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The 2014 FIFA World Cup™: Tourists’ satisfaction levels and 

likelihood of repeat visitation to Rio de Janeiro 

 

 

 

ABSTRACT 

 

High-profile mega-sporting events have progressively been positioned in marketing, 

decision-making and strategy development of tourism destinations especially as 

platforms for showcasing host destinations. This study conceptualizes a model of 

interlinked constructs in order to predict sports tourists’ likelihood of repeat visitation 

to Rio de Janeiro after the 2014 FIFA World Cup™. This conceptual model includes 

the effects of tourists’ information search, destination image and perceptions of 

crime-risk on satisfaction and ultimately, repeat visitation to Rio de Janeiro. The 

results provide support for the proposed model and confirm that information search 

negatively influences tourists’ image of Rio de Janeiro and that destination image, 

reduced crime-risk perceptions and satisfaction positively influence the likelihood of 

repeat visitation to Rio de Janeiro. These findings should assist destination 

marketers in managing the destination brand and changing existing perceptions and 

misconceptions about Rio de Janeiro, in order to positively influence tourist 

satisfaction and repeat visitation. 

 

Keywords: FIFA World Cup™, Rio de Janeiro, information search, destination image, 

crime-risk perceptions, satisfaction, repeat visitation.  
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1. Introduction  

High-profile sport mega-events have progressively been positioned in marketing, 

decision-making and strategy development of tourism destinations (Gibson, 2010; 

Knott, Fyall & Jones, 2016). More specifically, the strength and compatibility of the 

relationship between sport and tourism has increased dramatically in recent years; 

with an overlapping of these industries happening on a global level (Gibson, 2010; 

Hinch, Higham & Sant, 2014). Gibson (2010) proposes that sport tourism is one of 

the fastest-growing sectors within the tourism industry. Sport tourism refers to people 

who travel outside of their residential environment to actively or passively involve 

themselves in either competitive or recreational sport (Gammon & Robinson, 2003; 

Hinch & Higham, 2001). Sport tourism has been identified to have three domains 

namely: participatory, celebratory and event-based, which includes mega-events 

(Gibson, 2010; Hinch, Higham & Sant, 2014).   

Event-based sport tourism has received the most attention within the field the sport 

tourism literature. Cornelissen and Swart (2006: 108) define mega-events as 

‘complex affairs which originate from a specific set of economic objectives, but which 

have potential and social outcomes that extend far beyond’. Additionally, sport mega-

events are large-scale competitions such as the Olympic Games and FIFA World 

Cup™ appeal to a significant number of participants and spectators (Knott & Swart, 

2015). 

In recent years, developing countries such as Brazil, Russia, India, China and South 

Africa (BRICS) have increasingly used mega-events to promote socio-economic 

development and image enhancement (Grix, Brannagan & Houlihan, 2015; Knott & 

Swart, 2015). The importance of clarifying the relationship that exists between 

perceived crime-risk and the future travel behavior of tourists to these destinations is 

underscored (George & Swart, 2012). Although Brazil hosted the 2014 FIFA World 

Cup™ relatively successfully, substantial concerns were raised prior to the event 

regarding the safety and security of the host nation (Watts, 2014). These concerns 

stemmed primarily from elevated local crime rates rather than terrorist attacks that 

are often associated with high-profile mega-events such as the Olympic Games and 

FIFA World Cup™ (Taylor & Toohey, 2007). Prior to the 2013 FIFA Confederations 

Cup™, which served as a precursor to the 2014 FIFA World Cup™, mass violent 

protests involving over 5 000 residents in Rio de Janeiro, tainted the host country’s 

reputation (Barchfield, 2013). As a result, safety and security concerns were 

heightened in the lead up to the 2014 FIFA World Cup™.  

This research aims to better understand how 2014 FIFA World Cup™ tourists’ 

information search, perceived crime-risk and satisfaction influenced their likelihood of 

repeat visitation to Rio de Janeiro. Previous literature on the topic has dealt 

extensively with crime-risk perception (Pizam & Mansfeld, 1996; Maser & Weiermair, 

1998), satisfaction (Cadotte, Woodruff & Jenkins, 1987; Oliver & Swan, 1989; Kozak 
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& Rimmington, 2000) and repeat visitation (Oppermann, 1996; Baloglu & Erickson, 

1998; Niininen & Riley, 1998) of tourists to a destination. However, there is a dearth 

of research that covers the influence of tourists’ information search on their 

perceptions of crime-risk at sport mega-events and destination image, and how these 

constructs influence satisfaction and tourists’ likelihood of repeat visitation.  

2.1. Tourism and Crime-Safety  

 

Extensive research has been conducted on the nature of the relationship between 

tourism and criminal activity. There are two main areas of research on the topic 

namely: whether crime at a destination impacts on tourism demand, and whether the 

tourism industry possibly encourages criminal activity.   

 

One of the primary concerns tourists have when deciding upon a travel destination is 

the potential of experiencing crime (Levantis & Gani, 2000). Travelling to developing 

nations poses an even bigger crime-risk as there is often more incentive for locals to 

commit crimes against tourists (Levantis & Gani, 2000). Research conducted on the 

relationship between tourist-victimization and crime shows that high crime rates have 

a negative effect on tourist demand (Barker, Page & Meyer, 2002; Chesney-Lind & 

Lind, 1986). When there is an excessive potential threat to their wellbeing, tourists 

are likely to cancel, postpone or consider substitute destinations that are less risky 

(Pizam, 1999; Pizam, Tarlow & Bloom, 1997; Richter & Waugh, 1986). Levantis and 

Gani (2000) specifically looked at developing nations and found this proposition to be 

correct. However, contrasting evidence shows that there is no general relationship 

(Tarlow, 2000). Despite there being conflicting evidence concerning the relationship 

between crime levels and tourism demand, there is no doubt that crimes committed 

against tourists are highly publicized, thus attracting negative attention to the 

destination in question (George & Swart, 2012) as was the case for both South Africa 

and Brazil in their respective hosting of FIFA World Cups.   

Tourism research also examines crime and tourist activity from another perspective. 

