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Abstract | The assessment of environmental strategies and practices is an essential factor in sport
tourism events environmental sustainability. Thus, this investigation aimed to study spectators’ envi-
ronmental intentions in an international surfing event using the sport sustainability campaign evaluation
model (SSCEM). A questionnaire was applied to 343 spectators of the World Championship Tour at
Peniche, Portugal. The data were analysed with the Structural Equation Modelling Analysis. The re-
sults confirmed the influence of points of attachment and internal constraints on spectators’ attitudes
towards environmental campaign. However, attitudes towards environmental campaign did not influence
spectators’ sustainability intentions. Only, external constraints and past behaviours were associated to
spectators’ sustainable intentions. This research added valuable knowledge on the factors influencing the
sport consumers’ environmental intentions providing knowledge to sport managers to better plan future
campaigns regarding the target audience. Furthermore, this investigation confirmed the SSCEM'’s ability
to analyse the consequences of the environmental campaigns developed by the sport tourism events.
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1. Introduction

Sport events are valuable resources to pro-
mote environmental awareness and their impor-
tance is recognized by International Olympic Com-
mittee (I0C) and the World Tourism Organization
(WTO) (10C, 2017; WTO, 2019).

Sport organizations are motivated by strategic
and legitimacy factors to adopt environmental ma-
nagement practices (Babiak & Trendafilova, 2011;
Kellison & Hong, 2015), and these efforts continue
to advance (McCullough, Pfahl, & Nguyen, 2016).
These increased determinations further emphasize
the importance to evaluate environmental initiati-
ves' results to legitimize the continuity, justify ad-
justments, or suppress such initiatives. Implemen-
ting environmental initiatives through fan engage-
ment campaigns, such as the organization of green
thematic sport events and environmental educa-
tion, is one of the most mentioned environmental
practices adopted by sport organizations (Barrett,
Bunds, Casper, & Edwards, 2019). Thus, it is im-
perative to evaluate the effectiveness and impacts
of such efforts based on organizational outcomes
among targeted stakeholder groups.

Spectators are recognized as part of the sport
tourism demand (Martins, Pereira, Rosado, &
Mascarenhas, 2021; Mascarenhas, Pereira, Ro-
sado, & Martins, 2021) and as important sta-
keholders for evaluating the events' sustainability
performance (Boggia, Massei, Paolotti, Rocchi,
& Schiavi, 2018). Additionally, it is recommen-
ded the study of the effectiveness of environmen-
tal initiatives on spectators’ behaviour (Mascare-
nhas et al., 2021; Trendafilova & McCullough,
2018).
factors are involved in the spectator’s response to

Thus, it is necessary to examine which

environmental campaigns, contributing to the in-
crease of pro-environmental behaviour (Martins et
al., 2022), and justifying the current initiatives and
the promotion of future environmental campaigns
within various sport contexts (Trail & McCullough,
2020).

Several studies have verified the importance of
sport initiatives and campaigns to increase specta-
tors” ecological behaviour (Casper, McCullough, &
Pfahl, 2020; Casper, Pfahl, & McCullough, 2017,
2014; Inoue & Kent, 2012); however, few studies
have advanced with models deepening the spec-
tator’s sustainability intentions, such as (i) Cas-
per et al. (2020) reflect on environmental va-
lues, personal and sport norms as predictive fac-
tors for spectators’ sustainability behaviours; and
(i) Trail's (2016) research proposes the sport fan
sustainability behaviour model, identifying the va-
rious factors that forecast the sport fans' specific
attitudes to sustainability campaigns and sustai-
nability behavioural intentions, but it has not yet
been tested.

The Sport Sustainability Campaign Evaluation
Model (SSCEM) (Trail & McCullough, 2020) in-
vestigates the effect of environmental campaigns
on the sport participants' intentions, exposing
which factors contribute to their attitudes toward
the sustainability campaigns and behavioural in-
tentions. Trail and McCullough (2020) recommen-
ded testing the SSCEM on future applications to
other types of sport actors and sport events.

In particular, nature-based sports provide a
context where sport actors are directly connected
to natural resources, which has been identified as
a promoter of more ecologically friendly attitudes
and behaviours (Lin & Lee, 2020; Wolf, Croft, &
Green, 2019). For example, surfers’ link to the na-
tural environment was one of the factors endorsing
ecological behaviours (Larson, Usher, & Chapmon,
2018). Furthermore, considering the centrality of
the relationship with nature in the surfing experi-
ence, a strong connection from the surfing commu-
nity to the environmental theme has been deduced
(Borne, 2018). The World Surf League (WSL), as
the organization responsible for the world champi-
onship tour, has been committed to several envi-
ronmental actions (WSL, 2019).

