of the event); functional quality 
(related to the facility - venue, bathrooms, benches, food/beverage – and interaction with staff); and the aesthetic quality (related 
to the hedonic attributes regarding to event atmosphere, entertainment). There are several studies that corroborate the relationship 
between behavioural intentions and the various attributes of the event. For example, in the study by Milovanović et al. (2021), this 
relationship was measured based on the event attributes integrated into the core product quality, as in the study by Jeong and Kim 
(2019), although this relationship was mediated by the satisfaction of sport tourists. Furthermore, there are several studies reporting 
the relationship between variables linked to the functional quality of the service (i.e. venue, bathrooms, benches, food/beverage, 
staff) and behavioural intentions, both directly (Armbrecht, 2021; Mascarenhas et al., 2024a) and through the mediation of tourist 
satisfaction / perceived value (Ahrholdt et al., 2017; Calabuig Moreno et al., 2015; Vegara-Ferri et al., 2020). 

In turn, the hedonic attributes of the event (i.e. event atmosphere/entertainment) have also been directly and positively associated 
with the behavioural intentions of sport tourists (Biscaia et al., 2023; Min et al., 2023). Additionally, the results of the study by 
Foroughi et al. (2019) highlighted the importance of attributes related to entertainment and electronic devices (e.g. giant screens 
broadcasting the event) during the experience at a sport event, triggering positive emotions, and consequently, a greater intention to 
repeat and recommend the experience; according to the same authors, the positive emotions of sport tourists are not only influenced 
by the expected quality of the service (e.g. general quality of the facilities such as the comfort of the benches), but also by the high 
importance of the hedonic attributes of the event, which indirectly and positively impact in behavioural intentions. 

Regarding the attributes of the destination, the literature points to an association between the positive opinion of sport tourists 
about accommodation and restaurants, and their behavioural intentions (e.g. Mascarenhas et al., 2024b; Milovanović et al., 
2021). Finally, tourist attractions, entertainment and commerce offered in the host destination of sport events have also been 
attributes related to greater revisit/recommendation intention, either directly (Newland & Yoo, 2021; Yoo et al., 2021), or 
mediated by the satisfaction of sport tourists (Min et al., 2023).

In summary, both the study of consumption determinants and the attributes of the event and destination have been mainly 
carried out through quantitative methodologies. To study the determinants, several methodological approaches which are in 
line with the present study’s proposed objective have been used; for example, through the calculation of an input-output model 
(e.g. Dixon et al., 2013; Pérez-González et al., 2021) to measure expenditure, and through regression models to measure the 
determinants of consumption (e.g. Almeida & Garrod, 2022; Ferreira & Carneiro, 2021; Salgado-Barandela et al., 2018). 
Regarding the study of attributes, many investigations have chosen to hypothesize a model in which attributes are the response 
factors and behavioural intentions are the dependent factor, calculating their relationship through confirmatory factor analysis 
and structural equation modelling (e.g. Agapito et al., 2013; Mainolfi & Marino, 2020). However, in the context of non-mega 
sport events, the studies on the perception of sport event consumers regarding the attributes of the event and the destination 
have mainly focused on active sport tourists (e.g. An & Yamashita, 2024; Matic et al., 2020; Newland & Yoo, 2021; Perić & 
Čuić Tanković, 2021; Vegara-Ferri et al., 2020) to the detriment of NRS (e.g. Jeong & Kim, 2019; Kwiatkowski et al., 2018). 
In this sequence, and considering that this study aims at a detailed analysis of the association of the various attributes of the 
event and destination with the various behavioural intentions (i.e. repeat and recommend), instead of analysing the construct of 
attributes and the construct of behavioural intentions, the calculation of correlations is the most adapted statistical technique, as 
already adopted by other studies focusing NRS (e.g. Mascarenhas et al., 2024a). 
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2. MATERIAL AND METHODS 

2.1. Event characterization

In the year 2023, the Millennium Estoril Open was held from April 1st to 9th in Estoril, Portugal, marking the beginning of the 
clay competition season. The event is a tennis tournament that belongs to the ATP 250 category, organized by the ATP and since 
2015, co-organized with the events company 3Love.

The Millennium Estoril Open event included the men’s singles and doubles categories, in which players from 21 nations competed, 
including top seeds numbers 5, 12 and 24 of the world ranking (ATP, 2024b). The HEZ was made up of competition venues, and 
areas offering food/beverage, entertainment (fun centre and smash area), commerce and another area for sponsors’ activities. 