Several researchers propose that the development of the tourism industry 

encourages criminal activity (Walmsley, Boskovic & Pigram, 1983; Fujii & Mak, 

1979). It has been suggested that tourists are more likely to be victimized as they are 

likely to find themselves in unfamiliar settings (Chesney-Lind & Lind, 1986; Barker, 

Page & Meyer, 2002; Boakye, 2010). The mere appearance of a non-local makes 

tourists targets; more especially when they are perceived as wealthy (Chesney-Lind 

& Lind, 1986). Harper (2001) identified three characteristics that make a tourist 

susceptible to crime victimization: having the status of a tourist, being non-permanent 

and being transient at the destination. Given the fact that sport mega-events attract 

large numbers of domestic and foreign tourists, they become prime criminal hotspots 

due to heightened opportunity for local criminals (Barker, Page & Meyer, 2003). 

Transient crowds allow for a greater number of unidentified people at any one time 

and, therefore, an increased pool of potential victims and more difficult identification 

of criminals (Jarrel & Howsen, 1990).  
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2.2 Information Search   

 

Consumer decision-making is the process of obtaining information and integrating 

information into related purchase decisions (Moutinho, 1987). Consumers have very 

few opportunities to rate the quality of a product or service before consumption. In 

order to minimize potential risk, consumers require information before deciding on a 

purchase. The decision-making of tourists with regards to destinations is no different. 

Gathering information through a search is an effective method of reducing potential 

risk (Bieger & Laesser, 2004; Gursoy & McClearly, 2004), and consequently 

uncertainty or dissatisfaction (Mitchell, 1999). Sheth and Venkatesan (1968) propose 

that information search to reduce risk is more prevalent among tourists with little prior 

travel experience.  

 

Tourists use a number of information sources to form perceptions of a destination 

and to reduce perceived risk (Fodness & Murray, 1999). These sources are 

categorized as internal or external information sources (Money & Crotts, 2003). The 

internal information search is the process of retrieving decision-relevant information 

that has been stored in the tourist’s memory. This may include previous experience, 

or past information searches. External information search is classified into four 

categories (Beatty & Smith, 1987): personal (word-of-mouth advice from friends and 

family), marketer-dominated (advertisements in print and electronic media), neutral 

sources (third party sources such as travel agents and tourist guides) and lastly, 

experiential sources such as direct contact with the destination. In recent years, the 

Internet has been considered as a fifth shared source of external information (Money 

& Crotts, 2003; Buhalis & Law, 2008). Categorizing information provided by 

destination marketing organizations (DMOs), such as government, state or city tourist 

offices, is also contentious, as it could be categorized as either a neutral source 

(acting as an intermediary between the tourist activities and tourists) or a marketer-

dominated information source (exclusively promoting destinations generating 

overnight stays and income) (Money & Crotts, 2003).     

Baloglu and McClearly (1999) conclude that information sources, both internal and 

external, play a major role in the formation of the tourist’s cognitive image of a 

destination. Organic images are created from non-tourism information sources. 

Potential tourists, who wish to travel, may then involve themselves in an active 

information search thus engaging with tourism-related information sources. In this 

way, induced images are created. These induced images may be different from the 

original organic images (Gunn, 1972). It is also suggested that the type, quality and 

quantity of information would determine the nature of the image formed (Burgess, 

1978). Thus, the following hypothesis was proposed: 

 

H1: A greater information search is positively related to their destination image of Rio 

de Janeiro at the 2014 FIFA World Cup.  
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2.3 Destination Image 

 

Tourist destinations are becoming increasingly competitive, therefore it is important 

to understand what motivates tourists to choose particular destinations. Like any 

business, creating a favorable and attractive image in customers’ minds, is important 

to the success of the business. The same applies to tourist destinations. Destination 

image is accepted as a vital aspect of successful tourism and destination marketing, 

due to its influence on supply and demand sides of tourism marketing (Tasci & 

Gartner, 2007).  

DMOs recognize the important role that the hosting of events may have on the 

formation of the destination’s image, despite major costs, investments and other 

social problems related to preparing for the event (Getz, 2008). Associations arising 

from an event can be used to inform strong and unique associations for the 

destination (Cai, 2002; Waller, Trendafilova, & Daniell, 2015). The value of events 

lies in the benefits of image transfer which refers to the assignment of abstract event 

associations to the destination’s image (Deng & Li, 2013). Deng and Li (2013) 

conclude that event image has a strong positive effect on destination image. The 

theory of image transfer has been widely accepted in event sponsorship literature; 

especially for the sponsorship of sport events (Xing & Chalip, 2006; Deng & Li, 

2013).  

Perceptions of safety and security are salient purchase criteria for leisure travel; 

especially in relation to developing nations with immature tourism development 

(Donaldson & Ferreira, 2007). Numerous researchers have argued that perceptions 

of crime-risk at tourist destinations have a negative impact on the destination’s image 

and on tourism demand (Pizam & Mansfeld, 1996; Dimanche & Leptic, 1999; 

Levantis & Gani, 2000). Given this relationship, the associated hypothesis is as 

follows:   

H2: Destination image is positively related to crime-risk perceptions of tourists in Rio 

de Janeiro during the 2014 FIFA World Cup™. 

Destination image is considered to be the most important aspect when it comes to 

tourists’ decisions (Castro, Amario & Ruiz, 2007; Chen & Tsai, 2007). When tourists 

have positive perceptions and impressions of a destination they are more likely to 

visit the destination in the future (Alhemoud & Armstrong, 1996). Furthermore, a 

favorable destination image can positively affect satisfaction and future travel 

behavior (Bigne, Sánchez & Sánchez, 2001; Lin, Chen & Liu, 2003). 

Satisfaction is seen as a tourist’s post-purchase evaluation of the destination (Wang 

& Hsu, 2010). Previous research has concluded that destination image is a vital 

factor in influencing tourists’ satisfaction with the destination (Castro, Amario & Ruiz, 

2007). The more positive the destination image, the higher tourist satisfaction will be. 

Past findings conclude that destination image is, therefore, a direct antecedent of 
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satisfaction where there is a positive relationship (Court & Lupton, 1997; Yang, Hu & 

Yuan, 2009). From this, the following hypothesis can be deduced. 

H3: Destination image is positively related to tourists’ satisfaction at the 2014 FIFA 

World Cup™. 

