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ABSTRACT
Research Questions: Primary research questions include: (1) What
are the salient attitudes of volunteers that influence their
engagement intention and (2) Do extra-role behaviors and
emotional attachment mediate their relationship with the event?
Methods: We used a face-to-face survey design and collected 271
use cases from volunteers recruited during the 2018 PyeongChang
Winter Olympic Games.
Results and Findings: The results of structural equation modeling
indicate that value-expressive and social adjustive attitudes were
positively correlated with extra-role behavior. Value-expressive,
utilitarian, and knowledge showed a significantly positive effect
on emotional attachment. Furthermore, emotional attachment
and extra-role behavior played a significant mediator role in
explaining the relationships between functional attitudes and
volunteer engagement.
Implications: The results shed light on volunteer literature through
an extended understanding of functional attitude theory in the
context of volunteer engagement. Sport managers could use the
findings to clearly understand relevant volunteers’ attitudes to
predict their extra-role behavior and future volunteering
intention. Such efforts allow managers to carefully articulate
promotional message when recruiting volunteers.
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Volunteers are an essential component of the successful delivery of mega sports events
(MSEs) like the Olympic Games and the FIFA World Cup (Bang & Chelladurai, 2009;
Fairley et al., 2007). These events typically involve a considerable number of volunteers
who perform a wide range of tasks across game venues (Bang et al., 2019). For example,
during the 2018 PyeongChang Winter Olympic Games over 16,000 individuals volun-
teered to serve in various functional areas (e.g. press, communications, operational
support, production of ceremonies, technology and transportation; POCOG, 2018).

The significant contribution of volunteers is acknowledged by the large body of
research that has strongly emphasized their motivation and satisfaction, suggesting
that the satisfaction–intention-to-volunteer relationship is influenced by the match
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between the volunteer’s primary motivations and the extent to which the volunteering
environment satisfies those motivations (Alexander et al., 2015; Bang et al., 2012; Bang
& Ross, 2009; Clary et al., 1992; Kim et al., 2009; Schlesinger & Gubler, 2016). Studies
also identified the role of identity (van Ingen & Wilson, 2017), identification fit (Kang,
2016; Kim et al., 2007), task and social cohesion (Doherty & Carron, 2003) as indicators
for improving volunteer experience and retention.

However, theoretical explanation about the role of goals/attitudes for explaining vol-
unteer engagement has been lagging behind. An attempt to bring this theoretical expla-
nation up to date is important not only to clearly explain and predict volunteer
performance and retention (Cuskelly, 2004), but also to help develop effective volunteer
management strategies for the success of MSEs. More specifically, in MSEs context, vol-
unteers’ tasks can be rather simple, repetitive, and narrowly defined. In such a task
environment, volunteers can easily lose their interest and motivation, which leads to
early turnover (Hustinx, 2010). Thus, it is very important for event managers to
explore key drivers that determine and maintain volunteers’ engagement. Specifically,
to ensure the success of the operation, it is necessary that volunteers contribute
beyond the call of duty (their specific role) by making suggestions and cooperating
further with the organization (i.e. extra-role behaviors; Kim & Mauborgne, 1996).
However, there has not been systematic research that explains the specific psychological
mechanism in the context of MSEs. As a result, there is limited theoretical understanding
of the volunteer engagement and its antecedents and consequences.

Accordingly, drawing on the functional theory of attitude (Katz, 1960) and cognitive
dissonance theory (Festinger, 1957), we examined volunteers’ attitude functions (i.e.
value-expressive, social-adjustive, utilitarian, and knowledge) in the context of MSEs,
and addressed their impact on volunteer engagement. The purpose of the current
study was twofold: (a) to identify salient volunteer attitudes that influence their extra-
role behavior and volunteer engagement intention and (b) to examine the mediating
role of volunteers’ emotional attachment in this relationship. The extended view of vol-
unteers’ engagement offers new theoretical insights into the volunteer literature, while
offering several important managerial implications for volunteer management in MSEs.

Theoretical background and hypothesis development

Functional theory of attitude

Functional attitude theory (Katz, 1960; Smith et al., 1956) posits that people hold atti-
tudes toward objects, events, and behaviors for various reasons, meaning that attitudes
fulfill different psychological functions for different individuals. Functional theorists
have noted that, although certain attitudes may appear quite similar on the surface,
the same attitude can serve markedly different functions for different people (Clary
et al., 1998). Katz (1960) and Smith et al. (1956) specified the basic functions that attitude
performs within an individual, including value-expressive, social-adjustive, utilitarian,
and knowledge functions.