2.2. Instrument

The questionnaire was adapted from Mascarenhas et al. (2024a, 2024b) who studied the profile and consumption patterns 
of NRS in the context of international sport tourism events without ticketing, which has also been previously applied to 
international stadium events with ticketing (Mascarenhas et al., 2020; Quintal et al., 2016). In particular, Quintal et al. (2016) 
concluded that the psychometric properties of the questionnaire prove the adequacy of adaptation performed, demonstrating 
that its structure has acceptable levels of validity and reliability (with Cronbach’s alpha = 0.78 and 0.62 for the spectator 
opinions’ dimension and the behavioural intentions dimension, respectively, which are values slightly below the recommended, 
although explained by the composition of only two items, for which a tourist may be willing to recommend but not to revisit 
in the near future). Subsequently, studies by Mascarenhas et al. (2024a, 2024b) analysed the correlation between behavioural 
intentions and event and destination attributes, individually, both for repeating the experience and for its recommendation. 
The last option was adopted in the present study.  The questionnaire integrates the sociodemographic characterization of the 
NRS, as well as the identification of the sport spectator’s behaviour in relation to the event (e.g. who they came with) and the 
expenditures associated with the experience. The questionnaire also measures opinions and future intentions associated with the 
consumption of the experience, using a 5 point Likert scale.

2.3. Sampling

The data was collected in person at the event, covering the entire HEZ, by a team of collaborators, who were trained to, after 
making a brief presentation of the study to respondents, allow them the space and time necessary to complete the questionnaire. 
The questionnaires were applied to adult spectators (>18 years old), on pen and paper or through Microsoft Forms (with a QR 
code). The questionnaire was available in Portuguese and English, and its translation was assisted by a bilingual professional. 
A total of 211 questionnaires were collected, of which 185 respected to NRS. After removing 10 multivariate outliers (records 
with studentized deleted residuals > 3 and < -3), statistical analysis was performed with 175 questionnaires, respecting a 
quantity above the 118 observations required to perform multiple regression with a statistical power level =0.80, α = 0.05.

The ethical and deontological standards inherent to scientific research were respected in all research procedures, complying with the 
Ethics Committee Guidelines of the institutions involved in the study.  The informed consent was obtained from all participants prior 
to their involvement in the study, ensuring their voluntary participation and understanding of the research objectives and procedures.

In this study, the sample (Table 1) reveals a high predominance of male (71.4%) national NRS (95.4%), young (72.6% under 
34 years old), with university education (85.7%) and whose income is less than 2000 euros (81.1%). 

Table 1: Non-resident spectators’ sociodemographic characteristics (%)	

N Total (%)
Sociodemographic
Gender Female 50 28.6

Male 125 71.4
Birth year [1945 – 1959] 5 2.9

[1960 – 1969] 10 5.7
[1970 – 1979] 15 8.6
[1980 – 1989] 18 10.3
[1990 – 1999] 78 44.6
[2000 - 2005] 49 28.0
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N Total (%)

Education level
High school 25 14.3

Graduate 150 85.7
Monthly income Under 500€ 50 28.6

[500€ - 999€] 27 15.4
[1000€ - 1999€] 65 37.1
[2000€ - 2999€] 26 14.9

Above 3000€ 7 4.0
Country of residence Portugal 167 95.4

Others 8 4.6

2.4. Data analysis

When calculating multiple linear regression, the following assumptions were observed (Hair et al., 2022; Kline, 2016): (i) 
normality, where none of the variables showed severe violations of the normality assumption (i.e. values for skewness >3 and 
kurtosis >7); (ii) absence of multicollinearity (Variance Inflation Ratio [VIF] < 5 and Tolerance > 0.1); e (iii) null autocorrelation 
between residuals and normal distribution and constant variance of residuals (through graphical visualization of standardized 
measures of residuals). The variables relating to total expenditure, namely, early arrival (minutes) and time in the city (hours) 
were subject to a normalization procedure through mathematical transformation (Log10), in which total expenditure is the 
dependent variable in the multiple regression. Correlations between opinions and behavioural intentions were calculated with 
the Spearman’s Rho coefficient (rs). IBM SPSS Statistics v. 28.0 was the software used for statistical analysis.