The recognition of the surf community's con-

nection with the natural space, its activism on en-



vironmental issues, and the environmental initiati-
ves and campaigns proposed by WSL surf events
are solid justifications for applying the SSCEM to
surfing events’ spectators. Thus, accounting for
the relevance of evaluating environmental cam-
paigns implemented by sport organizations, the
purpose of this investigation was to study specta-
tors’ environmental intentions in an international
surfing event using the sport sustainability cam-
paign evaluation model, contributing, in theoreti-
cal terms, to the deepening of knowledge about the
behavioural intentions of sport spectators and in
practical terms, for the development of strategies
to positively influence the environmental intentions

of the spectators in the surf tourism context.
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2. Literature Review

To assess the impact of environmental cam-
paigns on the behaviour of the sport actors, Trail
and McCullough (2020) developed the SSCEM.
The SSCEM (Figure 1) was grounded on the sport
fan sustainability behaviour model (Trail, 2016),
expanding its application context to sports parti-
cipants and adapting its dimensions. Thus, the
SSCEM is a model already validated for the con-
text of sport events, and consequently, applicable
in the present study. However, strengthening the
application of SSCEM to other niches of sport con-
sumption, such as spectators, is essential to gua-
rantee the relevance of the knowledge provided by
the model so that sport event managers can bet-

ter plan environmental campaigns aimed at spec-

tators.
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Figure 1 | Sport Sustainability Campaign Evaluation Model
Source: Trail & McCullough, 2020, p.4

2.1. Needs and values

Self-determination theory (Deci & Ryan,
2008), values theory (Rokeach, 1973), Sagiv and
Schwartz's (2000) values theories, identity theory
(Stryker & Burke, 2000) and the value-belief-norm
(VBN) model (Stern, Dietz, Abel, Guagnano, &
Kalof, 1999), have been used to relate needs and
values to environmental attitudes and intentions.

Some studies that have specifically focused on

environmental behaviour have attested to the po-
sitive influence of universal and biospheric values
(de Groot & Steg, 2010), in particular for environ-
mentalism values, which has been corroborated in
the tourism context (Oliver, Benjamin, & Leonard,
2019) and on spectators and sport practitioners'
behaviour (Casper et al., 2014; Gau, Huang, Chen,
& Naylor, 2019; Van Riper et al., 2019). Moreo-
ver, environmentalism is included in universalism

values, such as tolerance and social justice values,
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which refer to the appreciation for tolerance and
protection of the welfare of all people and nature,
according to the value theory (Schwartz, 1992).
In Trail's (2016) research, self-actualization ne-
eds, namely, needs for wisdom and inner peace,
were related to aesthetics and associated with the
sport spectators’ environmental sustainability in-
tentions when mediated by environmentalism, to-
lerance, and social justice values. Thus, the fol-

lowing hypotheses are proposed:

H1: Self-actualization needs will influence

universalism values.

H2a: Self-actualization needs will influence
attitudes toward the campaign.

H2b: Self-actualization needs will influence
attitudes toward the campaign mediated by

universalism values.

H3: Universalism values will influence atti-

tudes toward the campaign.

2.2. Points of attachment

Trail et al. (2000) stated that identification,
as ‘orientation of the self in regard to other ob-
jects including a person or a group that results
in feelings or sentiments of close attachment’ (pp.
165-166), influences the consumption behaviour of
sport spectators. Given their influence on atten-
dance and purchasing intentions, points of attach-
ment have been recurrently used in the study of
spectators (Ballouli, Trail, Koesters, & Bernthal,
2016; Reams, Eddy, & Cork, 2015; Rocha &
Fleury, 2017).
Points of Attachment Index (Robinson & Trail,
2005; Trail et al., 2003) with several subscale
adaptations to the context of sporting events. Bal-

Some studies have refined the

louli et al. (2016), for example, examined a For-
mula 1 event with adapted subscales of identifica-
tion to the driver, sport, Formula 1, and place, pro-
viding support for the adaptation of the Points of

Attachment Index to the measurement of sporting
events with individual modalities, as it is the case
of surfing events. In the context of tourism events
and nature sports, the influence of connection to
the place and the community has been positively
related to the adoption of environmental behavi-
ours (Alonso-Vazquez, Packer, Fairley, & Hughes,
2019; Buta, Holland, & Kaplanidou, 2014; Larson
et al., 2018). Following the above conceptualiza-

tion,

H4: Points of attachment will influence at-

titudes toward the campaign.

