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ABSTRACT

Over the past twenty yearsports event tourism has been proven to contribute to the
development of local tourism and hospitality businesses, largeyghrthe revenue generated as a
direct and indirect consequence of hosting major sports evartge sporting fixtures (spectator
driven and participardriven) have been placed front and centre of many domestic and interrational
focused destination manament and marketing strategi@sailand, like many other nations, relies
on the tourism industry to provi dé&hisaexpleratgyni f i c
qualitative study sought to offer fresh insight into the attitudes and percepfi@p®rts tourists
towards the Thai government 6s aspirations of
destination.Attitude is defined as an acquired behavioural disposition, positive and negative
evaluation levels, or a mental and neural stdteeadiness exerting a dynamic influence upon

behaviour.

The aim of this thesis was to determine the significant determinants that could influence
attitudes t owaaestdbdished toarisn imdosthybtargetimg dpdrts event tourists. More
specifially, the researcher was interested in exploring the reactions of New Zbalksed sports
tourists who had a prexisting personal connection to Thailand. All of the participants on this
occasion were New Zealattdised sports tourists with a historic @@l connection to Thailand.

The research question created at the start of the studfiwas; what extent do spo
existing connection to Thailand consider Thailand to be an international sports event tourism

~

destinati on??9d

The research d&#gn used in this study was basedtwginterpretive philosophy. The primary
data was derived from the contribution of nine -oneone semstructured interviews carried out
during an eightveek period. Thematic analysis wasgentuallyapplied as the primary method for
analysing and summarising the qualitative date researcher followed the four phases and stages
of theme development in doing,soonsisting of initialisation, construction, rectification, and

finalisation. The partigants comprised of five males and four females, aged between 25 and 35



Il
years, all of whom were New Zealand residents or citizens. Four of the participants were born in
Thailand, two were born in New Zealand, and three were born elsewhere. Seven ofdipamtst
had previous experience of living and working in Thailand. They all claimed to be physically active
individuals who engaged in sporting activities on a regular, if not daily basis. Five of the participants
had actively participated in a sportingeat in Thailandand three had attended sports events in

Thailand as spectators.

The part i c-éulueinbackdgroundsoand experiences clearly influenced their
attitudes towards Thailand as a potential international sports event tourism destifdig
participants al/l perceived Thailandds existin
The accessibility and affordability of Thailand as a tourism destination was found to be significant
strength by all of the participantdowever,the participants also identified a number of threats to the
Thai government 6s spafotrs exwenptl et o Ulrthiad m aagd@isr a
nation that suffers from political instabilitgeveral of the participants also expressed doaibts
concerns regarding the |l ocal Thai event organi
number of international sport tourists. Perce
being able to trust the event organisers ardipnificance of entering an event where the safety and

security of the participants were clearly prioritised ahead of any financial gain/profits or future

destination marketing opportunities. The impact of COMID on Thai l andés aspi
dsussed, with many of the participants sharing

recover once the borders were reopened
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Chapter 1: Introduction

1.1 Introduction
fThailand ispositioning itself as a dream destination for sports tourism by promoting
t he ki ng daass&morting dacilities, wideanging expertise, and reputation

for hosting successful regional and international sporting events and tourmaments

(Elliott, 2016, p.1)

Thailand, like many other nations, relies on the tourism industry to provide a significant
contribution to the nationds GDHhe(SWtitheabtdsiair av e
nation was one of the wor | dith®urisnocentribupng PO or t o
the nationbs GDP, or a(World dravel &aroueidmyCoudcs, 2010)7 b i |
However, in 2020theWorld Tourism Organization (202@yesented a report showing that the level
of international tourism was expected to drop worldwide by8®% because of the COVIHR9
pandemic impactsThe actual decrease in the overall number of tourists travelling is estimated to be
around 65%Reuters2020) The sudden mass closing of international borders and strict restrictions
on leisure travel, s for example, led to a large decrease in the number of Chinese tourists entering
Thailand(BBC, 2020) TheCOVID-19 pandemic has also adversely affectedle Thai gover |
aspirations around establishing itself as an attractive international sports event tourism destination,

with many events being cancelled or postponed through no fault of the host.

The introduction chapter provides the background arationale for this exploratory
gualitative study of sports event tourism in Thailand. The aim of this thesis was to determine the
significant determinants that could influence sporto ur i st s attitudes towa
event tourism destinatio More specifically, the researcher was interested in exploring the reactions
of New Zealanebased sports tourists who had a-exésting personal connection to Thailand. The
research aim and question is introduced in this chapter along with threeelated research

objectives. Finally, an overview of the succeeding chapters is also provided



1.2 Background and Rationale

There are many different areas of special interest tourism, all of which possess a range of
unique characteristicac cor di ng t o t he t ourWeaver& Bawtoni201d)nt i on
Pilgrimage tourism, medical tourism, cultural tourism, cruise tourism, heritage tourism, gastronomy
tourism, ecetourism, dark tourism, sports tourism, wellness tourism and exgrisin are just some
of the many fields situat ed (Ragd 20150fatl thoee listeal,r | d 6 s
the combination of sports activities and travel activities have been identified as one of the most
established and fastegtowing (Chalip & Costa, 2005; Malchrowidglosko & Munsters, 2018;
Venkatachalam, 2009sammon and Robinson (200Bjghlighted that sports tourism relates to
sports events or fixtures as activiti€ports event tourism has been proven to contribute to the
devdopment of local tourism and hospitality businesses, largely through the revenue generated as a

direct and indirect consequence of hosting major e(Eetseira et al., 2018)

In 2020,the International Olympic Committee (IOC) outlined their desirntoease the
opportunities for more nations to host their evéaytsodifying the bidding process in an attempt to
reduce costs and remove barri€ide International Olympic Committee, 2020)hilst many
scholars have questioned the large costs attaoheabting major sports events, few would argue that
they can generate significant global media attention and expose tourism destinations, established or
emerging, to worldwide audiences who may otherwise not have seen or heard about that location
(Hallmanné& Breuer, 2010; Kim et al., 2014Events are frequently leveraged to promote, develop
and create recognition and reputat{gicher et al., 2020; Gibson, 2001; Oshimi & Harada, 2016)
Destination marketers also consider hosting attractive events asificaig tool for creating
destination management strateg{@esenza & Sheehan, 201®resenza and Sheehan (2013)
highlight that spog events are considered an essential element in contributing benefits to host
destinations in all areas among varioestsrs of the tourism industry, especially economic and social

benefits. In addition, hosting sports events is an essential tool to generate publicity and enhance and
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rejuvenate images of host destinations, tourism promotion, and destination bréBodiey &

Lacassagne, 2012; Chalip & McGuirty, 2004; Getz, 1997).