3. RESULTS

The results (Table 2) show that the majority of NRS went to the event accompanied by friends (58.3%) or family (43.4%). 
Additionally, more than half of the NRS (58.9%) arrived early to the event for the following reasons: not miss the beginning 
of the event (36%), enjoy the environment (31.4%), and avoid traffic (20.6%). The NRS went to the event mainly by private 
transport (i.e. car, 63.4%), but public transport was also used, namely train/bus (17.2%) and taxi/uber (16.6%). The majority 
of NRS had already been to the destination and did not stay overnight. This result can be linked to the fact that the majority 
(60%) of NRS live in cities not far from where the event was held. Pointing to the median, the NRS arrived approximately 30 
minutes early to the event, remained at the destination for approximately three hours, and incurred a total expense of 60 euros. 
The results also verified that all NRS spent money to go to the event, and that the expense that contributed most to the total 
expenditure was the purchase of the ticket (37.6%), followed by expenses with food, accommodation and transport (21.5%, 
18% and 15.6%, respectively), and finally, shopping expenses (7%).

Table 2. Non-resident spectators’ consumption characteristics

N Total (%)
Categorical variables (yes/no)
You came 
witha

Alone 14 8.0
Friends 102 58.3
Family 76 43.4
Colleagues / Organized group 9 5.1

First time in the city 25 14.3
Overnight stay in the city 15 8.6

Median Mean (S.D.) N Total (%)
Ordinal variables
Early arrival at the event (minutes) 30 52.0 (71.1) 103 58.9
Time in the city (hours) 3 6.8 (16.7) 175 100
Total expenditure (Euros) 60 105.3 (135.5) 175 100

Note. a Possible multiple responses.
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The multiple linear regression model was validated (F(10, 164)=20.445, p <.001), demonstrating an explanatory capacity for total 
expenditure of 53% (Adjusted R2= 0.53). The results (Table 3) show there are five predictor variables: two sociodemographic 
and three related to the sport event consumption experience. Thus, older NRS, with higher income, accompanied by family, 
who stayed overnight at the destination and who arrived earlier at the event, are the variables who are associated with greater 
total expenditure. However, it is important to highlight that overnight stay and age are the characteristics with the greatest 
power of influence, although both have obtained a result expressing a power of influence that is not very high (i.e. weak to 
moderate). As for the remaining three predictor variables, they barely affect NRS consumption. 	

Table 3. Multiple linear regression model

Modela Beta t Sig. Tolerance VIF Sk Ku
Sociodemographic variables
Birthday year -0.30 -4.48 0.00* 0.58 1.72 -1.67 2.32
Gender -0.02 -0.34 0.73 0.95 1.06 -0.96 -1.10
Education level -0.01 -0.24 0.81 0.89 1.13 -2.06 2.26
Monthly income 0.21 3.15 0.00* 0.62 1.62 0.11 -0.94
Experience variables
Party 
group

Came with friends 0.03 0.39 0.69 0.61 1.63 -0.34 -1.91
Came with family 0.17 2.74 0.01* 0.69 1.44 0.27 -1.95

First time in the city 0.10 1.70 0.09 0.83 1.21 2.06 2.26
Early arrival (minutes) 0.11 2.08 0.04* 0.90 1.11 0.05 -1.44
Time in the city (hours) 0.01 0.14 0.89 0.71 1.41 2.14 5.71
Overnight stay 0.31 4.90 0.00* 0.65 1.53 2.99 6.99

df F Sig Adjusted R2 S.E.
Model summarya 10 20.80 <.001 0.53 0.24

Note. a – Dependent Variable: Total Expenditure; *. Significant at the 0.05 level; Sk – skewness; Ku – Kurtosis; S.E. - Standard Error

The majority of NRS intend to visit the city in the coming years (75.4%), and to recommend the destination to others (96%). 
Both intentions are correlated (rs=.0.310, p < 0.05). As shown in table 4, out of a total of seven event attributes, five are 
associated with behavioural intentions. On the contrary, only the variable related to accommodation is associated with the 
destination recommendation from a set of six attributes. Additionally, the intention to return to the destination is only influenced 
by the attributes of the event, namely the quality of the event and the bathrooms, as well as the food/beverage, fun centre, 
and smash areas. It is also important to highlight that only the variables relating to the quality of the event, bathrooms and 
food/beverage area are simultaneously associated with the two behavioural intentions, i.e. recommending and revisiting the 
destination. It should also be noted that although the correlations are positively significant, they have a low effect size (rs <3). 
Thus, the association between a good opinion about the bathrooms and a future visit to the city is the relationship with the 
greatest effect (rs = 0.213).