2.4 Perceived Risk and Mega-events  

 

Perceived risk in consumer behavior refers to a customer’s perception of uncertainty 

and unfavorable consequences when performing a purchase (Dowling & Staelin, 

1994; Maser & Weiermair, 1998). When risk and safety concerns are experienced 

within a tourist’s decision-making process, there is a substantial likelihood of these 

aspects becoming overruling factors resulting in the alteration or cancellation of travel 

itinerary (Sӧnmez & Graefe, 1998). Encounters with negative perceptions of a 

destination could potentially result in negative destination images (Goodrich, 2002; 

George, 2003). This could have the potential effect of reducing the influx of foreign 

tourists to the area, through negative publicity and word-of-mouth (George, 2003; 

Gibson & Lepp, 2003).  

The tourism literature indicates that travel risks are associated with terrorism (Arana 

& Leon, 2008; Taylor & Toohey, 2007), crime (Pizam & Mansfeld, 1996; Maser & 

Weiermair,1998) natural disasters (Faulkner & Vikulov, 2001; Maser & 

Weiermair,1998) hygiene, transportation, culture/ language barriers and uncertainty 

related to destination-specific laws and regulations (Maser & Weiermair, 1998), 

tourist type (Lepp & Gibson, 2003; Roehl & Fesenmaier, 1992) and previous travel 

experience (Boo & Gu, 2010; Lepp & Gibson, 2003; Sӧnmez & Graefe, 1998). 

Previous literature suggests that a tourist’s propensity to participate in risk-taking is 

related to personality attributes and personal characteristics (Carr, 2001; Plog, 1974) 

and that a tourist’s risk perception is uniquely formulated for each situation (Roehl & 

Fesenmaier, 1992). These personal characteristics include age and life stage 

(George, 2010; Gibson, Attle & Yiannakis, 2002). A further personal influencing 

factor, which is important in terms of mega-events, is nationality, as tourists attending 

the event from different destinations interpret and perceive the same risk differently 

(Seddighi, Nuttall & Theocharous, 2001; George & Swart, 2012).  

Studies have also focused on the behavioral predictors of a tourist’s perception of 

risk regarding the desired destination, these include: past travel experience (Gibson 

& Lepp, 2003), intention of visit (George & Swart, 2012), period of visit (George, 

2003) and travel information search (Pizam, Jeong, Reichel, Van Boemmel, Lusson, 

& Steynberg, 2004). Tourists who have travelled abroad are less likely to perceive 

high levels of risk, as they are able to draw perceptions from previous encounters as 

opposed to inexperienced travels who would perceive risk more highly (Lepp & 

Gibson, 2003; Sӧnmez & Graefe, 1998). To favorably influence a tourist’s decision 

regarding travel plans, it is essential to understand the nature of these potential risk 

incidents, to be able to predict the likelihood of them occurring and finally, project the 

prospective impacts on the industry and economy in an attempt to reduce them 

(George, 2010).    
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There is a paucity of research that has been conducted regarding the association 

that exists between a tourist’s risk perception and attending a sporting event (Qi, 

Gibson & Zhang, 2009). Within this research, it has been identified that the most 

influential risk factors associated with major sporting events are terrorism and crime 

(George, 2010). Terrorists have found sport mega-events to be ideal as they can 

target participating athletes, spectators of the event and corporate sponsors of the 

event (Atkinson & Young, 2002). The more prestigious and large scale the sporting 

event, the greater the chance of a terrorist attack, thus, there is considerable concern 

for sport mega-events such as the Olympic Games and FIFA World Cup™ (Toohey, 

Taylor & Lee, 2003). Since the 1960s, these mega-events have been prime targets 

for terrorism given the advances in mass media coverage and broadcasting (Toohey, 

Taylor & Lee, 2003). The first notorious instance of terrorism at a sport mega-event 

took place at the 1972 Munich Olympic Games (Toohey, Taylor & Lee, 2003), with 

subsequent incidences at 1996 Atlanta Games as well as the 2000 Sydney Olympic 

Games. In a study conducted by Neirotti and Hilliard (2006), on the 2004 Athens 

Olympic Games, it was suggested that tourists’ perceptions of risk influenced their 

attendance to the event, with a considerable amount of tourists avoiding the event as 

a result of the safety and security concerns. Confirming this finding, Kim and Chalip 

(2004) identified that a tourist’s perception of increased risk surrounding safety and 

security could potentially influence their future decision-making to attend, or travel to 

a mega-event. 

: 

H4: Increased crime-risk perception is positively related to tourists’ satisfaction at the 

2014 FIFA World Cup™.  

2.5 Satisfaction  

 

Advances in international tourism have increased the competition between tourist 

destinations (Korzak & Rimmington, 2000; Yoon & Uysal, 2005). Furthermore, it has 

been suggested that tourist satisfaction regarding a destination may create repeat 

visitation (Kozak & Rimmington, 2000).  

 

There are numerous models used to assess customer satisfaction. Yoon and Uysal 

(2005) extracted three main common components within models. These components 

are adapted to analyze tourist satisfaction. Expectation satisfaction occurs when 

tourists develop expectations about a destination before purchasing the trip (Oliver, 

1997). Therefore, actual performance is compared with prior expectations. If actual 

performance trumps expectations, positive disconfirmation is attained. The tourist is, 

therefore, satisfied and is willing to revisit the destination. Should the opposite occur, 

expectations exceed actual performance, negative disconfirmation occurs. Should a 

tourist experience this, it is likely that alternative destinations will prevail. Simply put, 

expectation satisfaction is the result of a comparison between the tourist’s prior 

image of the destination and what the tourist actually sees, feels and achieves at the 

destination (Chon, 1989). Equity satisfaction, proposed by Oliver and Swan (1989) 
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compares the relationship between the tourist’s costs and the benefits they 

anticipate. Costs may include price of transportation, the time it takes to arrive at the 

destination and general effort (Heskett, Sasser & Schlesinger, 1997). Therefore, if a 

tourist perceives the benefits thereof outweigh the costs, the destination is 

worthwhile. The third component of satisfaction is relative satisfaction (LaTour & 

Peat, 1979; Oliver & Swan, 1989). Standards operate as a reference for assessing 

the destination. Dissatisfaction occurs when a destination outperforms the assessed 

destination based on ideal standards (Yoon & Uysal, 2005).       