2.3. Environmental attitudes and sustainabi-

lity behavioural intentions

Among the multiple theories that contextualize
human behaviour, the theory of the planned beha-
viour (Ajzen & Madden, 1986) has been one of the
most used to examine the influential factors on en-
vironmental behaviours (Klckner, 2013). The li-
terature on environmental behaviour addresses the
existence of a beneficial effect of environmental
attitudes on behaviour, and also the possibility of
encounter the attitude-behaviour gap (Kollmuss &
Agyeman, 2002). In the context of tourism events,
evidence supports the positive effect of attitudes
on the intention to engage in eco-friendly beha-
viours (Wong, Wan, Huang, & Qi, 2021). Also,
in the sport context, there have been some fin-
dings that positively relate attitudes to practitio-
ners and spectators’ environmental behaviour (Kil,
Holland, & Stein, 2014; Lin & Lee, 2020; McCul-
lough, 2013). According to the above theories and

results,

H5: Attitudes toward the campaign will lead
to sustainability behavioural intentions



2.4. Constraints

The stimulation of internal and external factors
has been recognized in environmental behaviour
(Kollmuss & Agyeman, 2002; Steg & Vlek, 2009).
In the sport literature, several studies on spectators
have shown the negative influence of constraints
on sport consumption (i.e., sport attendance: Kim
& Trail, 2010; Mayer & Hungenberg, 2021; Ro-
cha & Fleury, 2017; Trail & Kim, 2011). Internal
constraints have been defined as internal percep-
tions that can constrain spectators’ consumption
behaviour. External constraints are the social and
contextual aspects that constrain the spectators’
consumption behaviour (Kim & Trail, 2010). Kim
and Trail (2010) found that the lack of knowledge,
lack of someone to attend with, lack of success
and interest from others were internal constraints
factors, and parking, location, commitments, fi-
nancial cost, leisure alternatives, participant sport
alternatives and sport entertainment were exter-
nal constraints. Theoretically elaborating on the
model of constraints, the same authors advanced
with their hierarchy, placing the influence of inter-
nal constraints in the first place and, in the second
place, that of external constraints (Kim & Trail,
2010; Trail & Mccullough, 2018).

Specifically, there is evidence of the influence
of constraints on the environmental attitudes of
outdoor recreationists (Moghimehfar, Halpenny, &
Walker, 2018). Trail (2016) found that internal
and external constraints influenced sport consu-
mers’ sustainability behavioural intentions, which
was further empirically supported by Trail and Mc-
Cullough (2018, 2020) in the study of the internal
constraint, lack of worth, and the external cons-
traint, lack of access, also identified as an external
constraint in the recycling spectators’ behaviour
(McCullough, 2013). Given the above framework,

this investigation proposes,

H6: Internal constraints will negatively in-
fluence attitudes toward the campaign.
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H7: External constraints will negatively in-
fluence sustainability behavioural intentions.

2.5. Past sustainable behaviours

Past sustainable behaviours have been conside-
red important for their positive influence on future
environmental behaviours (Kléckner, 2013; Koll-
muss & Agyeman, 2002; Steg & Vlek, 2009; Van
der Werff, Steg, & Keizer, 2014). Some studies
have concluded that recycling behaviour decreases
from daily to leisure (Oliver et al., 2019), similar
to the spectators’ behaviour identified in sport tou-
rism events (Han, Nelson, & Kim, 2015). Howe-
ver, some sport studies have demonstrated the as-
sociation of past behaviours with behavioural in-
tentions (Chiu, Won, & Kim, 2019), and more spe-
cifically, with sustainability intentions, for example,
in spectators’ recycling intentions (McCullough &
Cunningham, 2011). In accordance, it is sugges-
ted,

H8: Past sustainable behaviours will lead to
sustainability behavioural intentions.

Based on this framework, the objective of the
present investigation was to investigate spectators’
environmental intentions in an international sur-
fing event applying the hypotheses advanced by
SSCEM.