Table 4. Non-resident spectators’ intentions and opinions (event and city attributes) significant correlations

Attributes

Opinions Future Behavioural intentions
Good /Very 

good
Don’t have Poor/Very 

poor City future visit City
 recommendation

(%) Correlation Coefficient

Event

Access 92.5 0.6 6.9 0.088 0.044
Event quality 97.7 1.7 0.6 .172* .183*

Bathrooms 64.6 9.7 25.7 .213* .162*

Fun centre 80.5 18.3 1.2 .184* 0.147
Benches 63.5 5.1 31.4 0.094 0.030
Food area 88.1 5.1 6.8 .187* .164*

Smash area 81.2 17.7 1.1 .164* 0.102
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Attributes

Opinions Future Behavioural intentions
Good /Very 

good
Don’t have Poor/Very 

poor City future visit City
 recommendation

(%) Correlation Coefficient

City

Restaurants 87.4 12.6 0.0 0.005 0.092
Touristic 
attractions 86.9 13.1 0.0 0.056 0.012

Accommodation 73.1 26.9 0.0 0.072 .156*

Transports 61.7 22.9 15.4 -0.081 -0.013
Commerce 80.0 17.7 2.9 0.069 0.099
Entertainment 70.3 27.4 2.3 0.020 0.000

Note.*. Significant at the 0.05 level	

			 
4. DISCUSSION 

The results of this study present the profile and determinants of consumption of the NRS of an international recurring sport 
tourism event and assess the association between opinions on the various attributes of the event and destination, and behavioural 
intentions. The individual evaluation of different attributes contributes to more specific knowledge for the management of sport 
events and sport tourism in destinations.

The amount spent on admission to the sport event (i.e. tickets) was what contributed most to total expenses, followed by 
expenses with food/beverage, accommodation and transportation. Given that the origin of the majority of NRS is from cities 
close to the destination, where they did not stay overnight, this result highlights the importance of overnight stay and the origin 
of spectators in the analysis of expenditures. In the study by Burillo et al. (2018), also contextualized in an international tennis 
event, the biggest expense for domestic NRS was on tickets, in contrast to international NRS for whom accommodation was 
the highest expense. A similar result was found by Dixon et al. (2013), given that the majority of NRS, who went to events on 
weekdays from cities not far from the destination, did not stay overnight and spent more on ticketing than on accommodation 
and food/beverage. Therefore, the results suggest that the NRS in this study are day-trippers, which are associated with lower 
expenditure compared to overnight tourists (Mayer & Vogt, 2016; Sport ETA, 2021). Considering this type of NRS, it is 
important to design strategies capable of leveraging expenditure on local entertainment and commerce, such as cross-selling 
strategies (e.g. promotions and discounts at the destination) through the expenditure necessary to attend the event (e.g. tickets, 
transport). Therefore, it is important to understand the origin and type of NRS when analysing event-related expenditures.

At the same time, the car was the most used means of transport when NRS travelled to the event, and public transport was 
an option for only around a third of NRS, which corroborates the findings of other studies (e.g. Mascarenhas et al., 2024a; 
Thormann et al., 2022). Considering that the location where the international tennis event under study was hosted is an urban 
environment, accessible by a public transport system, it is important to reflect on the ability of events hosted in destinations 
with these characteristics to induce more ecological mobility behaviour (Martins et al., 2022), enhancing greater use of public 
transport (Chirieleison et al., 2020). For example, rewarding the niche of NRS who go to the event using public transport could 
be a strategy to encourage this mobility. In this context, further research could explore the effectiveness of such incentives in 
inducing behavioural change, especially in urban sport tourism settings.