In sum, hosting sports eventsshibeen found to contribute to tdp-bottom revenue
generation within the global tourism indus{@halip & Costa, 2005; Chalip & McGuirty, 2004)
Priortothe COMD-19 pandemic, tourism was widely consi
and employefChang et al., 2020J-or the past decadmurismhas also been in a state of continual
growth. TheWorld Travel & Tourism Council (2019¢ports that the global tourism industry has an
estimated total revenue of USPD3 trillion. Between 2015 and 2020, the growth of the tourism
industry in Southeast Asia (Figure 1.1) alone had increased b{y\8d Tourism Organization,

2018) Over the sae time period, Thailand, Singapore, Malaysia, and Indonesia have all shown
interest in hosting major sports events, including the Asian Games, the Commonwealth Games, and
rounds of the Formula 1 Grand Prix season. These nations have also investedrdvitihenpof

sports facilities and the tourism/travel infrastructure needed to stage such fABESN Tourism,

2020).

The Thai government pays close attention to the development of the tourism industry in
Thailand, documenting its growth within the Matal Economic and Social Development (NESD)
Pl an. In 2017, t he Thai government 6s twel fth
means of changing, rejuvenating, andlexeloping the national image in the global tourism industry.
The 20172021 plan focused on sustainability and the development of an infrastructure and logistics
system able to support new forms of tourism, including sports, health and wellness tourism, but also
in meeting, incentive, convention and exhibition (MICE) activi{ieffice of the National Economic
and Social Development Council, 201 Furthermore, the Thainistry of Tourism and Sports
(2017)also published a strategic plan for 202021, in which sports tourism was also identified as
a particular focus of attentio The plan identifies that sports tourism activity is growing globally,

with an annual growth rate of 14%osting major sporting fixtureg/as therefore identified as a
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vi abl e means of reimaging the countnMinistyof t he 1

Tourism and Sports, 2017; Office of the National Economic and Social Development Council, 2017).

Figure 1.1

The Southeast Asian Countries Map

INDONESIA

i -~
P 2 Mg
< 7 EASTTIMOR

Source: Adapted frorsia Highlights (2020)

Worapinij et al.(2017)support the move by the Thai government, concluding that Thailand
has high potential to develop a sports tourism indu$tiith a governmentunded plan to develop
the necessary infrastructure and sports facilities in place, the Thai Ministryrgm@and Sports has
publicly expressed its desire to seek suitabl
potential as a sports event tourism destination. Major sports events such as the Thailand MotoGP
(motorcycle racing, Chang Circuit, Btaim), Tennis Thailand Open, Honda LPGA Thailand (Golf),

and Phuket os Ki ngos Cup Regatt a (I'nternatio



6
existing/established events worthy of showcasing to international event operators/owners, the sports
media and, most importantly, international spertourists. Thailand has hosted more than 30
international sporting events (Appendix(F)inistry of Tourism and Sports, 2017; National Olympic
Committee of Thailand, 2020; Somphong, 20B0jor to the COVID19 lockdown Thai | andd s
tourism generated approximate revenuell8D 700 million, which can be subdivided as follows:

USD 650 million from sports activitiesUSD 69 million from sports ticket sales, andSD 17.6
million from hosting international sport tournamenihe impact of COVIB19 has, however,
changed everything, including attitudes towards international travel and the importance of hosting

spectatodriven major sports even(&eshkar et al., 2021).

Figure 1.2

Number ofSportsTourist Arrivalsfrom the Oceania Contineirt Thailand from 201% 2019

Number of Sports Tourist Arrivals from the Oceania Continent
in Thailand 2015-2019

_____________

ports tourists

Total number of s

e
2
<4
=

Source:Adapted fromNational Statistical Office (2019)

The Oceania contingnincluding AustraliaNew Zealandand othecountriesis one of the
most significant markets for the Thailand tourism indugtfinistry of Tourism and Sport, 2020)

Although the total population in the Oceania continent is lessithathercontinentssuch as Asia,
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Europe, and America, this conéint contributed a substantial number of tourists travelling to Thailand
(National Statistical Office, 2019Figure 1.2 exhibits the continual growth of sports tourists from

the Oceania continent travelling to Thailand. New Zealand is sought as a potemkat for the
Thailand sports tourism industry, as the number of sports tourists who travelled to Thailand increased
by 22.6% in 2019National Statistical Office, 2019 he continual growth of New Zealand sports
tourists rai sed ntehtientolTappedl ang stiimubate NeweZaataiddsspoiits tourists

to travel to Thailand to participate in and/or attend sports eysftitéstry of Tourism and Sports,

2017)

Attitude is defined as an acquired behavioural disposition, positive and negativatiewalu
levels, or a mental and neural state of readiness exerting a dynamic influence upon béhaeiour
& Fishbein, 1977) Whi I st , attitudes include peopl eds b
(Ajzen & Fishbein, 1977)perceptions are detemi ned by peopl ebs interpre
from attitudegBogan et al., 2020; Gon et al., 2016; Marti@&arcia et al., 2017; Schnitzer et al.,
2020) Xu et al. (2018kxplain that in the context of tourism marketing research, destinationgare th
places in which visitors or tourists perceive they have had a memorable and @ogitivegative
experience. As a result, attitude and perception are significantly important in determining the success

and sustainability of a tourist destinati@@rouch,2004).