3. Materials and Methods

3.1. Event context

The World Championship Tour MEO Rip Curl
PRO 2019 (WCT Peniche), organized by the WSL,
was hosted in Supertubos Beach, Peniche, Portu-
gal, on the 17th, 18th, 20th and 26th of October
2019. The WCT Peniche had a female and male
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competition and involved 54 surfers. Event orga-
nizers ensured the operationalization of selective
waste collection and water points for refilling bot-
tles and marked paths for beach access. In addi-
tion, the event sponsors carried out several aware-
ness actions on the topic of waste, namely, cam-
paigns that focused on reducing single-use plastics,
such as beach cleaning actions and the “Beat the

Plastic - The Unwanted Shapes” campaign.

3.2. Sampling

Data was collected from 343 spectators over
18 years of age present at the events. The sam-
ple is educated, active, slightly female and mostly
young (Table 1).

Table 1 | Sample socio-demographic and sport activity
characteristics

Total (%)

Male 47.1

Gender Female 52.9
Under 25 344

25-30 30.8

Age 31-40 20.1
41 or more 14.6

High school 24.8

- Undergraduate 34.5

Level of Education Graduate 308
Other 0.9

Active (other sports) 46.2

Sport Activity Active (surf) 38.2
None 15.6

Data collection considered: a) the timeline of
the event - including weekdays and weekends; b)
the physical space of the event - a team of col-
laborators covered the various areas available to
spectate the event; and c) the characteristics of
the event — it was carried out in loco, during all
competition days, only to spectators who were in
the hosting event area, using paper and pen. The
collaborators were instructed to briefly present the
investigation to the respondents and provide ade-
quate time and space to complete the question-
naire.

The questionnaire applied to the event was ba-
sed on the questionnaire developed by Trail and

McCullough (2020), which included eight dimensi-
ons, namely, self-actualization needs, universalism
values, attitudes toward the campaigns, points of
attachment, internal constraints, external cons-
traints, sustainability behaviour intentions, and
past sustainable behaviours.

The self-actualization needs dimension was
measured through the need for wisdom, inner pe-
ace and aesthetics and the universalism values di-
mension was measured through social justice, to-
lerance and environmentalism. Both dimensions
were measured by three self-reported items with
a 9-point scale, with -1 = Opposed to my Ne-
eds/Values, 0 = Not Important, 3 = Important,
6 = Very Important, and 7 = Of Supreme Impor-
tance, following Schwartz's (1992) value theory.
This scale allows the measurement of “negative va-
lues” (Schwartz, 1992, p. 17), i.e., values that are
avoided in their behavioural choices.

Points of attachment were conceptualized as a
second order factor based on the Points of Atta-
chment Index. The constructs’ previous reliability
and validity values were good in a team (Robinson
& Trail, 2005) and individual sport events (Ballouli
et al., 2016).

The items in Trail and McCullough (2020)
were adapted for the present investigation, to me-
asure: (i) attitudes toward the campaign, through
two items that, in general, characterize the at-
titude towards the campaigns and initiatives at
the surfing event promoting sustainable behaviour;
(i) sustainability behaviour intentions, through six
items, of which three items focus on the recycling
behaviour and the other three items specify wa-
ter bottle reuse behaviour; (iii) internal constraints
was conceptualized as a second-order factor reflec-
ted in a total of eleven items worded negatively
adapted from Kim and Trail (2010) constraints
model and Trail and McCullough’'s SSCEM (2020);
(iv) external constraints were measured through
four items representing lack of access since it is
the only factor in Trail and McCullough’s (2020)
research that adapts to the characteristics of this



investigation; and (v) past sustainable behaviours,
two items representing the behaviours that linked
to the event’'s campaign. The attitudes toward
the campaign, points of attachment, internal cons-
traints, external constraints and sustainability in-
tentions were measured with self-report items on a
7-point Likert-type scale, with 1 = Strongly Disa-
gree to 7 = Strongly Agree. In addition, spectators
were asked about the frequency of environmen-
tal behaviour (i.e., percentage of times) to mea-
sure past sustainable behaviours, with a response
format from 0% to 100% (Trail & McCullough,
2020).

Except for self-actualization needs, universa-
lism values and past sustainable behaviours items,
all the items appeared randomly. The demographic
questions (age, gender, education level) and the
frequency of surfing events attendance and sport
practice were included at the end of the question-
naire.

Given the event’s international context, 36.5%
of respondents completed the English version and
63.5% the Portuguese version of the questionnaire
- a translation of the English version, adapted for
the present investigation, produced by the authors
and checked for cross-cultural equivalence by a
professional translator using a committee appro-
ach (Brislin, 1980).

