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1. Introduction

Modern society’s great spectacles can be called mega-events. The 

Olympic Games are probably the world’s largest mega event, which can 

bring both benefits and costs to the host country/ community. Although 

mega-events are mainly seen in economic terms, in almost all cases they 

have a significant social effect ( Jones, 2001). Despite the fact that the 

economic impacts of mega-events on host city and country are of utmost 

importance for both public and private institutions as well as for indivi-

duals, resident’s more general views and perceptions of such events may 

add great value to the research field of mega-events. In Tourism Marke-

ting and Event Management Literatures, the investigation of demographic 

characteristics is of utmost importance. In this study, we examine how 

the demographic profile of host residents and their perceptions about 

economic, cultural and environmental Olympic Games impacts influence 

their perceived overall satisfaction about the Olympic Games. This is the 

first attempt in Olympic Games literature to investigate such a gap.
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2. Literature Review

In the Olympics much more than pure sport are celebrated. Various 

stakeholders see the Olympic Games as a business/marketing opportunity, 

a media show, a tourism product/ service, a catalyst for social and urban 

development, a country image booster, an inspiration and motivation for 

young people, and a force for peace and fair play. The benefits and the 

costs of the Olympics are not tightly linked only with the sports field. 

The added non-sporting roles that are linked with the Olympic Games 

(such as tourism and marketing roles), may make them more attractive 

and unique. Within the event tourism context, in which sport events are 

one of the fastest growing segments, most of the literature has focused 

on the evaluation of economic benefits (Gelan 2003; Kasimati 2003) and 

ignored benefits that may stem from the social, cultural, and environmental 

impacts of such events, as well as local community perceptions towards 

these impacts (Zhou & Ap, 2009). Hence, it is crucial to examine host 

communities’ perceptions towards the Olympic Games after the event is 

staged, so that organizers can apply appropriate future strategies to gain 

maximum support, value and sustainable advantage, and to avoid, learn 

and become more efficient for future Mega events. 

2.1. Residents’ Demographic Characteristics Investigation

Events have become an increasingly significant component of destina-

tion marketing and they are being used to increase visitation, reduce the 

seasonality of tourist flow, improve a destination’s position in the market, 

and foster destination development (Kim & Chalip, 2004).The reason for 

examining demographic characteristics of residents lies on the notion 

that demographic segmentation is the most common approach to market 

segmentation for destination marketing (Tkaczynski, Rundle – Thiele, & 

Beaumont, 2009) and event management (Tkaczynski & Rundle – Thiele, 

2010) .Demographics are directly observable (Scott & Parfitt, 2004) and 

hence more able to guide managerial decision making. According to Tka-
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czynski, et al. (2009) “demographic characteristics are likely to continue to 

play an important role in managerial decision making”. Generally, socio-

demographic variables have been considered as quite usable, since they 

are easy to assess (Lawson, 1995) and inexpensive, while segments based 

on demographics are easy to form (Moriarty & Reibstein, 1986; Bonoma & 

Shapiro, 1983; Griffith & Pol, 1994) and measure (Brayley, 1993; Bowen, 

1998). The demographic and psychographic segmentation base is the 

most popular segmentation approach in the field of events (Tkaczynski 

& Rundle-Thiele, 2010). Based on all the above, we hypothesize that the 

demographic characteristics of host community (age, gender, educational 

level, region of residence) influence residents’ overall satisfaction towards 

the 2004 Olympic Games and that the impact of the demographics on 

overall satisfaction is mediated by perceptions about the opening and 

closing ceremony, the environmental as well as the economic impacts of 

the Olympics 2004.

2.2. �Cultural, economic and environmental impacts & Residents’ overall 

satisfaction

The results of several studies suggest that the host community’s per-

ceptions of the total impact (here host residents’ overall satisfaction) is 

affected by perceived impact of several costs and benefit factors on the host 

community such as economic, environmental, cultural, and social (Yoon et 

al., 2001). Mega-events can be viewed as large-scale tourism products and 

integral to tourism development and marketing plans (Getz, 1989). Hence, 

we expect that perceived cultural, economic and environmental impacts 

will influence residents’ overall satisfaction (total impact). Many scholars 

(Spilling 1996, Yoon 2001, Essex & Chalkley 1998, Tomlinson 1996) have 

argued that these factors have a major impact on host community. So, 

we hypothesize that the perceived economic, cultural and environmental 

impacts of the Olympic Games influence host residents’ overall satisfaction. 