Swarbrooke and Horner (200@)opose that the prand postexperience of tourists and/or
visitors influence the attitudes and decisioaking process towards the destination, which can be
both positive and negative. Similarly, boBaloglu (2000)and Echtner and Ritchie (2003)
consbtently argue that destination image has been significantly considered a key variable in the
individual attitude and behaviour of tourists and/or visitors, as it is conceived as a representation of
the destination ithei ndi vi dual 6 s mMaGdivray Btalt (B019highdightrthat], iy |
the event bidding process, the attitudes of international audiences can play a significant factor in
influencing the vote. Thus, all internal issues and external images attached to a potential host

destination, gch as politicalinstability, corruption issuesand human rights,or environmental
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problems, are significant factors that are considered by those who decide who get to host the biggest

international sports even{§icGillivray et al., 2019)

1.3 Research Aimand Objectives

The exploratory qualitative study sought to offer fresh insight into the attitudes and
perceptionsofspast our i sts towards Thailandés aspiratio
tourism destination. All of the participants on this occasion were New Zebbm®dl sposttourists
with a historic personal connection to Thailanthe target audience fahis study was adults who
were born orhad visited, lived and/or worked ifihailand Once selected, the participants were
individually invited to share their experiences and expectations towards the development of sports

event tourism in Thailand. The eggch question created at the start of the study was:

iTo what e stowisistwithdauo existipgoconhection to Thailand consider

Thailand to be an international sports

Three research objectives were created to helpptigarcher answer the above question. The

objectives were:

9 To determine the attitudes and perceptions of New Zedlased sposttourists whowvere
born orhad visited, lived or worked in Thailand towards Thailand as an international
sports event tourism destination.

9 To determine the significant determinants that could appeal to sport event tourists when
deciding whether or not to travel to Thailand to participatenid/or attend international
sports events.

1 To considerways to improvethe branding of Thailand as a sports event tourism
destination according tthe attitudes and perceptions HeEw Zealanebased spost

touristswith a historic personal connection to Thad.



1.4 Structure of the Thesis and Chapter Overview

The first chapter is an introductory chapter, which provides the background of the study,
including its aim and objectiveEollowing Chaptertwo, the LiteratureReview chapter focuses on
theconcept of sports event tourism, comprising key theoretical principles in sport, events and tourism.
I'n that <chapter, key determinants that influe
Finally, the conceptual framework of this researchytudi s exhi bi ted to repr
synthesis of the literature on the relationship of sports tourists and key factors of intention to
participate in and/ or attend sports events t h:
Thailard. Chapter three is the Methodology and Method chaptegre theesearch philosophy and
theory, including ontology and epistemologye discusse@dnd he research objectives are linked to
the research approach adopted. The data collection and apabessss explained in this chapter,

along with the ethical issues and limitations of the study

The findings and discussi@mne included irChapterfour, whichfocuses on the justification
of the emergent themes from data collection, with participarfilgs described in this chapter. Three
key themes are also introduced: accessibility and affordability, risks and reputation, and-C®DVID
The fifth chapter contains the conclusion, which is based on the findings taken from the data
collection. Within ths chapter, the researcher links the findings to the research objectives introduced
within this introductory chapteicChapter fivei s al so used as a platforn

interpretations and the potential implications.
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Chapter 2: Literature Review

2.1 Introduction

AnAn emerging challenge in sport event t

(o

strategically into the destinationéb6és overa

(Chalip & Costa, 2005j. 218)

Over the past few decades, and prior to the emergence of GO¥/Ibe international sports
event industry was growing at a faster rate than any other form of to{lBiam et al., 2019; Getz,
1997) As a result, arge spoihg fixtures (spectatedriven and participardriven) have been placed
front and centre of many domestic and internatidoelised destination management and marketing
strategie®ver the past twenty yeaibujamous et al., 2019; Presenza & Sheehan,)28¥8nts not
only generate increased recognition but <can
(Allameh et al., 2015; Knott et al., 201&vents can also promote a host destination, city, or country
to a new or wider markéChalip & McGuirty, 2004) Positive attitudes influence decisiomaking,
especially when it comes to evametated travel and tourism activif(Echtner & Ritchie, 2003)

According toChalip and Costa (20053ports events are increasingly being leveraged way of

building a positive destination brand. Moreover, the hosting of successful sports events can help

transform a poor image into a positive ¢8émpson et al., 2016)

This chapter is divided into two main sectiofnke first section begins withe introduction,

consisting ofthe definition and concept of destination brandiAdso, sveral existing theoretical

notions found in the destination marketing research are discussed and explained within this section,

including the relationship betwedmanding, brand equity and destination branding in the tourism

industry. The second section focuses on the differentiation and interrelationship between tourism,

sports tourism and sports event tourism. The key theoretical classifications and frameworks ar

acknowledged and discussed, including those that focus on understanding the attitude and perceptions

of sport event tourists.
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2.2 The Implementation of Destination Branding towards Tourism

Globalisation has resulted in an increase in the number of international tourism destinations
(Hemmonsbey & Tichaawa, 2018)lany destination marketers attempt to promote destinations and
create changes in destination image by applyirlgraoding as a mketing strategy by pairing events
and destinations togeth€Xing & Chalip, 2006) Destination branding, also referred to as place
branding, is the name, logo, symbol and wordmark that encourages identifying and distinguishing
destinations from other@organ et al., 2011; Morrison, 2013rands and branding can create
recognition and enhance a consumeros under st
(Richelieu, 2018b)A brand is a complex bundle of consumer perceptions, attitudes and experiences
(Wood, 2000) A brand influences consumer behaviour by differentiatirgroducts and services
of sellers from their competitor@rassington & Pettitt, 2006; Kotler & Armstrong, 2017Mhe

relationship between brand, brand image and brand equity caplaged as follows.

9 A brand is the distinction of a product or service provided to consu(@asmber, 2002;
Kotler & Armstrong, 2017)

1 Brand image, as a set of perspectives and bel{&stler & Armstrong, 2017and the
approach to consumer attitudes towards interpreting a brand and a product or service
(Coomber, 2002)is a complete perception, perspective and experience of consumers
towards products or servic@zaircloth et al., 2001)

T Withastrongbrandandosi ti ve i mage o fbrapdrequilyu 6t as o m
positive indicator, establishes brand power, influences customer behaviour to respond to
products or service@otler & Armstrong, 2017), and creates a high level of customer

brand awareness atal/alty (Brassington & Pettitt, 2006; Wood, 2000).

Destination branding attempts to indoctrir
information and reasons for purchasing to differentiate destinatdnalip & McGuirty, 2004,
D6 Haust e s.disaferm of ddketihg strategy along with the application of public relations,

product promotion and corporate identity activities to regions, cities or countries, as if they are mere



13
commodities(Morgan et al., 2011)Destination branding is an esiahmechanism of marketing
activities to promote and establish a destina
attracting visitors and tourists and differentiate its destination compdtiter&atachalam, 2009)
Furthermore, destinationrbandi ng conveys vi sitorso expect e
experiences associated with the uniqueness of a destination, encouraging an emotional connection
bet ween the destination and its visitorrsk, and
(Che, 2008; Hall & Amore, 2019)Collectively, these marketing activities are tools to create a
destinati on Rke,R@%)i tTiowe iistTmageas an industry, catl
brandingd to hel p s olionsdestdblsh guaranteed edsitive éxpetiehcast d
(Theodoropoulou & Alos, 2020)n sum, destination branding can be defined as the creation of a
positive image designed to influence, encourage and attract visitors and tourists as attractive selection

choicesin the destination competitiqihalip & Costa, 2005).