3.3. Data Analysis

Using IBM SPSS Statistics (v. 25), the normal
distribution of the data was assessed through skew-
ness (sk) and kurtosis (ku) measures. Non-severe
violations of the normality assumption, with ab-
solute values of the sk and ku lower than 3 and 7
respectively, were the thresholds to use SEM analy-
sis with maximum likelihood estimation (Maréco,
2014).
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The SEM analysis was performed with lavaan
0.6.4; Rosseel, 2012) from the R

statistical package. To deal with missing values,

package (v.

full information maximum likelihood (FIML) im-
putation was used. Also, in this investigation, the
maximum likelihood estimation with robust stan-
dard errors (MLR) estimator was selected in the
face of the non-severe deviations of the items' nor-
mal distributions. The robust fit measures chi-
square (x?), comparative fit index (CFl), Tucker-
Lewis index (TLI), root mean square error of ap-
proximation (RMSEA), and the standardized root
mean square residual (SRMR) were used to ac-
cess the goodness of fit of the model accep-
ted for CFI>0.90, TLI>0.90, RMSEA<0.08 and
SRMR<0.08 (Hair, Black, Babin, & Anderson,
2010; Maroco, 2014). Items with factor loadings
<0.5 and the items that presented problems to the
model identification were removed.

The composite reliability with the coefficient
omega (w) was analysed considering the reference
values w > 0.7 (Hair et al., 2010; Maréco, 2014)
as indicative of acceptable internal consistency.

The model’s discriminant validity was asses-
sed with the Heterotrait-Monotrait (HTMT) ra-
tio of correlations considering the threshold value
HTMT>.90 for distinguishing a lack of discrimi-
nant validity (Henseler, Ringle, & Sarstedt, 2015).

4. Results

The results attested non-severe violations of
the normality for all the items as well as good inter-
nal consistency reliability within most factors, ex-
cepting for attitudes, lack of interest from others,
and lack of time which presented values of accep-
table internal consistency (Table 2).
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Table 2 | Items distributional properties (Mean, Standard Deviation, Skewness and Kurtosis) and loadings of items on constructs
(Standardized Loadings)

M SD sk ku A
Self-actualization Needs
Wisdom - Accumulated knowledge of life gained through experience. 6.2 1.0 -1.7 29 046
Inner peace — At peace with one's self and life. 6.2 1.1 -1.7 2.2 083
Aesthetics - Being appreciative of beautiful things in life. 6.0 1.2 -1.8 3.5 0.74
Universalism Values
Environmentalism - Protecting the environment. 5.8 1.3 -1.3 0.9 0.66
Social justice - Fair and dignified treatment of all people within society. 6.0 1.3 -1.7 25 0.72
Tolerance - Accepting differing views of other people and treating them fairly. 5.3 1.6 0.9 0.1 0.63
Attitudes toward the Campaign
I like that this event is trying to promote people’s environmentally sustainable practices. 6.5 0.84 -2.0 54 0.58
I like that this event is inspiring people to be more environmentally friendly. 6.2 1.0 -1.9 50 071
Sustainability Intentions
During this event, I will make sure to refill my water bottle at the provided refill stations. 5.5 1.3 0.8 0.1 083
During this event, I am planning to refill my water bottle at the provided refill stations. 5.2 1.5 0.7 0.2 079
During this event, I intend to refill my water bottle. 5.9 1.4 1.5 2.0 067
Points of Attachment 0.81
Attachment to Surf 0.95
[ am a fan of the surfers on the World Surf League (WSL) events. 5.1 1.6 0.7 0.2 0.85
I am a big fan of specific surfers. 4.3 1.8 0.3 0.9 075
First and foremost, I consider myself a surfing fan. 4.8 1.7 0.6 0.5 0.82
Surfing is my favourite sport. 4.1 1.9 00 -1.2  0.68
Attachment to Event 0.92
I'am a fan of the WSL events regardless of who is surfing 4.9 1.6 0.7 0.1 081
I consider myself a fan of WSL events, and not just one specific surfer. 4.7 1.7 0.5 -0.4 078
[ am a big fan of WSL events. 4.8 1.7 -0.6 -0.5 0.93
Attachment to the Community 0.44
I feel connected to numerous aspects of the Ericeira/Peniche community. 4.3 1.6 0.2 -0.4 083
I feel that I am a part of the Ericeira/Peniche community. 3.8 1.8 0.1 0.9 081
[ support the Ericeira/Peniche community as a whole. 5.2 1.3 0.5 0.1 061
Internal Constraints 0.60
Lack of Knowledge 0.77
I don't understand why this event is worried about water bottle refilling. 1.8 1.3 2.3 5.0 0.82
[ don't understand why this event is worried about waste recycling. 1.8 1.3 24 5.6 0.94
Lack of Interest from Others 0.73
My friends are not interested in acting sustainably. 2.4 1.6 1.2 0.5 0.65
My family is not interested in acting sustainably. 2.5 1.8 1.0 0.0 0.5
My significant other is not interested in acting sustainably. 2.3 1.5 11 0.4 0.59
Lack of Time 0.62
I don't have time to find a refill water station when I'm watching surfing events. 2.6 1.6 0.9 -0.2  0.69
I don't have time to find a waste recycling receptacle when I'm watching surfing events. 2.9 1.6 0.5 -0.7 057
External Constraints
When watching ;urﬂng events, it is just easier to buy a water plastic bottle than to look for 3.4 18 02 1.2
a refill water station.
Past Sustainable Behaviours
Qﬁ‘s;ommately what percentage of times do you reuse your water bottle instead of buying 7.9 334 09 -0.6
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All the factors presented good discriminant RMSEA.robust =.040; SRMR=.056) and the
validity (Table 3). The WCT Peniche's mea- structural model an acceptable fit (x?(387).robust
surement model had a good fit (x?(329).robust = 688.137; CFl.robust = .916; TLI.robust = .906;
= 508.807; CFl.robust=.948; TLl.robust =.940; RMSEA.robust = .048; SRMR=.075).