 

H5: High levels of satisfaction at the 2014 FIFA World Cup™ positively influences the 

likelihood of repeat visitation to Rio de Janeiro.  

 

Satisfaction derived from a destination is likely to affect the tourist’s post-visit 

behavior; which in turn, is most likely to affect the tourist’s likelihood of repeat 

visitation.  

 

2.6 Repeat Visitation  

 

Repeat visitation is referred to as the decision made by a tourist to return to a certain 

destination after having visited it (Rittichainuwat, Qu & Leong, 2003) and accounts for 

more than half of the total arrivals at many destinations (Wang, 2004). Sporting 

events are particularly useful vehicles to promote sustainable tourism, with the type 

of event determining the overall effect on destination branding (Taks, Chalip, Green, 

Kesenne & Martyn, 2009). Tourists attending these events, experience not only the 

original attractions of the destination, but are also exposed to an additional desirable 

atmosphere (Gratton & Taylor, 2000). Mega-events, given the international scope 

and excessive media exposure, tend to result in longer term effects on the tourism 

industry, through repeat visitation (Taks, Chalip, Green, Kesenne & Martyn, 2009; 

Desbordes & Richelieu, 2012). 

 

Literature has investigated repeat visitation from three perspectives. First, Baloglu 

and Erickson (1998), and Niininen and Riley (1998) analyzed this construct 

surrounding destination loyalty, where repeat visitation is a critical factor. Second, 

Gitelson and Crompton (1984); Gyte and Phelps, (1989); Oppermann (1996) and 

Niininen and Riley (1998) conducted research on the characterizations of the division 

of tourists that exercise repeat visitations to certain destinations and how a tourist’s 

behavior and motivations are influenced by familiarity. Third: the influencing factors of 

repeat visitation by analyzing the impact that tourist characteristics, perception of 

destination quality, level of satisfaction and image have on a tourist’s future travel 

arrangements (Mazursky, 1989; Fakeye & Crompton. 1991; Moutinho & Trimble, 

1991; Juaneda 1996; Court & Lupton, 1997).  

 

Previous literature on this topic suggests that repeat visitation can materialize as a 

result of different tourists’ attitudes towards the destination such as the feeling of 

inertia (Woodside & McDonald, 1994); the attitude of indifference between similar 
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destinations, thus resorting to a previous destination; risk of aversion/ avoiding 

uncertainty (Mitchell & Greatorex, 1993); a compensatory attitude (where a tourist 

returns to a destination as it satisfies their travel motivations, while avoiding any 

costs of substitution) (Jones, Mothersbaugh & Beatty, 2002); an attitude of place 

attachment (where a tourist decides on the destination based on their emotional ties) 

(Gitelson & Crompton, 1984; Lee & Allen, 1999); and finally the most prominent 

attitude given the ability to alter it, is the utilitarian attitude established in the criteria 

of cost, quality and satisfaction (Baker & Crompton, 2000; Appiah-Adu, Fyall & Singh 

2000; Petrick, 2004; Gursoy & McCleary, 2004). 

 

A tourist’s previous experience of the destination also influences repeat visitation 

(Bowen, 2001; Gyte & Phelps 1989; Mazursky, 1989; Kozak, 2001). Oppermann 

(1998) found that if a tourist is satisfied with their experience at a destination, then it 

is likely that, in the future, when making travel decisions, they may not even consider 

additional information relating to other destinations. Further insight into the 

characteristics of repeat visitors and the likelihood of returning to a destination, 

shows that the probability of returning to a destination is significantly greater with 

repeat visitors than tourists visiting the destination for the first time (Court & Lupton, 

1997; Kozak & Rimmington, 2000).  

 

One would assume that perceptions of crime-risk would undoubtedly deter tourists 

from visiting a particular destination again. However, academic literature is divided in 

this regard. A study conducted by Sönmez and Graefe (1998) concluded that 

perceptions of crime-risk affect travel decisions, especially with regards to repeat 

visitation. In addition, the researchers found that tourists’ perceptions of crime-risk 

have a greater effect on future travel decisions than actual safety and risk might 

have. George (2003), however, investigated tourists’ perceptions of crime-risk while 

visiting Cape Town, South Africa and found that 54% of tourists who encountered a 

crime would still return to the destination. Therefore, given the indecisive literature, 

this relationship between crime-risk perceptions and repeat visitation needs to be re-

evaluated. The hypothesis testing this relationship is given below. 

 

H6: Increased crime-risk perception is positively related to a tourist’s likelihood of 

return to Rio de Janeiro after the 2014 FIFA World Cup™.  

The link between destination image and behavioral intentions, in the form of word-of-

mouth and repeat visitation, has been well researched (Bigne et al., 2001; Fakeye & 

Crompton, 1991; Wang & Hsu, 2010). Court and Lupton (1997) as well as Yang, Hu 

and Yuan (2009) suggest that there is a direct relationship between destination 

image and repeat visitation. Castro, Amario and Ruiz (2007) claim that repeat 

visitation is both directly and indirectly affected by destination image. This literature 

leads to the following hypothesis: 

H7: Destination image is positively related to tourists’ likelihood of repeat visitation to 

Rio de Janeiro.  
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3. Conceptual Model 

 

After reviewing the literature, the following conceptual model has been constructed, 

in order to gain a sound understanding of the factors influencing likelihood of repeat 

visitation to Rio de Janeiro post the event, and word-of-mouth surrounding the host 

destination. 

 

 

 

 

 

 
 
 
 
 
 

 

 

 

 

 

 

 

Figure 1: Proposed Structural Model  

 

4. Methodology  

 

Due to the quantitative nature of this study, this research took the form of a 

conclusive descriptive research design in order to test the influences of the 

independent variables of information search, perceived crime-risk, destination image 

and satisfaction on the dependent variable of repeat visitation. The study made use 

of a single cross-sectional design. This involved the researchers collecting 

information from one chosen sample population only once (Malhotra, 2010). This 

research process was conducted through event-intercept, personal face-to-face 

interviews with the targeted respondents.  

 

The target population for this research comprised international tourists situated in Rio 

de Janeiro attending the 2014 FIFA World Cup™ from 12 June 2014 to 13 July 2014.  