One of the tourism industryds most rapidly
activities and destinatiorf¥enkatachalam, 2009urthermore, destination marketers have used the
fisporltosmacciypb concept to create a posi(Chalip& i mag
Costa, 2005; Richelieu, 2018Mhlosting sports events can make a significant contribution to the
reputation of the host destinations, thus increasing awareness aastiniénin new and established
consumer markets. Events, and the legacies they create, can also be leveraged to promote a
destinationbs brand i mage, pushing or pulling
place (Presenza & Sheehan, 2018jowever, hosts must decisively consider the various aspects
involved, such as the generation of publicity, enhancement of occupancy, stimulation of local and
regional economies and the attraction of repeated visits when hosting sportg&bajgmous &
al., 2019) Furthermore, not all legacies are planned or positive, and there is a lot of academic
literature documenting the negative impacts of hosting sports events, especially those categorised as

being mega or majdiWright, 2021).
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Bowdin et al. (2@1) argue that event evaluation is a significant part of the event management
process, as it enables event managers to evaluate final outcomes, whether they succeed or fail and
communicate event outcomes to key stakeholders. While the economic evaloatioatds much
in sports events literature and practice, social and environmental impacts are significantly recognised
by host destinations and researchers glkan der Wagen & White, 2018)n terms of economic
impact, Ferreira et al. (2018)ighlight that the failure of hosting sports events, especially mega or
maj or sports events, dominates the nationds ec
mends cycling race O0Tour of Croatiabé, fhere exal
sports tourists cancelled their trip to Croatia, as well as accommodation reservations, with local
business being affectefl Per i | & V.i Moeavér, socie@BvlohrBeptal impacts are
significantly recognised as negative resuRieiro et al.(2020)argue that although the 2016 Rio
Olympic Games were likely to contribute to positive economic impacts for the country, the event
affected residents who lived near sports venues, such as the increase of pricing on consumption
products, and dislocatioof residents who felt uncomfortable and insecure living around sports

venues.

Hosting sports events, especially mega or major events, is considered an effective tool in
promoting the place branding of destinations, cities and cour{Biedet & Lacassagne, 2012;
Ferreira et al., 2018)Sports events can also contribute to an increase in the areas of investment,
employment, skilled workers, visitors and an overall contribution to their ecoriBaget &
Lacassagne, 2012; Presenza & Sheehan, 2DEB)y countries and marketers have been forced to
pay attention to the impact of hosting mega or major sports g@ratder, 2011; Chalip & McGuirty,

2004) Sports event tourism, as a result, has become an essential element within many destination
managerant strategies (DMS)Abujamous et al., 2019; Presenza & Sheehan, 2@ are an
effective mechanism in measuring the economic implications of sports event tourism in the short term

and the longeterm impacts for the host destinati@andrea & Ispa010; Che, 2008)
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As identified within the opening chapter, hosting sports events is also considered to be an
effective destination marketing strateglemmonsbey et al., 2018; Sant et al., 2@®) an essential
component of destination management sgiate(Presenza & Sheehan, 201$ports events can
create awareness and recogni t i(Aonrenakydn ettah,@013) 0 st
Chalip & Costa, 2005) as events can draw the wor(Heslops at t
etal.,2010; OO6Rei | Therefoeet spoatd events &eOwldély) promoted as an effective tool
to enhance destination image as a touri st d
international marketing perspecti¢€im et al., 2014; Kim et al.,@.9) In addition, hosting sports
events helps host cities and countries create, promote and change their destination image, in what
many destination marketersrefertdias i t y barfamidti yn gifHalh&Amore, 2019; Liu,

2015)

2.3 The Interrelationship betweenTourism, Sports Tourism, and Sports Event Tourism

Tourism is one of the largest sectors in the global economic syd¢amg & Kim, 2019a)
TheWorld Tourism Organization (2018gfines tourism as temporary travel activities of individuals
or groups to other places outside their homes for different purposes, such as leisure, business or
religious pilgrimageWeaver and Lawton (2014)ew tourism as a combination of the relatioipsh
and i nteracti on bet ween touri st activities,
experiences. With this holistic approach, tourism can be seen as an essential element for study when
analysing best practices and the approach to managingthism industry and attracting tourists and

visitors (Neirotti, 2003; World Tourism Organization, 2018)

Sports tourism is just one of many special interest categories located under the tourism
umbrella. Sport and tourism are two key components of @gr-evolving global culture. Sports
touri sm, as the name suggest s, i SSpodsitougsmtsl y d e
identified as a field of knowledge that reconstructs the history of tourism and sports and strives to go
beyond the constation of a spontaneous philosophy to reach an elaborated code or content, a

hermeneutic interest and an emancipatory intéRegeassou et al., 200} halip and Costa (2005)
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argue that sports tourism is essentially a combination of sports and travidesctiVhilst it dates
back to ancient Greece and jol&es the Roman Empiiigs history as a subject of academic research
is less than fifty years old (Standeven & De Knop, 1999, as cited in Gibson, 2004). kpéatg,
tourismonly reached the stag# emancipation and autonomy which separated it from the field of
sport and tourism around the start of thé' 2&ntury (Pigeassou et al., 2003pver the past two
decades, however, sportdated tourism has firmly established itself as one of the fagptesing
and mostsougka f t er sectors within t h(Pagej0lb)lAdgdably, | ar g €
sports tourisms also one of the mogbpular forms of event tourisgChalip & McGuirty, 2004)
Sports event tourism is defined as the specific intention and purpose related to active and/or passive

sports activity involvement in sports eve(ifgatanabe et al., 2018)

Figure 2.1

Componentsdi Sports Touri smo

----- Tourism Sport

Groups of active ™.
sports participants ™\

Groups of spectating
sports participants

SPORTS
INDUSTRY

TOURISM
INDUSTRY

Source: Adapted fron€halip and Costa (2008nhdGammon and Robinson (2003)

With the collaboration of the two fields of sport and touri@ammon and Robinson (2003)
provideindept h expl anations of ASports Tourismod a
purpose of travelling. Those travelling because of a specific sports event/fixture or with the primary
intention of engaging in some forms of spatated activiyar e deemed to be con

tourismo (Figure 2.1). Il ndi vidual s and/ or gr ol
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unplanned/ad hoc recreational sports activities while on holiday were classified as having engaged in

somet hi nTgo wrailsine dSpior t 6 ( Fi dalch®wic2Mo2kp and Munstegs r e C ¢

(2018)provide a mare explicit picture of sports tourism, referring to it as a specific type of travel to,
or residing in, a place outside the usual environment of individualsragrdigps of people who have

the primary purpose and motivation of actively or passively participating in sptatsd activities.