Table 3 | Reliability and Validity (Omega Coefficient and Heterotrait-Monotrait (HTMT) ratio of correlations)

HTMT
o 1. 2. 3. 4. 5. 6. 7. 8. 9. 10.

1.Self-actualization Needs 074 1
2.Universalism Values 0.70 065 1
3.Attitudes toward the Campaign  0.61 0.46 0.25 1
4.Sustainability Intentions 0.80 0.23 0.13 025 1
Points of Attachment 0.93
5.Attachment to Surf 0.85 0.14 024 0.25 0.06 1
6.Attachment to Event 0.88 0.13 0.19 0.23 0.15 084 1
7.Attachment to the Community 0.82 0.17 0.21 0.18 0.13 042 039 1
Internal Constraints 0.76
8.Lack of Knowledge 0.87 0.18 0.10 0.35 0.20 0.13 0.05 0.16 1
9.Lack of Interest from Others 0.62 0.24 0.09 048 0.19 0.15 0.11 0.13 058 1
10.Lack of Time 0.60 0.09 0.12 0.27 044 0.16 0.07 0.11 049 043 1

In this investigation, the SSCEM explained attitudes toward the campaign; and past sustaina-
26% of the Sustainability Intentions, which is ble behaviours and external constraints on sustai-
above the R? =.25, advanced as a good metric  nability intentions.
for social sciences (Cohen, 2013). Thus, as shown in table 4, the results presen-

From the path coefficients analysis (Figure 2), ted above supported hypotheses H1, H4, H6, H7
this investigation found the significant direct effect  and H8, but did not validate hypotheses H2, H3
of self-actualization needs on universalism values; and H5.
points of attachment and internal constraints on

\ s 3
H1 i i
\ Self-actualization Needs — —-1/ Um\‘;:;'::‘l‘;sm \\‘
N P s g _
H3
H2 16 :
.06
e — 74"'7*,, e
P B — ~ e =
|/ Internal B H6 o Attitudes toward \ H4 s Points of \I
\\\, Constraints / _50° \\,, Campaigns // g+ \ Attachment /'/
H5: .22
= 2

) H7 - Sustainability D H8 Past Sustainable
External Constraints. Intenti Behaviours
- \\\-“_7 intentions 7_4;/ 20+

Legend: B* significant for p<.05
Figure 2 | Sport Sustainability Campaign Evaluation Model for WCT Peniche
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Table 4 | Synthesis of the results

Hypotheses

B SE. | Z Decision

H1. Self-actualization Needs — Universalism Values

0.58 | 0.15 | 0.00 | Supported

H2. Self-actualization Needs — Attitudes toward the Campaign | 0.16 | 0.19 | 0.27 | Not supported