Given the international attraction and nature of the study ultimately measuring the 

likelihood of repeat visitation to Rio de Janeiro, the researchers restricted the target 

population to international sports tourists. For the purposes of this research, 

international sports tourists refer to those tourists travelling outside the boundaries of 

their residential country to attend this event.  

Prior to data collection in Rio de Janeiro, a pre-test was carried out in South Africa. 

The pre-test process consisted of two stages. First, the questionnaire was tested on 
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a non-probability convenience sample attending a Stormers vs. Force Super Rugby 

(an ‘international domestic’ tournament featuring the strongest teams in Australia, 

New Zealand and South Africa) match on 17 May 2014 at the Newlands Rugby 

Stadium in Cape Town. This event was chosen as these attendees resemble the 

closest possible similarity to those of the FIFA World Cup™ within a local context of 

the research. Second, in order to test the translated versions of the questionnaire 

(Portuguese, Italian, French, German, Latin American Spanish and Korean), 

language teachers known to the researchers, were approached to ensure that the 

results obtained through the translated versions were consistent with those of the 

English questionnaire in order to eliminate any translation bias.  

 

A non-probability sampling technique was used since there was no accurate 

sampling frame available of international tourists attending the 2014 FIFA World 

Cup™ in Brazil, specifically in Rio de Janeiro. Convenience sampling was used to 

gather the data, as this is the most effective method when large quantities of 

completed questionnaires are required, with cost constraints (Malhotra, 2010). Due to 

the nature of spectator events, interviews were conducted as quickly and efficiently 

as possible. In order to account for sampling frame error, potential respondents were 

screened before commencing with the questionnaire to ensure that they fit the 

targeted population.  

 

The data collection process took place at the FIFA Fan Fest on Copacabana Beach 

in Rio de Janeiro during the period between 17 June and 8 July, 2014. English 

questionnaires were issued to the respondents using iSurvey software on Apple iPod 

touch devices, thus, enabling the automation of the process. Other language 

questionnaires were administered in hard copy when respondents requested a 

version of the questionnaire in their home language. The researchers of this study 

were able to recover 270 usable surveys out of a targeted sample size of 300. This is 

in alignment with previous studies (Gibson & Lepp, 2003; Taylor & Toohey, 2007; 

George & Swart, 2012) in order to ensure an accurate representation of the 

population who attended the 2014 FIFA World Cup.™  

 

The questionnaire consisted of a filter question to ensure that only international 

tourists completed the questionnaire. The remainder of the questionnaire comprised 

the following sections: (1) Satisfaction; (2) Crime-risk perception; (3) Destination 

Image; (4) Repeat visitation; and (5) Information search. Following this, respondents 

were asked whether they had been to Rio de Janeiro previously, and if so, how many 

times. The respondents were also asked if they had attended a FIFA World Cup™ 

before and how long they had been in Rio de Janeiro during this visit. The last 

section of the questionnaire consisted of demographic questions used to complete 

the descriptive statistics regarding the sample population. The questionnaire 

comprised fixed-alternative questions and respondents chose from a set of 

predetermined answers. This was intended so that respondents required only a short 

period of time and little effort to complete the questionnaire, while still providing 

accurate responses.  
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Once the raw data was collected, the data preparation process was conducted where 

the data was cleaned and coded by the researchers in Microsoft Excel. This 

organized data was then exported into the statistical analysis programs SPSS and 

Smart PLS. Smart PLS was used to validate the constructed conceptual model 

(Figure 1) by performing structural equation modeling and path analysis on the 

predetermined hypotheses. The structural equation modeling approach also allowed 

testing for expected mediating and moderating relationships between constructs. 

SPSS was used to determine the descriptive and additional statistics for analysis.  

 

5.1 Test for normality  

 

A number of the statistical techniques used in this study assume normality of the 

data. An overall test for normality was thus conducted (see Table A1, Appendix A). 

The Kolmogorov-Smirnov test was used as the sample was greater than 50 

respondents. The significant levels for all items were below 0.05 and, therefore, we 

reject the null hypothesis and concluded that the data was not normally distributed. 

Given the rejection, we tested for normality in relation to the skewness within a range 

of (-1 and 1) and kurtosis within a range of (-1.5 and 1.5) (see Table A2, Appendix 

A). In this case, all the items in the scale were normally distributed with the exception 

of items: Satisfaction 2 and Crime-risk perception 6, which were approached with 

caution.  

 

5.2 Descriptive Statistics 

 

The sample of 270 study respondents consisted of 77% male and 23% female. The 

majority of respondents recruited were male given the fact that tourists travelling to 

Brazil for the World Cup were predominantly men. Of the total number of 

respondents, 56% were between the age of 21- 30, 28% were between 31-40, 11% 

were between 41-50, 3% were older than 51 years of age, and 2% were below the 

age of 20. These demographic statistics are in line with previous studies conducted 

by George and Swart (2012) as well as Kim and Chalip (2004). The respondents 

came from 29 different countries; with almost a quarter (22.6%) originating from the 

United Kingdom, 21.1 % the United States of America, 10% Australia, 6.7% 

Germany, 4.1% Chile, 4.1% France, 4.1% from Mexico, 3.7% Canada, 2.2% Spain 

and 2.6% from South Africa. These results are fairly consistent with previous 

research conducted by South African Tourism (2011) at the 2010 FIFA World Cup™.  

Of these respondents, 20.4% had previously been to Rio de Janeiro, with 7.4% of 

these return visitors having travelled to this destination once before, 5.2% twice, 

4.4% three times, and 3.7% four or more times. Eighty per cent of respondents were 

first-time tourists to this destination. This finding is consistent with the FIFA World 

Cup™ Global Fans Survey, and it is, therefore, assumed that tourists traveling to 

FIFA World Cups have little experience within the host destinations (Gabara, 2010). 

Twenty-six per cent of the respondents had previously attended a FIFA World Cup™ 

while, the majority (74%) of the study respondents were experiencing the event for 
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the first time. Of those who had been to a FIFA World Cup™, 42.9% had attended 

the World Cup in Germany, 40% the World Cup in South Africa, 25.7% the World 

Cup in the USA, 11.4% the World Cup in Japan, 2.8% the World Cup in Italy, and 

1.4% had attended the World Cup in Argentina and Mexico respectively.   