Age, overnight stay, income, companions and early arrival were the determinants of the consumption of the NRS validated in 
this study, of which the first two are the factors that were most strongly related to a greater total expenditure. The influence of 
age, income (e.g. Almeida & Garrod, 2022; Gómez-Déniz et al., 2020) and overnight stay (Ferreira & Carneiro, 2021; Mudarra-
Fernández et al., 2019; Revindo et al., 2021) strengthens the findings from previous studies and support the importance of 
including the characteristics associated with the experience, in addition to the sociodemographic ones, in the analysis of the 
determinants of consumption of sport tourism events (Mudarra-Fernández et al., 2019; Salgado-Barandela et al., 2018). The 
fact that the NRS went to the event with family members and arrived earlier at the event also had a positive influence on the 
amount of their expenditures. These results are in line with other studies that found that traveling with family and friends 
(Kwiatkowski & Könecke, 2017) and with children has a positive impact on spending (Almeida & Garrod, 2022; Salgado-
Barandela et al., 2018) compared to sport event tourists who travel alone. Additionally, in this study, the majority of NRS who 
arrived before the start of the tennis competition only anticipated their arrival by around 30 minutes, which differs from the 
study contextualized in an international football event (Mascarenhas et al., 2020), where a large majority of 69% arrived more 
than one hour in advance. The difference between the two metrics suggests the influence of the type of sport promoted by the 
event, with the sporting subculture underlying a stadium team sport (e.g. tailgating) promoting longer pre-event consumption 
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time in the HEZ. Metrics are necessary for assertive planning of activities that can enhance pre-event consumption (Chalip, 
2014; Ziakas, 2023), and strategic leveraging of this type of consumption is more efficient than simply waiting for tourists to do 
so spontaneously (Duignan & Pappalepore, 2023). Thus, there is a need to better analyse pre-event and post-event consumption 
patterns across different sports, determining how the timing of arrivals affects total expenditure.

The importance of event attributes in NRS behavioural intentions corroborates other studies (An & Yamashita, 2024; 
Armbrecht, 2021; Matic et al., 2020; Milovanović et al., 2021; Perić & Čuić Tanković, 2021; Zouni et al., 2021), supporting 
the recommendation that greater attention be paid to the attributes of the event (Mascarenhas et al., 2024a, 2024b) within the 
scope of the study of the behavioural intentions of sport tourists. In this study, the event attributes that are significantly connoted 
with behavioural intentions integrate the various dimensions related to service quality, i.e. core product, functional quality, and 
aesthetic/hedonic, contrasting the results of the meta-analysis by Biscaia et al. (2023), which only validated the relationship 
between the last two and behavioural intentions. Consequently, this study substantiates the importance of evaluating all 
dimensions concerning the quality of service at sport events.

The results of this study also provide more precise knowledge about the association of event and destination attributes 
with behavioural intentions, identifying five event attributes, but only one destination attribute (i.e. accommodation). Thus, 
accessibility to the event and the comfort of the benches were the only attributes of the event that did not generate a significant 
association with behavioural intentions, suggesting that the quality of these attributes can be taken for granted (Foroughi et 
al., 2019), and for this same reason they do not appear to be attributes capable of enhancing maximizing long-term economic 
benefits (i.e. revisit and recommendation).

Finally, although the data collection was planned and operationalized to strategically ensure coverage of all areas of the HEZ, 
and during the various days of competition, in order to obtain a sample that included the various types of spectators attending 
the event, the characteristics of the sample show its homogeneity in terms of gender and type of tourist, i.e. day-trippers whose 
origin is mainly national. Consequently, one of the limitations of this study derives from its inability to quantify the total 
population of spectators at the event, making it impossible to infer the representativeness of its sample. The overrepresentation 
of domestic young male NRS, with university education, and income below 2000€ should be interpreted with caution, since the 
results can overemphasize the consumption behaviours of this demographic group, potentially excluding insights from other 
NRS with different socioeconomic, educational, or cultural backgrounds. Therefore, the findings exhibit limited generalizability, 
as they may not be broadly applicable beyond the specific conditions or sample used in this study. It should also be noted that the 
dependent variable (total expenditure) was analysed after a mathematical transformation (Log10); therefore, when replicating 
this study or comparative analysis of these results with other studies, its discussion must consider such transformation.

5. IMPLICATIONS AND FUTURE RESEARCH

From a theoretical perspective, this study contributes to the investigation of the potential of non-mega events in generating 
economic benefits for the destinations where they are hosted, strengthening the importance of simultaneously analysing both 
their tangible and intangible economic benefits (O’Reilly et al., 2020). Furthermore, this study also reinforces the theoretical 
framework that provides for the joint analysis of sociodemographic variables and variables related to experience, in order to 
better understand the consumption behaviour of sport tourism events’ spectators (Salgado-Barandela et al., 2018).