In this paper, we want to examine how the demographic profile of 

host residents influences their overall satisfaction. This study is the first 
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in Olympic Games literature to investigate such a gap. Host residents’ 

overall satisfaction towards a mega event has not been examined before. 

Social exchange theory in the mega events context could suggest that local 

residents are likely to participate in exchange as long as the perceived 

benefits (support and endorsement; thus satisfaction) of the Olympic 

Games exceed the perceived costs of Games (disapproval, disappointment 

and thus dissatisfaction). Host residents’ overall satisfaction can be seen 

as a function of social tangible and intangible resources exchange. The 

ultimate outcome variable of our model is a function of the benefit-cost 

assessment of the Olympic Games impacts. Social exchange theory can 

explain the overall satisfaction from the Olympic Games from the wil-

lingness of people to enter into a social resource exchange.

3. Research Methods 

Structured survey questionnaire was used for this study. Many of the 

items were in accordance with Fredline’s and Faulkner’s (2000) work. The 

Independent variables of our model are the demographic characteristics 

of the citizens of Athens, i.e. gender, age, educational level and region 

of residence. The perceived Olympic Games mediating impacts by host 

residents consisted of four items, embodying both positive and negative 

aspects of the Olympic Games. These items were based on the work of 

Fredline and Faulkner (2000). A five-point Likert scale was used as the 

response format for all four impact items with assigned values ranging 

from 1 “not at all satisfied” to 5 “very satisfied” for the opening and clo-

sing ceremony, from 1 “not at all important” to 5 “very important” for the 

environmental protection and preservation before, during and after the 

Olympic Games, and from 1 “very negative” to 5 “very positive”, for the 

economic impact of the Olympic Games. Host residents’ overall satis-

faction from the Olympic Games 2004, the ultimate outcome variable, is 

measured by a five-point Likert scale. The values range from 1 “not at 

all satisfied” to 5 “very satisfied”. The objects of this study were chosen 

randomly from the approximately five million residents of the six urban 
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districts of Athens. The data were collected in March and April 2005. The 

sample size consists of 356 individuals. 

4. Research Approach 

Path analysis -the original (SEM) technique- was adopted to test our 

model. Our Research variables were tested with an AMOS 18 procedure 

and the maximum likelihood (ML) method (see Anderson & Gerbing, 1988). 

All nine variables are categorical and measured via Likert scales, with 5 or 

more categories, so they can be treated as continuous, except for gender. 

For the “region of residence” variable, we made dummy variables. Three 

types of overall model fit measures were utilized in this study: absolute, 

incremental and parsimonious fit measures (see Kline, 2005). 

Errors of mediators and outcome variable are omitted in the graphical 

representations, as well as the covariances among the demographic variables. 

The assessment of the initial theoretical proposed model reveals that the 

model does not fit the data adequately, from both statistical and descriptive 

point of view. Probability level equals zero, so from a statistical point of view, 

the model is rejected at both 5% and 1% probability levels (CMIN=206.164, 

p=0.000). Furthermore, from a descriptive point of view, all fit indices are 

quite low (GFI=0.923, AGFI=0.500, TLI=0.354, RMSEA=0.206, AIC=360.164), 

so the model could be modified and improved. The Modification indices 

suggested two direct paths, which were initially not hypothesized, one 

from the “opening ceremony” to the “closing ceremony” and one from the 

“opening ceremony” to the “environmental impact”. Accordingly, the new 

paths were added to the model. In addition, apart from the examination of 

the modifications indices, we inspected visually the matrix of standardized 

residuals and the Regression weights table in order to modify further our 

model. Based on all previous modification techniques, we simplified our 

model by setting the insignificant Regression coefficients equal to zero one 

by one. The addition of the new paths and the removal of the insignificant 

coefficients improved the initial theoretical model substantially. We came 

up with our final revised model which fits the data well. The final revised 
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model is acceptable from a statistical point of view at both probability levels 

(p-value=0.065). From a descriptive point of view, the model is also accepta-

ble and fits the data well (GFI=0.99, AFGI=0.942, TLI=0.946, RMSEA=0.042, 

AIC=174.522). In addition, all standardized residuals are lower than 3, in 

absolute values, thus no further modifications are advisable.