H3. Universalism Values — Attitudes toward the Campaign 0.06 | 0.12 | 0.59 | Not supported
H4. Points of Attachment — Attitudes toward the Campaign 0.29 | 0.11 | 0.00 | Supported
H5. Attitudes toward the Campaign — Sustainability Intentions | 0.22 | 0.12 | 0.10 | Not supported
H6. Internal Constraints — Attitudes toward the Campaign -0.50 | 0.17 | 0.00 | Supported

H7. External Constraints — Sustainability Intentions

-0.36 | 0.04 | 0.00 | Supported

H8. Past Sustainable Behaviours — Sustainability Intentions 0.20 | 0.00 | 0.00 | Supported

5. Discussion

The present study aimed to investigate spec-
tators’ environmental intentions applying the SS-
CEM at an international surf event whose environ-
mental campaigns met the implementation of the
reduction, reuse and recycling of plastic waste.

Focusing on the SSCEM, the model validated
five of the eight hypotheses. The effect of the self-
actualization needs on universalism values (H1)
corroborates the theoretical background (Trail &
McCullough, 2020), supporting the choice of in-
ner peace, aesthetics and wisdom to reflect the
needs related to the environmentalism, tolerance
and social justice values. However, neither self-
actualization needs nor universalism values were
confirmed as predictors of attitudes, preventing the
validation of hypotheses H2 and H3. These results
support neither the findings of Trail’s (2016) rese-
arch, in which the aforementioned needs were rela-
ted to sustainable behaviours only through values,
nor the vast literature that focuses on biocentric
and universal values as influencing environmental
attitudes and behaviours (Van der Werff et al.,
2014; de Groot & Steg, 2010; Casper et al., 2014;
Gau et al.,, 2019; Van Riper et al., 2019). Howe-
ver, Trail & McCullough (2020, 2021) did not va-
lidate the influence of needs on attitudes either,
including ten different needs corresponding to va-
rious levels, namely, self-actualization, belonging-
ness, safety and physiological needs.

The absence of the effect of attitudes on
recycling / reuse intentions reflects an attitude-
behaviour gap of the spectators, nullifying the H5.

The attitude-behaviour gap is a recurrent topic
in studies that infer about behaviour, including
environmental behaviour (Kollmuss, & Agyeman,
2002). More specifically, this gap has been noticed
in the contexts of sport demand in general (Mar-
tins et al., 2021) and sport tourism (Martins et al.,
2022; Mascarenhas et al., 2021), in particular.

The remaining hypotheses - H4, H6, H7 and
H8 - which forecasted the influence of the points of
attachment and internal constraints on the attitu-
des and the effect of external constraints and past
behaviours on sustainable intentions, were confir-
med. For this event, the influence of the points of
attachment on the attitudes toward sustainability
campaigns (H4) highlights the possibility of inves-
ting more in endorsing the identification of spec-
tators with the event, the host community and the
surf itself to further enhance the attitudes towards
the environmental campaigns.

In the WCT Peniche, internal constraints influ-
ence attitudes and external constraints influence
intentions, validating H6 and H7. These results
support the importance that has been attributed
to the study of constraints in the context of en-
vironmental behaviour (Moghimehfar et al., 2018;
Thggersen, 2005) and in the spectator’s study (Ito
& Kono, 2019).

The last hypothesis (H8) was confirmed, va-
lidating past sustainable behaviours as predictors
of sustainability intentions. This result is consis-
tent with the literature that attests to the posi-
tive effect of past behaviours on the attendance
behavioural intentions of the spectator (Chiu et al.,

2019), the positive influence of past environmental



behaviours on the spectators’ intentions (McCul-
lough & Cunningham, 2011; Trail & McCullough,
2020), and, even in a general consumption con-
text, the positive effect of the past environmen-
tal behaviours on the sustainability intentions (Van
der Werff et al., 2014).

6. Implications

From a methodological perspective, this study
advocates for prior knowledge of the needs and
values more connected to the environmental beha-
viour of the sport consumers under study and an
introduction of several points of attachment, mea-
sured through multi-items with subscales adapted
to surf events, namely, attachment to the event,
surf, and community.

Regarding the reliability values of the lack of
time and lack of interest, these factors may bene-
fit from a formative conceptualization or measure-
ment by single items (Kono et al., 2022; Trail &
McCullough, 2021).