From a methodological perspective, the framework given by the study of recurring non-mega events is suitable for the analysis 
of long-term intangible benefits (Oshimi & Yamaguchi, 2023), (Oshimi & Yamaguchi, 2023), i.e. behavioural intentions, 
providing the discussion of strategies that enhance the consumption behaviour of spectators in future editions of the studied 
international sport event or other similar events. Additionally, to deepen knowledge about the influence of event attributes on 
NRS behavioural intentions, this study recommends a qualitative approach to data collection (e.g. interviews with NRS). In 
this way, it will be possible to understand whether the lack of influence of some of the attributes on behavioural intentions is 
a consequence of the respective quality being understood as basic, and as such, guaranteed by the NRS, and also whether, in 
addition to the attributes revealed in this study, there are other ones in relation to which the NRS express a similar perception. 
From a managerial perspective, this study advances several recommendations. In this study, almost all NRS are part of domestic 
tourism flows. However, as the results of other studies have highlighted (e.g.  Almeida & Garrod, 2022; Mascarenhas et 
al., 2024a, 2024b; Mortazavi, 2021), one of the important determinants of higher spending at the destination is precisely 
the international origin of the tourists attending sport events. Accordingly, both sport event managers and local destination 
tourism managers must develop strategies aimed at attracting this type of tourist, otherwise the advantage/effort of hosting an 
international elite event is not economically capitalized by the destination. 

Furthermore, in this study, in addition to the national origin of the NRS, the type of day-trippers is the most represented. 
Consequently, sport events managers must develop efforts in terms of planning strategies that transversally combine unavoidable 
expenditures (e.g. ticketing and transport) with the promotion of expenditures in local commerce and restaurants, expanding the 
number of local stakeholders who can benefit directly with the event hosted at the destination (Oshimi & Yamaguchi, 2023). 
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Strengthening the importance of the event for the local community where it is hosted can help to create a perception more based 
on the benefits of the event than on its impacts, and consequently, promote community support for the event (Duan et al., 2020). 
From this perspective, event management should emphasize the collaboration of key stakeholders, including a wide range of local 
community agents (e.g. commerce, tour operators, sport clubs and associations), when planning the event (Martins et al., 2024).

Still within the framework of a recurring sport tourism event, management should take advantage of the fact that NRS arrive 
at HEZ in advance and accompanied by family members, as they constitute important stimuli for the intensification of total 
expenditure, for example, by offering family-oriented pre-event entertainment activities, and oriented towards the various 
family ties (e.g. father-son, husband-wife). In this sense, it is necessary to encourage the hedonic and eudemonic dimension 
of the experience, and at the same time, stimulate interaction among spectators, as these are essential factors in increasing the 
memorability of sport tourism experiences (Mascarenhas et al., 2024c), inducing their repetition and recommendation (Hosany 
et al., 2022). The results demonstrate that behavioural intentions are associated with the NRS opinion about the entertainment 
activities offered at the event (i.e. fun centre and smash area). Nevertheless, among the various attributes of the event, these 
activities were the ones that recorded the greatest lack of opinion from the NRS. Therefore, the management of recurring sport 
tourism events, based on the logic of a long-term relationship with the domestic NRS as a target audience, must reinforce 
the promotion of entertainment activities before and during the event. In this way, the management of this type of events 
can capitalize on the implementation of entertainment activities, and consequently, on their effect on the NRS behavioural 
intentions, which will anticipate the existence of such activities in future editions of the event. 

In this international tennis event, the time in advance of the arrival of the NRS at the HEZ (i.e. 30 minutes) must guide the 
planning of activities. However, the temporality of this advance seems to vary according to the sport discipline covered by the 
sport event; for example, in the study by Mascarenhas et al. (2020), contextualized in an international football event, the early 
arrival of the NRS was more than an hour. Therefore, future research should delve deeper into the metrics associated with 
pre-event consumption and the influence of the type of sporting subculture underlying it. In turn, the study by Hanly (2012), 
contextualized in business events, concluded that there was greater consumption after the end of the event, compared to the pre-
event phase, as a consequence of the extension of visitors’ stay. In this sequence, future investigations should assess whether or 
not the time spent at the HEZ after the end of the sport competition is a determinant of the consumption of NRS, which would 
imply the development of strategies aiming to extend their stay after the event (Ziakas, 2023). 