Figure 2.2

Conceptual framework of ASports Tourismd and i

SPORT and TOURISM

Sports Tourism ‘ Tourism Sport

| I
|

Hard Definition

Soft Definition

Soft Definition

Hard Definition

[

Active or passive
participation at a competitive
sports event.

Primarily active recreational
participation in sport.

Visitors who engage in some
minor forms of sport or
leisure whose participation is
purely incidental.

Tourists who, as a secondary
reinforcement, actively
or passively participate

in sport.

Examples:

National/ International sports

Examples:

Fun Runs.

This can be anything related
to sport activities, but are not
previously planned

Examples:

Mini-golf.

events: - Hiking/ Walking. Bowls.

or thought out.

o - Skiing. Swimming.
Olympic Games. : » i s :
e . > - Cycling tours. Examples: - Tennis court hire.
FIFA World Cup. . % e :
- Canoeing. Rowing / Punting.

English Premier SE - PGL Adventure Camp.
il e Health and Fitnes: )

o ealth and Fitness
- Scuba diving. :

clubs.

% Pool / Snooker.
League football.

International Cricket.

Source: Adapted froammon and Robinson (2003)

Many scholars have classified and categorised sports tourists according to their behaviour,
intention and purposes (Table 2(Gibson, 2004; Malchrowiekosko & Munsters, 2018; Ritchie
et al., 2002; Schlemmet al., 2020)One of the earliest sport tourism studies divided sports tourism

activity into three specific groups based on t

Sport Tourismo, and fANos tGbsop{188a)®peonftiie mdsorecent, s mo
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published bySchlemmer et al. (20203ategorises spatourists into two broad groups based on the
products and activities consumed (Table 2.1). The groups are participants, those who travel to actively
participate (e.g., atetes, coaches, and staff) and spectators, and those who travel for the specific
intention and purpose of spectating (e.g., followers, families and fans). Standeven and De Knop
(1999, as cited in Gibson, 2004) also explicitly classified spautists ino two distinct groups based

on comparing their existing knowledge and beha
are experts in the sport being observed or act
tourists who are lesgscialised in knowledge and who travel for health benefits or to enjoy the

moment.

Figure 2.3

Classification of Sports Tourism

SPORTS TOURISM
Event sport tourism/ Active sport tourism Nostalgia sport tourism
Sports event tourism .
l Definition:
Definition: ;
Definition: Leisure-based travel that

Leisure-based travel that

takes tourists away from A type of sports tourism that

their home for the primary | tOUrists tra\:el to actively
purpose of visiting, participate in sports purposes.

watching or attending
sports events.

Examples: g
P Sports event Hobbyists /
- Olympic Games. participants non-event
- FIFA World Cup. . participants

A Tourists as
- Wimbledon. ey o
participants Tourists who
- Formula 1 motor
. who take part travel to play
racing. ; :
in sports sport without
events, such as || the primary
athletes, purpose of
coaches and competing,
support staff. such as
camping, and
fishing.

takes tourists to places of
sports-related historical
and cultural importance
or value.

Examples:

- Sports museums.

- Sports Halls of
Fame.

- Sports stadia.

- Sport heritage
sites.

Source: Adapted froribson (1998b)
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Theln-depthClassification ofTourists in the Sports Tourismdustry

Groups of sports participation travel Groups of sports spectatorial travel

This group “travels for the specific intention | This group “travel for the specific intention and

and purpose of participating in sports purpose of spectating sports activities and
activities.” events.”
Examples: Examples:

- Athletes. - Athletes’ followers.

- Coaches and support staff. - Sports fans.
The in-depth classification of a group of The in-depth classification of a group of
travelling sports participants is: travelling spectators is:

1. The connoisseurs: Elite/ 1. The avid spectator/ fan or “sports

professional athletes Junkie”:
2. The casuals: Amateur athletes This group has the primary purpose and

rigorous intention to attend sports games

The connoisseurs are more specialised in or sports events without participating in
their knowledge and behaviour than the non-sports activities.
casuals.

2. The fiequent spectator/ fan:
This group also has a primary purpose of
attending sports games or sports events.
However, they can be tempted to take
some part in other non-sports activities if
they explore something interesting around

the sports event venues.

3. The casual spectator/ fan:
The purpose of attending sports games or
sports events is not the primary purpose of
this group. Sports games or sports events
are just one of the activities included in

their vacation.

Source:Adopted fromGibson (2004)MalchrowiczMosko and Munsters (201&itchie et al.

(2002) andSchlemmer et al. (2020)

19
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In 2002,Ritchie et al. (2002)dentified groups of travelling sports event spectators into three types,

based on their passion, intent, and purpose of travelling to sports events, categorised as follows:

T The avid spectators/ fans or fAspwahave | unk
primary purposes and serious inteniem attend only sports events without other-non
activities in the destination.

1 The frequent spectators/ fans are described as a group of sports spectators who have
primary purposes and intent®to attends port s events as same as
but the frequent spectators/ fans can enjoy other interestingpuots activities in the

sports event destination.

The casual spectators/ fans are explained as a group of travellers who take parvacdatiein to
attend sports events as one of the leisure activities, and attending sports events is not their primary

purpose to travel.