The duration that the sample respondents had been in Rio de Janeiro varied with 

5.6% having been there for a day, 45.8% having been there for between 2-5 days, 

18.9% between 6-9 days, 15.6% between 10-13 days and 13.8% had been there for 

over two weeks. Given the respondents’ duration of time in Rio de Janeiro, 82.6% 

had not experienced crime with 17.4% experiencing crime during this period.  

This research aims to determine the impact that information search, crime-risk 

perception, destination image and satisfaction have on a tourist’s repeat visitation to 

the host destination of Rio de Janeiro. Therefore, these factors make up the 

constructs of the study.  

Table 1: Descriptive Statistics for the Summated Constructs  

 N Mean Std. Deviation 

 

Information Search 

Crime-Risk Perception 

 

270 

270 

 

3.60 

3.68 

 

.84 

.76 

Destination Image  

Satisfaction 

270 

270 

3.00 

3.96 

.64 

.67 

Repeat Visitation 270 1.97 .80 

    

 

 

As seen in Table 1, the mean for Information search, Crime-risk perception, 

Destination image, Satisfaction and Repeat visitation are 3.6, 3.68, 3.00, 3.96 and 

1.97 and the standard deviations 0.84, 0.76, 0.64, 0.67 and 0.80 respectively. This 

implies that on average, respondents were slightly above neutral, as to whether they 

made use of Information search prior to their trip, suggesting that on average, 

respondents were likely to make use of information search. In terms of crime-risk 

perception, on average, respondents felt average to fairly safe while in Rio de 

Janeiro for the World Cup. Furthermore, on average, respondents had a neutral 

Destination image of Rio de Janeiro, which includes infrastructure, accommodation, 

hygiene and cleanliness and expense. In relation to Satisfaction, respondents, on 

average, were satisfied with the host destination and felt it was worth their while. 

Lastly, on average, respondents disagreed to return to Rio de Janeiro, however, this 

may be due to the multidimensional scale used to measure this construct. 

Respondents were asked whether they would return to Rio de Janeiro, as well as 

whether crime would deter them from returning, given this, the mean may be 

negatively skewed and should be interpreted with caution. 
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5.3. Path Modelling Statistics 

 

This section discusses the results obtained from the PLS output, including the 

measurement model and then the structural model. 

 

5.3.1 Measurement Model 

 

In relation to the measurement model, the reliability and validity were measured. 

First, the reliability of the model was analyzed through internal consistency reliability 

and indicator reliability. Following this, the validity was analyzed through convergent 

and discriminant validity. 

 

Reliability  

 

Internal consistency reliability was used to assess the reliability of the summated 

scale and the items measuring it, where a Cronbach Alpha of greater than 0.6 and a 

composite reliability of greater than 0.7 indicate satisfactory reliability (Malhotra, 

2010). Therefore, all the latent constructs within this model exhibit internal 

consistency reliability, except Information search, as the Cronbach Alpha falls below 

the benchmark (see Table 2). However, Information search exhibits satisfactory 

composite reliability and is approaching internal consistency with a Cronbach Alpha 

of 0.59. In order to obtain this Cronbach Alpha score, the item measuring the use of 

the foreign office website as a form of Information search, was deleted, as the 

Cronbach Alpha, when all four items were included, was only 0.46. In relation to 

Repeat visitation, the item measuring the return for the tourists to the 2016 Olympic 

Games was deleted, due to the fact that the Cronbach Alpha prior was 0.49. The 

indicator reliability of the model assesses the item loadings, which are sufficiently 

reliable when greater than 0.7. All the items in the model loaded on the 

corresponding latent variables and most of these loadings, exceeded the benchmark 

except for Information search item 2 and Destination image item 4. Nonetheless, 

these items were retained as Information search 2 (0.55) exceeds the minimal 

threshold of 0.5 and Destination image 4 (0.34) was approaching this acceptable 

threshold. As a result of this output, the scales used to measure the latent constructs 

within the model were deemed reliable.  

Table 2: Reliability Indicators for Measurement Model  

Latent construct AVE 

Composite 

Reliability Cronbach’s Alpha 

Crime-risk perception 0,57 0,89 0,85 

Destination image 0,54 0,81 0,70 

Information search 0,55 0,78 0,59 
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Repeat visitation 0,73 0,84 0,63 

Satisfaction 0,60 0,82 0,66 

 

Validity  

To assess the goodness of fit of the measurement model, both convergent validity 

and discriminant validity were performed. For convergent validity, all items loaded 

significantly at the 5% significance level on the latent constructs and every latent 

constructs exhibited an AVE greater than the 0.5 threshold as seen in Table 2 

(Fornell & Larcker, 1981). In measuring the discriminant validity the Fornell-Larcker 

Criterion was used. In order for the model to exhibit discriminant validity the squared 

root of the AVE of a latent variable should be higher than the correlations between 

the latent variable itself and the other latent variable constructs within the model. In 

addition to this, discriminant validity was confirmed by ensuring that the factor 

loadings of the indicators on their assigned latent variables were higher than the 

cross loadings on all the other latent variables. As seen in Table 3, the square root 

AVE’s were significantly greater than the correlations between the other latent 

variables. Furthermore, all the loadings of the indicators on their assigned latent 

variables exceeded the cross loadings on the other latent variables and the Fornell-

Larcker Criterion was sufficiently met. The proposed model is, therefore, deemed 

valid and the structural model can be examined. 

 

Table 3: Latent Variable Cross Correlation Matrix 

 

 

5.3.2 Structural Model 

 

As illustrated in Figure 2, the model explains 24% of the variation that exists within 

the Repeat visitation construct. This implies that the variance explained by the model 

 

Crime-Risk 

Perception 

Destination 

Image 

Information 

Search 

Repeat 

Visitation Satisfaction 

Crime-risk perception 0.75 0 0 0 0 

Destination image 0,4595 0.74 0 0 0 

Information search -0,1193 -0,2093 0.74 0 0 

Repeat visitation 0,386 0,2801 -0,1077 0.85 0 

Satisfaction 0,5329 0,3242 0,0201 0,4502 0.77 
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is moderate (Chin, 1998). In addition to this, all the hypothesized paths were found to 

be significant at a 5% significance level with a T-statistic greater than 1.96.  