5. Results

 Demographic characteristics of host residents were proved to be sta-

tistically significant predictors (CR>2, in absolute values) of their overall 

satisfaction. No modifications for direct paths between demographic cha-

racteristics and host residents’ overall satisfaction were suggested by the 

analysis. Thus, the relationship between demographic characteristics and 

overall satisfaction is fully mediated by a number of mediators. People 

with different demographic characteristics had heterogeneous perceptions 

regarding the perceived overall satisfaction from the 2004 Olympic Games 

after the completion of the event. Moreover, host residents’ perceptions 

about the economic impact of the Olympic Games 2004 do not influence 

their overall satisfaction (rejection of our hypothesis about the perceived 

economic impact, CR=0.522). Our results support our hypotheses that the 

perceived environmental and cultural impacts of the Olympic Games are 

significant predictors (CR=3.035, CR=16.577, CR=2.001 respectively) of 

host residents’ overall satisfaction (Critical Ratio values are also depicted 

on the diagram above).

6. Discussion

Our study revealed that people with different demographic characte-

ristics had heterogeneous perceptions regarding the perceived impacts of 

the 2004 Olympics. Our findings are of particular importance for Tourism 

Marketing researchers and practitioners, considering both the significance 

of demographic characteristics for the buying (support for the Olympics) 
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behavior of consumers (attendees of events or host residents or both), and 

the extensive use of those characteristics in tourism market segmentation. 

Tourism Marketers’ misconceptions about how demographic characteristics 

of individuals affect their overall satisfaction from mega events might have 

serious impact on the segmentation, planning and delivery of the event 

(tourism) service and experience. 

Olympic ceremonies have not been studied before in the context of 

Mega events as variables that can influence host residents’ overall satis-

faction. This is a significant gap in Mega events literature. Organizers and 

marketers, based on the knowledge and experience of previous mega 

events ceremonies, can carefully plan mega events shows and design event 

strategies that would guarantee host residents’ support and the success 

of next Mega events. One reason why host residents’ perceptions about 

the economic impact of the Olympics 2004 do not influence their overall 

satisfaction could be that the economic impacts of the Olympics had not 

emerged and were not evident the period of the survey. Although the 

Games cost the taxpayers of Greece US$14.6 billion, the overall satisfaction 

of citizens was based on their perceptions about the ceremonies and the 

environment, not on the economic impact.  It is obvious that most peo-

ple were excited with the Olympic Games as “show”. This is evident and 

through a cross tabulation analysis, which reveals that people who were 

overall satisfied had negative perceptions about the economic impacts of 

the Olympic Games (56.6%). Our finding is contradictory with Yoon et 

al., (2001) findings in tourism context. Furthermore, our study indicates 

that the perceived environmental impact of the Olympic Games is a signi-

ficant predictor of host residents’ overall satisfaction, which is absolutely 

in line with Yoon et al., (2001) findings that support a direct relationship 

between residents’ perceptions about the environmental impact and their 

Support for tourism development (which can be replaced in our context 

by the support for the Olympic Games and thus the residents’ overall 

satisfaction from the Olympic Games).

 Perceived cultural impact (opening ceremony) is found to affect local 

residents’ perceptions for environmental impact. The direct positive effect 

of cultural impact on environmental perceptions indicates that local resi-
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dents are highly concerned with the positive effects of event organization 

(internal context of the Olympics) on the environment (external context 

of the Olympics). Perceived positive impacts of internal environment of 

the Olympics on the external, such as protection of environment, were 

likely to increase the level of local residents’ overall satisfaction. There 

is a direct link from residents’ perceptions about the internal context to 

perceptions about the external context of the Olympics. The above findings 

are consistent with the research findings reported by Chen (2000), who 

found that urban residents were concerned about social and environmental 

costs due to tourism development (and thus event development). 