From a managerial perspective, this study un-
derlines the importance of addressing the multipli-
city of factors that can induce environmental beha-
viour, foreseeing a clear disadvantage in developing
an environmental campaign solely focused on pro-
moting attitudes, regarding the attitude-behaviour
gap reported in this study. On the contrary, cam-
paigns should expand the strategies and actions
to be carried out at the event, for example, ta-
king into account the mitigation of external cons-
traints, such as the lack of accessibility, confirmed
as a constraining factor of sustainable intentions.

In addition, the use of role models to promote
environmental behaviour has been suggested in the
sport literature (Chen et al., 2018; Martin, Weiler,
Reis, Dimmock, & Scherrer, 2017). Exploring the
positive influence of the attachment to the place
and community on the adoption of environmental

behaviours, campaigns should contain a clear mes-
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sage, with a strong and direct appeal to spectators
regarding the behaviour they intend to promote
(Alonso-Vazquez et al., 2019), strengthening the
adoption of an environmentally beneficial behavi-
our for the place/community with which they iden-
tify (Buta et al., 2014). For example, promoting
the community of Peniche and the close connec-
tion to the sea could be a starting point in invo-
king the environmental behaviour of WCT Peniche
spectators. Since the place-attachment has been
connected to promoting the revisiting of the place
and the event (Kirkup & Sutherland, 2017), the
event managers should address the message to an
audience that has already been exposed to a first
environmental campaign, making several editions
of the campaign. This strategy will enhance the
advantage of greater visibility of environmental ac-
tion and, consequently, of the environmental image
of sport event organizations, which is defended by
O’Brien and Chalip (2008) in the context of en-
vironmental strategic leveraging, advocating care
prior planning of the environmental benefits that
are to be achieved with the event.

7. Conclusion

In conclusion, this research contributed to the
strengthening of the knowledge about the environ-
mental behaviour of sport tourists and exploring
a model that could be used to better plan and
implement environmental campaigns at sporting
events. Thus, managers should focus on unders-
tanding the lack of knowledge, time and interest
from others since it can influence the positive at-
titude of spectators regarding the recycle / reuse
campaign. Furthermore, event managers should
plan future environmental campaigns, connecting
the spectators with the surf context (surf, event
and the host community), mitigating the lack of
access to perform the environmental behaviour and

promoting experiences that can leverage past sus-
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tainable behaviour. Furthermore, this study bro-
adened the focus of the application of the SS-
CEM to sport tourism events, examined a cultu-
ral context different from its original application
and analysed sport events with a close connection
to nature, strengthening the theoretical framework

under study.

8. Limitations and Directions for Future Re-
search

Given that self-actualization needs and univer-
salism values were not confirmed as predictors of
attitudes, in future investigations may be benefi-
cial to introduce hedonic values since they have
also been related to nature-based sports (Van Ri-
per et al., 2020).

The absence of the influence of attitudes on
intentions clearly illustrates the presence of the
attitude-behaviour gap in low-effort environmental
behaviours, such as recycling and reuse, accumu-
lating another finding that should be explored by
future research. The intentions chosen for this in-
vestigation are consistent with Trail's (2016) work,
examining the progression of sustainability cam-
paigns and the resulting behaviours. In addition,
though, it is also important to study high effort
environmental intentions/behaviours that require
a greater commitment from sport spectators, such
as the adoption of sustainable transport in the con-
text of sport tourism events (Martins et al., 2022;
Mascarenhas et al., 2021).

Future studies should also include the specta-
tors’ expectations/perceptions on the responsibi-
lity of organizations linked to the event, in terms
of the incorporation of more effective environmen-
tal management practices, since there is evidence
that this is a factor that positively influences the
sport spectators’ recycling behaviour (Casper et
al., 2017; Han et al., 2015). Additionally, the
integration of other event stakeholders, such as

local residents, should be considered (Aratjo &
S4, 2017) in the study of sustainable tourism, and
in particular, in the research of pro-environmental
behavioural change resulting from marketing cam-
paigns of sport events.

Finally, it is noteworthy that the question-
naire used self-reported items, which only allowed
the verification of behavioural intentions and not
of observed behaviours, acknowledging the bias
between intentions and behaviour. Future studies
may include the recommendations of Esfandiar et
al. (2019) advocating the advantages of (i) using
items that affect current environmental behaviour
instead of future intentions; and (ii) inclusion of
"pro-environmental personal norms’ as a proxy for
pro-environmental behaviour, based on the norm-

activation theory.
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