 

 

 

 

Figure 2: Structural Model 

First, the model suggests that there is a significant negative relationship between 

Information search and Destination image, however this contradicts H1, which 

suggests a positive relationship between Information search and Destination image. 

Second, there is a significant positive relationship between Destination image and 

Crime-risk perception, validating H2. Third, there is a significant positive relationship 

between Destination image and Satisfaction, which validates H3. Following this, 

there is a significant positive relationship between Crime-risk perception and 

Satisfaction, validating H4. Fourth, there is a significant positive relationship between 

Satisfaction and Repeat visitation, validating H5. Fifth, within the model there is also 

a significant positive relationship between Crime-risk perception and Repeat 

visitation, validating H6.  Finally, it was found that there was a significant positive 

relationship between Destination image and Repeat visitation, validating H7. 

In addition to this, given that the beta value of the relationship between Crime-risk 

perception and Repeat visitation decreases from 0.392 to 0.165 when Satisfaction is 

included in the model and that the relationships between Crime-risk perception and 

Satisfaction, as well as the relationship between Satisfaction and Repeat visitation 

are significant, it is concluded that Satisfaction partially mediates the relationship 

between Crime-risk perception and Repeat visitation. The effect size of this 

mediation (0.12), however, is weak.   

Satisfaction also partially mediates the relationship between Destination image and 

Repeat visitation as the beta value of the relationship between Destination image and 
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Repeat visitation decreases from 0.127 to 0.097 when Satisfaction is included in the 

model. This can be concluded as the relationships between Destination image and 

Satisfaction, as well as Satisfaction and Repeat visitation, are significant. The effect 

size of this mediation of 0.10 is, however, weak. 

Crime-risk perception also partially mediates the relationship between Destination 

image and Satisfaction, as when Crime-risk perception is included in the model, the 

beta value of this relationship decreases from 0.302 to 0.101, while the relationships 

between Destination image and Crime-risk perception, as well as the between Crime-

risk perception and Satisfaction, are both significant. The effect size of this mediation 

of 0.159 is moderate. . 

6. Discussion 

Overall, the results of the conceptual model show that the more information search 

conducted by tourists prior to their travels to Rio de Janeiro for the 2014 FIFA World 

Cup™, the less favorable their destination image. In contrast to this, literature 

suggests tourists conduct information search to form favorable perceptions of 

destinations and to ultimately reduce perceived risk (Fodness & Murray, 1999). 

However, given the mass protests that took place prior to the World Cup, which were 

the largest and most significant protests in Brazil for a generation, shaking the 

country’s entire political system, the information search conducted by tourists was 

likely to be negatively influenced by the mass media coverage of these violent 

events, creating an unfavorable image of Rio de Janeiro (Saad-Filho, 2013). 

 

It was also found that the more favorable the destination image of Rio de Janeiro, the 

more satisfied the tourists were with their travels to the host destination. This 

relationship is well supported by previous research conducted by Castro, Amario and 

Ruiz (2007), Court and Lupton (1997) as well as Yang, Hu and Yuan (2009) all 

reporting a positive relationship between destination image and satisfaction. In 

relation to this, this research concludes that those tourists with a more favorable 

destination image, felt safer within Rio de Janeiro. It was also found that the more 

favorable the destination image, the more likely they are to return to the host 

destination. Lepp and Gibson (2003) support this finding as they concluded that the 

safer a tourist feels, the more favourable their image of the destination, which, in turn, 

made them feel even safer, leading to positive touristic behavior of repeat visitation. 

The positive relationship between destination image and repeat visitation supports 

previous studies by Fakeye and Crompton (1992), Court and Lupton (1997) as well 

as Castro, Amario and Ruiz (2007). Unsurprisingly, given the heavy security 

presence in stadium precincts, tourists felt safer at the event venues such as the 

stadiums and fan parks and general event atmosphere, as opposed to when in 

general public areas in the day within Rio de Janeiro, at night and when using public 

transport (Table A7, Appendix A).  

 

Furthermore, it was found that the tourists who perceived Rio de Janeiro to be safer 

were more satisfied with their decision to travel to the host destination. This finding is 

in line with extensive mega-event research, which finds a significant relationship 
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between crime-risk perception indicating that a more positive perception of crime 

increases satisfaction levels drastically (Boo & Gu, 2010; George, Swart & Jenkins, 

2013). This study also founds that those tourists who felt safer within the host city 

during this event, exhibited a greater intention to return to the destination. This 

relationship is endorsed by previous mega-event research (Qi et al, 2009; Boo & Gu, 

2010; George, 2010; George, Swart & Jenkins, 2013).  

 

The final core relationship finding of this study indicates that the more satisfied 

tourists were during their stay in Rio de Janeiro during the 2014 FIFA World Cup™, 

the stronger their intention of returning to this destination. This finding is also in line 

with previous literature surrounding mega-events, which illustrate a positive 

relationship between satisfaction and repeat visitation, as the increased satisfaction 

instils a greater desire to re-experience these satisfying occasions (Baker & 

Crompton, 2000; Boo & Gu, 2010; Georg & Swart, 2012, George, Swart & Jenkins, 

2013).  

 

In addition to the conceptual model, it was found that gender does not influence the 

crime-risk perception of tourists, supporting earlier studies by Sӧnmez and Graefe 

(1998), George (2003) and Lepp and Gibson (2003). Previous FIFA World Cup™ 

attendance, however, did influence a tourist’s crime-risk perception, with those who 

had previously attended, feeling more unsafe (Table A5, at a p-value of 0.029 (p< 

0.05)). A possible explanation for this is that 42.9% of the 25.9% of tourists who had 

previously attended a World Cup, attended the World Cup in Germany, which is 

perceived to be safer than Rio de Janeiro, Brazil while those who hadn’t attended, 

had no point of reference of crime at an event of this nature. It was also found that 

previous experience within Rio de Janeiro had no influence on the tourists’ 

information search. It can be concluded that both first time tourists to the host 

destination, as well as repeat visitors did a fair amount of information search prior to 

their travels (Table A4, at a p-value of 0.695 (p>0.05)). This can be explained through 

the hosting of the 2014 FIFA World Cup™ within this city, thus even those who had 

previously experienced Rio de Janeiro, did extensive information search surrounding 

the event within the city.  