2.3.1 The relationship betweenSports Tourism and Sports Events

Many sports tourism scholars have documented the multitude ofetm@mic legacies
attached to hosting major or mega sports events, not all of which are positive or sustaimeditia,
2019; Wright, 2021)Event tourism is considered an occasionahprary and shotime activity
outside a regular or routine programme, with planning and management (Getz, 1997; Van der Wagen
& White, 2018).Getz (1997)categorises event tourism produictto two formsby (1) referring to
the size and scale of eventat relate to a number of audiences, media coverage and impacts on host
destinations, consisting of local or community, major, hallmark and fmegras (Figure 2.4), and
(2) using the contents and purposes of events, consisting of cultural, businesstnevemts (Table
2.2).Neirotti (2003)defines sports events as sports activities or competitions capable of attracting a

considerable number of visitors, either as participators or spectators.
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Figure 2.4

The relationship between a category of eventsizg/and scale of impacts

o
B

Scale of impacts
(attendance, media, profile,
infrastructure, costs & benefits)

—
=)
=

Local Major Hallmark Mega-event

Category of event

Source: Adapted frolBowdin et al. (2011)

Sports events can be categorised as being either local, majararkor mega, according to
their size and scal&etz, 1997; Jordan, 2010; Van d&éagen & White, 2018Whitford et al. (2013)
distinguish more deeply between the different types of sports events, suggesting that local sports
events are smaficale events that primarily target participants from within the community or region.
As a result, these events attract little media attardgnd have fewer visible impacts on the economy
of the host destination. In contrast, majdralimark, and mega sports events typically gain
international attention and media interest. THagge scaleevents can generate noticeable economic
benefits, btialso require significant investment from private and public sector spof\s&msder

Wagen & White, 2018)



Table 2.2

Typology ofEvents

Event Classification

Key Characteristics

Local events -

Small-scale events, compared to other event types in the list,
hosted by the community at the level of town or city. called
“community events", which mainly target local audiences or
participants with the primary purpose of creating socialisation,
fun, and entertainment value, and engendering patriotism and
pride in the community.

Major events -

Major events, usually hosted by governments, and often driven
to contribute to economic development by creating place
promotion, attracting and stimulating investment, generating
employment and capturing significant national and
international visitor numbers and media coverage.

Hallmark events -

By size and scale of impacts

Hallmark events, considered to be tourism image-makers,
enhance the appeal and profitability of a tourism destination.
providing a competitive advantage for the host destination as
becoming so identified with the spirit or ethos of a town, city
or region, and synonymous with the name of the place. In
addition, hallmark events can gain widespread recognition and
awareness from national and international visitor numbers and
global media coverage, such as England’s Wimbledon Tennis
Tournament.

Mega-events -

Mega-events, the largest type of events, mainly target
international visitors and global media coverage, and affect
and create social, cultural, environmental and economic
impacts on host countries.

Sports events -

Specific sports purposes events provide a multitude of benefits
to an array of stakeholders, including competitors and event
staff from outside the region and locally, tourists attracted to
the event and the local community, including spectators.
participants, volunteers and support workers.

Business events -

Commercial primary purpose events, known as “MICE”
(Meetings, Incentives, Conventions/Conferences, and
Exhibitions), are considered an extremely lucrative market
based on the spending of business tourists compared to other
purposes of travelling tourists.

By form and content

Cultural events -

The common event form as “Cultural celebration.” including
festivals, religious events, art and entertainment, are often
hosted at the community level to enhance and preserve culture,
tradition and history, promote creativity, increase tourism and
rejuvenate community cohesion.

Source:Adopted fromBowdin et al. (2011)Getz (1997)Van der Wagen and Whi{€018) and

Whitford et al. (2013)
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Key stakeholders, especially national governments, realise sports events can contribute
significant benefits to the place and the sport tourism inddeégng & Kim, 2019a; Kim et al.,
2014) In particular, hostingargescalesports events helps to establish a reputation for a place and
contributes to the tem-bottom revenue generation within the tourism indugBialip & Costa,
2005; Chalip & McGuirty, 2004)Hostinglargescalesports events can lead to other dimensions,
including the stimulation of investment, development of infrastructure, increase in employment,
cultural exchange of visitors and residents, development of education and the overall reputation of
the destinatiorand country(Bodet & Lacassagne, 2012; Ferreira et al., 2018; Heere et al.,. 2019)
Undoubtedly, the integration and collaboration of sport and event tourism have captured the attention
of many worldwide marketers, which in turn has inspired many locahatidnal governments to
chase the opportunities attached to hostargescale sports eventgBresler, 2011; Chalip &

McGuirty, 2004; Mackellar, 2015)

As mentioned in section 2.2, although sports events can contribute to the economic and social
well-being of cities, regions and entire natighkalimann & Breuer, 2010; Van der Wagen & White,
2018) However there is a mountain of evidence to suggest that they can also fail to deliver and fall
short of expectation8Nright, 2021) Orr and Jarvis (2018rgue that host destinations and event
organisations cannot neglect or avoid planning potential risks and threats and impacts and legacies
whether pre during, and possports events. Welpprepared plangan help host destinations to
forecast and prevent pmttial risks and negative economic, secidtural,or environmental impacts
(Simona, 2019; Van der Wagen & White, 2018y - Ud U argue<titaDsparevent organisers
must take responsibility for organising, managing, and planning sports competitidat also
associating and dealing with the probability of harm or negative incidents occurring to sports
participants and spectators, as well as locals, around sports event venues. The outcomes of managing,
organising and running everitspactneither paitive nor negative attitudes towards event organisers

in terms of reliability and trustworthiness for future evdbtavine & Devine, 2012)
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Attitude is an essential concept in marketing and tourism research, as it is a mediator between
beliefs, feelingsand behavioural intentions. Attitudes can also change according to the variables that
impact peopléPizam et al., 2000Echtner and Ritchie (2008ygue that a positive destination image
is a significant key var i her HeeisiommaKing precess beforg t o u
travelling to the destination. Touristsodé atti:
before deciding to travel to the destinations and their experience whilst travelling to the destinations
(Simpson etl., 2016; Xu et al., 2018Miiller (2015)notes the changes in attitudes towards the
perceived benefits of staging mega sports events, visible in the reduction of destinations bidding for
the hosting rightsMcGillivray and Turner (2018also note the growing global resistance that is
evident amongst communities who fail to see the value or viability of hostingdeadg sports

events

2.3.2 Thesportst our i st sniakird)process i o0 n

Fodness and Murray (199%}ate that the current destiimg selection process is more
complicated than in the past. Many tourists and/or visitors currently spend much time searching for
information using different methods and sources. In the past, before making their final decision,
tourists and/or visitors relied on and believed commercial sources to form a destination image
(Fodness & Murray, 1997Katsikari et al. (20203uggest that the applicatioho t he A push an
strategy can help destination marketers under :
betweerPushandPu |l | f actor s. Push factors explain toul
travelling purposes, whildeu | | factors express extrinsic tou

choose destination€rompton & McKay, 1997; Dann, 1977; Newland & Aicher, 2018)