7. Future Research, Limitations & Conclusion

More rigorous testing of the model is required with different and big-

ger samples. This research does not claim to have covered and identified 

all impacts that resulted from the 2004 Olympics. On the contrary, we 

included only a very small number of factors that may influence host 

residents’ perceptions. Researchers should further identify and examine 

other factors that may influence host community perceptions for event 

development, such as community involvement, perception of national 

identity and cohesion towards the Olympics, community attachment, and 

utilization of Olympic Games facilities by residents. Integration of these 

constructs into the model might help researchers and practitioners further 

analyze and extend the factors that influence local residents support for 

mega-event development. 

Future studies have to be focused on residents’ perceptions before, 

during and after mega event development, because comparing results of 

before, during and after the event development provides a better and a 

wholly integrated picture on the dynamics of residents’ perceptions or 

attitudes toward the event organization and development. Therefore, “it 

is strongly recommended that future sports mega-event host communities 

or countries should set an ongoing research program to monitor changes 

in the residents’ attitudes multiple times” (Kim et al., 2006). 
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Our survey took place in March and April 2005. Within such a long 

time frame, residents’ perceptions towards the Olympic Games may have 

changed and longitudinal research that manifests and stresses the entire 

event process is encouraged in order to provide a more substantial and 

comprehensive understanding of the events development and their impacts. 

The purpose of the present study was to provide an effective event 

management measurement for determining the perceived host residents’ 

satisfaction towards a mega event. Community’s perceptions of the Olympic 

Games impacts on overall satisfaction were proved to be significant. Those, 

in turn, are affected by the host residents’ background. The challenge for 

marketers is to identify the means to capitalize on demographics in order 

to optimize event outcome while minimizing the perception of negative 

impacts, and then to convert event impacts into satisfaction. 

Our study demonstrates that host community’s perceptions of environ-

mental and cultural impacts of the Olympic Games were important deter-

minants of host community’s overall satisfaction. This suggests that event 

marketers can use this valuable information in order to gain competitive 

advantage and value in the market. Internal marketing techniques desig-

ned to inform residents of the environmental and cultural benefits they 

receive from mega events, may be helpful in gaining the host community’s 

support that is necessary for the development, successful operation, and 

sustainability of mega events. Promotion of positive environmental and 

cultural benefits of events may alter the opinion of host residents who 

are opposed to mega events. Furthermore, tourism services providers and 

event businesses should be sensitive to cultural and environmental issues. 

Organizers of mega-events should give a great attention to the environ-

mental conservation and preservation programs, which will influence 

positively community’s perceptions about mega-events. 

Moreover, the results of this study can be useful to destination tourism 

marketers, who can segment and target their event market based on the 

demographic profile of possible event attendees. Tourism planners, policy 

makers and event managers need to ensure that mega-event development 

will create more benefits than costs for the community and the environment. 

In addition, the investigation of the host residents’ perceptions, after the 
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event, helps event organizers and governing institutions and authorities 

to identify concerns and benefits after the games so that problems can be 

promptly and properly avoided for future event policies and benefits can 

be gained through a more efficient event planning.  The examination of 

host residents’ perceptions after the event can be utilized as an evaluation 

tool of how successfully the event has been implemented and organized. 

If authorities do not address the problem areas, concerns, and issues that 

stem from host residents’ perceptions about the events, it is possible that 

local residents may be less willing to support the idea of hosting future 

mega-events (Kim et al., 2006).

Overall, results provide useful information about which variables 

influence host residents’ behavior, such as overall satisfaction towards a 

mega event. More specifically, demographic segmentation of individuals 

is widely used in tourism and event management research and practice 

and our findings indicate that, in fact demographic characteristics might 

have a serious impact on individuals’ overall satisfaction towards a mega 

event. In addition, this study can serve to provide practitioners and scholars 

in the tourism and event management field with applied research in an 

underserved subject that has major influence on the task of mega event 

development, the destination marketing and event strategy.
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