 

While Teigen, Brun and Slovic (1988) as well as Reisinger and Mavondo (2006) 

suggest that international tourists’ perceptions of crime-risk vary between different 

nationalities, this study found that there was no difference between different 

nationality’s crime-risk perceptions (p-value of 0.242 (p>0.05) in Table A6, Appendix 

A) albeit the unequal quota of nationalities in the study.  

 

7. Conclusion 

 

This research aimed to test the influence of an information search, destination image 

and perceived crime-risk on satisfaction, and ultimately the likelihood of repeat 

visitation to Rio de Janeiro after attending the 2014 FIFA World Cup™ in the city. 

This study added to previous literature surrounding tourists’ perceptions of crime-risk 
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and their future travel intentions during a mega sporting event by developing a 

conceptual model (Figure 1), which included information search and destination 

image as constructs to improve the explanation of variance in repeat visitation. This 

conceptual model proved to be both reliable and valid with 24% variance explained.  

 

Overall, the results of the conceptual model show that the more information search 

conducted by tourists prior to their travels to Rio de Janeiro for the 2014 FIFA World 

Cup™, the less favorable their destination image which could have been influenced 

by the significant protests in the lead-up to the event, creating an unfavorable image 

of Rio de Janeiro. Additionally, the more favorable the destination image of Rio de 

Janeiro, the more satisfied the tourists were with their travels to the host destination 

and the more likely they are to return to the host destination.  This study also 

concludes that those tourists who felt safer within the host city during this event, 

exhibited a greater intention to return to the destination.  

 

Although gender does not influence the crime-risk perception of tourists, previous 

FIFA World Cup™ attendance did influence a tourist’s crime-risk perception, with 

those who had previously attended, feeling more unsafe possibly as a result of a 

“safer” World Cup experience in Germany. However, previous visitation to Rio de 

Janeiro had no influence on the tourists’ information search which is likely linked to 

the hosting of the mega-event itself as opposed to experience with the destination. 

Finally, it was found that nationality did not influence a tourist’s crime-risk perception, 

however, given the unequal quota of nationalities, this finding cannot be accurately 

concluded.  

 

 

7. Managerial Implications  

 

This study’s main contribution to the sport tourism literature, is the formation of a 

valid model, illustrating that a positive destination image and a perception of safety, is 

likely to create repeat visitation, through heightened satisfaction. The formation of 

this destination image and crime-risk perception is influenced by the tourist’s 

information search. Hence, this study’s main suggestion is that destination marketers 

must ensure that information available to tourists through various media forms is 

positive and accurate. 

This research suggests that the destination marketer’s role is to attract potential first 

time tourists to Rio de Janeiro. This is done by the creation and marketing of a 

positive destination image through information sources and by allaying tourists’ 

concerns about safety. Destination marketers do little to directly influence repeat 

visitation, since satisfaction and crime-risk perception are positively related to repeat 

visitation. Hence, the focus of destination marketers should be to attract first-time 

tourists to Rio de Janeiro. Mega events, such as the 2014 FIFA World Cup™, are 

useful tools in attracting first-time visitors, this is illustrated by the fact that 80% of 

respondents during the 2014 FIFA World Cup™ had never previously been to Rio de 

Janeiro.  
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Destination marketers, in conjunction with security officials, should aim to identify 

crime-risk factors associated with Rio de Janeiro, in order to better understand 

destination image in terms of crime-risk and safety. As tourists felt safer when at the 

2014 FIFA World Cup™ venues, perceptions of safety in the host city need more 

attention than perceptions of safety at the event specifically. Destination specific 

measures, such as visible policing and surveillance cameras, beyond the stadium 

precincts should be strictly enforced by officials and communicated effectively by 

destination marketers. 

 

8. Limitations 

 

This study’s primary limitation is that the model constructed, explains only 24% of the 

variance within the model. This means that there are additional factors that influence 

a tourist’s likelihood of repeat visitation that were not included in this study’s model. 

Secondary to this, the sample size of 270 is small, when compared to the one million 

foreign tourists who visited Brazil during the 2014 FIFA World Cup™ (Marcopoto, 

2014). This was due to financial, time and human resource constraints. Although this 

sample size is an improvement from studies highlighted previously, it may not be 

entirely representative of the tourist population. In order for more accurate results 

and possibly a better explanation of the variation in repeat visitation, a more robust 

sample is required.  

This study focused on foreign tourists visiting Rio de Janeiro to attend the FIFA 

World Cup™, however, these tourists very likely visited other cities in Brazil as well. 

The differences in social and geographic factors between cities, especially São Paolo 

and Rio de Janeiro are underscored (Arantes & Tanaka, 2014). Many respondents 

stated how different Rio de Janeiro was compared to other cities such as São Paolo 

with regards to their perceptions of crime-risk. Hence, tourists who had travelled to 

São Paulo and experienced crime, could have allowed this experience to 

subconsciously influence their perceptions of Rio de Janeiro.   

Based on the findings of the study, managerial implications and the study’s 

limitations, further research is needed to discover more about interactions within the 

constructed model as well as to overcome some of the limitations experienced within 

this study. 

 

9. Future Research  

 

One possible research avenue could be to further explore the effect of event image 

on destination image and vice-versa. This interrelationship needs to be scrutinized 

within the theoretical framework, so as to determine their mutual dependence and 

their impact on tourist behavior. Limited research into image transfer has been 

conducted in relation to mega sports events (Kaplanidou & Vogt, 2007). For 
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successful destination and event marketing, marketers need to better understand 

how event images impact upon the image of the destination.  

In order to better understand the repeat visitation construct it may be valuable to 

adapt it to explore repeat visitation to the World Cup and not necessarily to the 

destination. In adapting the repeat visitation construct, destination marketers can 

determine where a tourist’s behavioral intentions lie and, therefore, how to best 

persuade the tourist to visit the destination again rather than following the World Cup.  

An additional construct exploring safety measures implemented at mega-sport 

events, and the effect thereof, could assist in explaining more of the variance within 

the repeat visitation construct, especially in relation to safety at event venues versus 

the destination itself. 
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