Additionally, Mehrabian & Russell (1974, as cited in Vegaeari et al., 2020) suggest the
stimulus-organismresponse ($-R) theory helps host destinations seek positive opportunities to
under st and, encourage and influence tourists©d
and pull strategy and-8-R theory is an effective combinationgtimulate tourists and/or visitors to

have positive attitudes and influences their decision to travel to destingetsgari et al., 2020;
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VegaraFerri et al., 2020)VegaraFerri et al. (2020andJeong et al. (202@rgue that hosting sports
events $ an essential platform to implement theOdR theory to create positive attitudes of
destinations and apply thei s h  and pul | strategy to encour acg
particular destinationgsiddy, 2018; Katsikari et al., 2020%uccessfugports events can encourage
tourists to create positive destination imagéameh et al., 2015; Halpenny et al., 20X6)d

destination branding for host destinatighMorgan et al., 2011; Richelieu, 2018a)

There are a variety of factgisuch as reputians of sports events and images of destinations,
t hat can effectively influence sports touri st
(PuenteDiaz, 2018) and these different factors vary based on the organisation or th¢Papemte
Diaz 2018) Asada and Ko (201&ndHalpenny et al. (201&ssert that wordf-mouth (WOM) is
a key factor in attracting sports tourists travelling to a destination. WOM is defined as the essential
communication without any commercial involvement between conicators regarding token of
appreciation (TOA) marketing of products, services or brands (HaVigdker, 2001, as cited in
Asada, 2016). In additiorgotiriadis and Zyl (2013)naintain that people currently search for and
receive information and feedldaabout travel plans, sports events and destinations by communicating
with other people via online platforms. This online communication is called electroniefvorduth
(eWOM). Bhattacharya and Dutta (2018&)gue thaeWOM is one of the most effective dis to
improve destination branding in the tourism industry. In contkésgaraFerri et al. (2020prgue
t hat negative WOM and eWOM can influence visi

events.

Silveira et al. (2019argue that the quality of sports facilities, including sports stadiums or
arenas, isnotherssential determinant for sports tourists considevimether tgparticipatin andbr
attenda sports event. Yu (2010) presents various significant factors feprafassional athletes and
sports spectator groups, such as tourism attractions, infrastructure, facilities, entertainment, and other
leisure activities. In additiortieere et al. (201990 ncl ude t hat i n-mbaking t oul

process, accessibility of destinations, infrastructure and facilities of destinations, additional leisure
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activities of destinations, and travelling ¢
dedsionsto travel to destinations for participating and/or attending sports everBodet &
Lacassagne, 2012; Newland & Aicher, 2Q1Bgstination marketers must strategically consider
essential determinants of sports tourists or visitors to incorpopatessevents into destination
branding(Newland & Aicher, 2018)A sports event destination requires an appropriate combination
of sports activities that support sports events, destinations that offer attractive leisure and recreational
activities, such asightseeing venues and shops, and other activities consistent with the value or

interests of the sports and strategic risk management (@aadip & Costa, 2005)

2.4 Conceptual Framework

The following conceptual framework (Figure 2.5) maps out the actiopsred in this thesis,
according to the knowledge obtained from the existing literature presented within this chapter. This
framework also represents the researcheroés sy
tourists and the factors oftamtion to participate in and/or attend sports events that influence and
connect sports touristsd attitudes towards br

destination

Figure 25

ConceptuaFramework of the stucly
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« Value for money Destination branding
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2.5 Chapter Summary

Sports event tourism is a specific and niche market and one of the-gastestg markets in
the tourism industry. The continued growth of sports event tourism attracts the intention of destination
marketers as an essential tool to develop a broad rigpugatd recognition of a host destination, as
well as encouraging and stimulating economic development and the tourism industry in many
dimensions, both shetérm and longerm. Thus, tosting international sports events has become a
significant component of destination managemant marketingstrategies Events can even
influence tourism development strategibhough there is plenty of evidence to suggest that hosting
largescale spuds events rarely deliver the lotgrm benefits promised, they have also been proven
to beaneffective means of growingiobal recognition and regendrag the image and branding of a
host destination, city, afol country In sum the positive image ahreputation of destinatiortan
influence touristsod at,tregardlessiohwhétherahe dhostb ardable too u r
deliver on the |l egacies pr omi s tha sudcess of Mostingl o c a
international sports eventaca t urn tourists® negative attitud

whilealsbenhancing the overaall destinationb6s i mage

This chapter has discusstégk meaning and importance of destination branding within the
competitive tourism market are explainedhe destination branding topic the relationship between
two major topics, namely destination branding and the-nefationship between tourism, sports
tourism and sports event tourisihhas also identifiedhe different experiences and expectatiofhs
travellers who have specific spoeredated travel objective3he interrelationship between tourism
sports tourism, and sports event tourngas also discussealong with the differenattitudes of sports
tourists Finally, the chapter provides thhenceptual framework that will underpin the collection of
primary data from a small cohort of New Zealdrabed sports tourists with a historic personal
connection to Thailand. The following chapter introduces the methodology and research methods

used to ollect and analyse this data.
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CHAPTER 3:
METHODS AND METHODOLOGY
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Chapter 3: Methods and Methodology

3.1 Introduction

Walliman (2011)argues that nowadays, many people misunderstand and use research in the
wrong direction, such as collecting facts or information without an explicit purpose. He noted how
common it was to see researchers reassembling and reordering facts or inform#ton wi
interpretation and applying the activity with irrelevance to daily(M#&lliman, 2011) This chapter
presents and examines the authoros met hodol o
exploratory qualitative study. Methodology is a practikay, which enables the researcher to
understand the explicit direction that needs to be followed, what needs to be explored and examined,
who the target of the investigation is, how to collect the data and information, and how to interpret

and analyse thedata.

A research approach is a significant process that enables the researcher to explicitly clarify
and understand the theory, beginning with raising significant questions that concern the research
design(Saunders et al., 201Fonducting research can be divided into two forms according to the
purposes and context of the study, consisting of basic or pure research and applied (@s@arch
2018; Saunders et al., 2018gsic or pure research is undertaken to understanddyrtsiel process
and outcomes that will stimulate the academic community to develop and expand knqBlegge
2018; Saunders et al., 2018)pplied research is conducted and manipulated in order to understand
specific problems of social or organisationgtizally and to find solutionéBell & Waters, 2014;

Gray, 2018; Saunders et al., 2019; Walliman, 20Thjs studyadopts a basic research approach as

a topig and the research objectives are determined by the researcher.