Notwithstanding the implications advanced above, it is important to note that, with the exception of overnight stay and age, 
the remaining three determinants of consumption (i.e. income, family party group and early arrival) showed a weak power of 
influence, and that the correlations found between event and destination attributes and behavioural intentions are also weak. 
Thus, these results suggest that, given the need to prioritize strategies, managers should focus on planning an increase in total 
NRS expenditure through strategies that strengthen the attraction of older spectators who stay overnight at the destination. 
However, additionally, the results expand the number of determinants and attributes of the destination and event that present 
a statistically significant association with consumption behaviour/intention. Therefore, and given the complexity of consumer 
behaviour, it is important to create strategies that, in addition to prioritizing the most important factors, also consider factors of 
lesser influence, ensuring a strategic plan of excellence, globally encompassing the NRS consumption experience. 

CONCLUSION

This study outlines the NRS profile of an international tennis event that has been hosted for 34 years in Estoril, Portugal, and 
also analyses the factors that determine their consumption. The results reveal that a vast majority of NRS were domestic, day-
tripper tourists which did not stay overnight at the destination, and chose to go to the event in the company of friends and family. 
Additionally, most NRS arrived at HEZ 30 minutes in advance to ensure that they would not miss the start of the event, as well 
as to enjoy the environment and avoid traffic congestion, as there was a substantial preference for using their own car rather than 
of public transport. Purchasing tickets to enter the event was the biggest expense made by most NRS. The sociodemographic 
characteristics (i.e. age, income) and the variables related to travel (i.e. overnight stay, family group party and early arrival) 
are the determinants that induce NRS’s consumption, in which age and overnight stay were the determinants with the most 
influence on their consumption.

Additionally, this study reveals that there are five event attributes (i.e. event quality, bathrooms, fun centre, food/beverage area 
and smash area) and only one destination attribute (i.e. accommodation) that are significantly associated with NRS behavioural 
intention, suggesting the importance of the attributes of the event in the intentions to repeat and recommend the experience, 
comparing to the destination’s specific attributes. The results also suggest that there are other event attributes (i.e. event access 
and benches) whose quality is taken as guaranteed by the NRS. Furthermore, the various event attributes whose effect on the 
NRS’ behavioural intentions is significant fit into the three dimensions relating to the quality of event services, namely, general 
event quality, functional quality and quality of the event’s hedonic attributes.
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This study contributes to boost the line of research that emphasize the potential of non-mega sport events for providing economic 
benefits. To that end, this study reinforces the need for an integrated research approach of both consumption determinants and 
behavioural intentions, allowing a joint analysis of the tangible (short-term) and intangible (long-term) economic benefits. 
Regarding the latter, this study highlights the need to study event attributes in an integrated perspective, including the various 
dimensions of service quality at sport events.

From a managerial perspective, the findings of this study generate relevant implications for the management of sport tourism 
events, as well as for the definition of strategies to promote local tourism allowing a more in-depth understanding of spectators’ 
consumption patterns, and also the relationship between the attributes of the destination and the sport event, on the one 
hand, and behavioural intentions, on the other. The results highlight the influence of age and overnight stay in the NRS total 
expenditure, reiterating the importance to consider these variables when designing strategies aimed at maximizing tangible 
economic benefits. Additionally, this study advances the need to analyse the early arrival variable, to which the literature has not 
paid much attention, as well as the family companionship variable, as they can also influence NRS total expenditure, offering 
valuable insights into how pre-event activities can be leveraged to increase consumption at the event. Furthermore, considering 
the longevity perspective of recurring sport tourism events, it is necessary to effectively promote their hedonic attributes, 
favouring the anticipation of the existence of entertainment activities for future editions of the event, and consequently, the 
possibility of capitalizing on the NRS’s behavioural intentions.

Finally, the temporal breadth covered by the analysis of this study allows it to contribute to the line of research that highlights 
the relevance of the role of sport events in the sustainable development of the host communities, and in particular, in economic 
sustainability, framing the economic benefits generated in the present by the event, and their potential creation in the future. In this 
sense, and since the foundation of sustainable development is tripartite, encompassing the economic, social and environmental pillars, 
this study contributes with future research directions for developing the sport tourism knowledge also considering the social and 
ecological issues arising from hosting sport tourism events. For example, by exploring the influence of different sport subcultures on 
pre- and post-event NRS consumption, through the study of the social benefits of local community involvement in the promotion and 
operationalization of destination attributes and investigating the ecological mobility of NRS in sport tourism events. 
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