3.2 ResearchPhilosophy and Theory

Theory is an essential tool that helps researchers consider the research design approach, as it
is a systematic core of knowledge in empirical evidence that is used for purposes of explanation or
prediction(Saunders et al., 201Research philosophy isanificant element that demonstrates the

researchersbo understanding and di stinction, e



30
(Davies & Fisher, 2018; Kivunja & Kuyini, 2017Research is a systematic way to study, examine,
investigate and explerfacts to understand a tofgBell & Waters, 2014; Cavana et al., 2001; Gray,
2018; Saunders et al., 201%aunders et al. (2019)ustrate the correlation of beliefs and
assumptions, research philosophy, and research design (Figure 3.1) that enezaaghers to

reflect on their beliefs or notions and the research design in order to conduct their research.

Figure 3.1

TheCorrelation ofBeliefs andAssumptionsResearchPhilosophy, andResearchDesigr:

Beliefs and Research

assumptions “ philosophy

Research design

Source: Adapted from Saunders et{2019



Table 3.1

Summary of th&haracteristics oEach of theMajor Paradigms

31

Characteristics Positivist Post-positivist Interpretive Critical Pragmatic
Aim Production of Uncover the Description, Raise awareness and | Solving “real world”
predictive, meaning of reality as | exploration and elicit social change problems
generalisable data understood by understanding of
individuals or group | experience
Ontology Single reality: real- Critical realism Multiple subjective Historical realism Single and multiple
world driven by realities mentally realities
natural causes constructed by
individuals
Epistemology Researcher Modified objectivity | Researcher entwined | Knowledge is None
objectivity and in production of socially constructed
detached knowledge;
impartiality; control dialectical
Research methods Quantitative Qualitative and Qualitative Qualitative Quantitative and
quantitative — Qualitative
triangulation
Common designs/ Descriptive, cohort, | Modified Phenomenology, Neo-Marxist, Mixed methods
methodologies cross-sectional, case- | experimental, critical | grounded theory, Feminist Research, research
control, experimental | multiplism ethnography, Queer Theory,
randomised control narrative, Participatory Action
trials biographical Research
Criticisms Does not take into Does not always Limited Does not always Flexibility in
account individual produce the well- transferability and guarantee its aims of | approach can lead to
experiences defined answer generalisability emancipation confusion

Source: Adapted frorDavies and Fisher (2018)

Winit-Watjana (2016)exhibits the framework of research reasoning or logic of inquiry
(Figure 3.2) to distinguish the inductive approach and deductive approach-W¥éirtitj ana o6 s
framework presents that the deductive approach, known as deductive reasoning, is to work on theory
before experimental design, which is contributed from general to distinctive attention and refers to
the argument that is accurate and reliable by definition since philosophical logic, science and
mathematics are included. The deductive approach stamsaftheory, creates hypotheses from the

t heory, tests assumptions or hypot heses, and

approacho, known as Ainductive reasoningo, WO

derives from the conclusidhat researchers gain from observations or data collection. The inductive
approach is to undertake the accumulation of facts, data, etc., before hypothesis or theory testing, as
it starts from something particular then goes to something general by ddtaplesmpirical

observations in the interesting phenomenon and creating concepts and theories from that phenomenon
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(Gray, 2018; Ormerod, 2010; Woiceshyn & Daellenbach, 2018; Worster, .Z0hd)efore, the

inductive approach was considered the most appécatbroach for this study.

Figure 3.2

TheResearchReasoning otogic ofInquiry

A
Observation/
data
Deductive " heas P Inductive
Approach ypothesis s Approach
"

Source: Adapted from Winlvatjana(2016

3.2.1 Ontology and epistemology

Saunders et al. (2018)plain that ontology is the relevance of the assumptions of reality and
nature. Moreover, ontology is the philosophy behind the study in reality or nature of being and
existence, and existing basic categories with the correl@iaiologyis a significat tool to examine
the belief system, dsrelates to the nature of all phenomé@aay, 2018; Kivunja & Kuyini, 2017)
Epistemology is related to how we study, explore, and understand what it means t(Gkagw
2018) Epistemology is about the basis of knowledge and aspects of researchers on the nature of
reality (Kivunja & Kuyini, 2017; WinitWatjana, 2016)Therefore, epistemology is the assumption
of knowledge, what constitutes acceptable, valid and legitimate lekdge;, and how researchers

communicate knowledge to othdfray, 2018; Saunders et al., 2019)
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3.3 Research Objectives
This exploratory qualitative study aims to determatétudes and perceptiorsd New
Zealandbased sposttouristswith a historic personatonnection to Thailand o war ds Thai |
aspirations of becoming an international sports event tourism destination. The objectives set up for
this study are guided by the research questidho wh at e »stowistd wittdam exsting r t
connection to Thailand consider Thailand to be an international sports event tourism

dest i n dMore onticaty) the objectives of this study are:

9 To capture and compare the attitude®l perceptions of New Zealarzhsed spas
touristswho were born or hadisited lived, or workedin Thailand towards Thailand as
an international sports event tourism destination.

9 To determine the significant determinants t@uild appeal tesport event tourists when
decidingwhether or noto travel to Thailand tparticipate in and/or attend international
sports events in Thailand.

9 To consider ways to improve the branding of Thailand as a sports event tourism
destination according to the attitudes and perceptionsles¥ Zealanebased spost

touristswith a historic personal connection to Thailand.

3.4 ResearchApproach and Design

The research design used in this study was based on the interpretive philosophy, as it refers
to a naturalistic or constructivist paradigm and is based on a relativist ontology that views reality as
being subjective and differs from person to per¢Guba & Lincoln, 1994) The exploratory
gualitative research method is used in interpretive resedthrsmall sizes to collect rich, idepth
data and information that describes individual experietiebreier, 2018)It can be seen that
interpretive researcks dialectical as the process of this research is going through dialogue and
interaction between the subject and the researcher to generate the findings of the study. Hence, in the
interpretive research, the produced knowledge with possible biases mwvémttged rather than

eliminated (Charmaz, 2014, as cited in Davies & Fisher, 2018). In contrast to quantitative research,


















































































































































































