The relationship between attitude and motivation is delineated in the literature. Atti-
tude is defined as ‘a learned predisposition to respond in a consistently favorable or unfa-
vorable manner with respect to a given object’ (Ajzen & Fishbein, 1975, p. 10). In
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contrast, motivation is defined as ‘some kind of internal drive which pushes someone to
do things in order to achieve something’ (Harmer, 2001, p. 51). Therefore, attitudes can
be considered ‘motivational–perceptual states that direct action’ (Hsu et al., 2010, p. 285)
because attitude is subject to changes in motivation. Katz (1960) also argued that motiv-
ation contributes to the understanding and formation of attitude. Therefore, the litera-
ture strongly supports the idea that an individual’s attitude is determined by their
motivation to perform an act.

Functional attitude theory contributes to understanding the complex motivational
functions behind volunteer behavior (Clary et al., 1992; Clary & Snyder, 1991). Katz
(1960) suggested five functional attitudes that determine human behavior. First, some
individuals with dominant value-expressive attitudes volunteer to enhance their psycho-
logical development and self-value through volunteer work (i.e. value-expressive atti-
tude). Others may perceive volunteering as an opportunity to gain social approval
from interaction with others (i.e. social-adjustive attitude). Additionally, volunteer
work may allow some individuals to maximize tangible/intangible rewards (i.e. utilitarian
attitude) or gain some new knowledge about our society (i.e. knowledge attitude).
However, in the current study, the authors did not include ego-defensive attitudes
because such attitudes mainly serve a defensive strategy to cope with anxiety generated
by intrapsychic conflict (Herek, 1987; Katz, 1960). The nature of Olympic volunteering
requires substantial voluntary investment of time and effort.

Several researchers (e.g. Clary et al., 1998; Petty & Wegener, 1998) highlighted the
importance of functional matching effects. They provided empirical evidence that indi-
viduals are more likely to be motivated in their work when their personal and work goals
match. That is, when volunteers fulfill their personal goals by volunteering, they become
more committed to it and show future intention to continue to volunteer (Clary et al.,
1998). Given the impact of functional matches on positive volunteer outcomes, volun-
teers’ functional attitudes are a highly predictive indicator for understanding volunteers’
behavioral engagement. Specifically, we expect that matching effects would also enhance
volunteers’ extra-role behaviors. Extra-role behaviors are ‘efforts voluntarily exerted
beyond the call of duty in order to execute allocation decisions to the best of one’s abil-
ities’ (Kim & Mauborgne, 1996, p. 500). In the service literature, van Doorn et al. (2010)
suggest that customer engagement behavior should be explained by using word of mouth
(WOM), suggestion, and prosocial behavior. Based on this understanding, we hypoth-
esized that:

H1. Volunteers’ functional attitudes (i.e., value-expressive, social-adjustive, utilitarian,
knowledge) correlate positively with their extra-role behavior.

H2. Volunteers’ functional attitudes (i.e., value-expressive, social-adjustive, utilitarian,
knowledge) correlate positively with their intention to continue volunteering.

Volunteer behavior in mega sports events

Scholars have found that volunteering at MSEs like the Olympic Games is unique in
nature. MSEs involve huge numbers of volunteers, necessitating the development of a
large (Holmes et al., 2018) and culturally diverse (Grönlund et al., 2011) volunteer
program within a short period of time. Highlighting the unique nature of special sporting
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events, Farrell et al. (1998) demonstrated that volunteers at special events have different
attributes of motivation by proposing the special event volunteer motivation scale
(SEVMS), including four factors: purposive (a desire to do something useful and contrib-
ute to society), solidarity (a desire for social interaction, group identification, and net-
working), external traditions (relating to family traditions and extrinsic motivations),
and commitments (linking external expectations and personal skills with commitment
to volunteering). Yet, it appears that the SEVMS does not capture sport event-specific
motives especially at large scale sporting events (Bang & Ross, 2009; Doherty, 2009).
For example, being an Olympic volunteer is a once-in-a-lifetime experience when the
Olympics occur in one’s home city or country while other volunteering includes
annual events or regular weekly commitments. Hence, volunteers in MSEs are motivated
by factors including Olympic value (Bang & Ross, 2009), pride in their city or country
(Kim et al., 2010) and social contact and the desire to feel valued by society (Minnaert,
2012). Many events have had a legacy goal to leverage the energy of the volunteers to lead
subsequent volunteering at future events (Holmes et al., 2018). More importantly, a
large-scale cultural event like the Olympic Games has a different context from other cul-
tural events (e.g. number of volunteers, public recognition of volunteers’ contributions
and structural differences), and these differences may be reflected by differences in the
goals and engagement of the volunteers (Dickson et al., 2014). In South Korea, volunteer-
ing has increased significantly since the 1990s with strong governmental support (Grön-
lund et al., 2011; Ziemek, 2003) and volunteering appears to be linked to collective action.
Therefore, in South Korea, the social (i.e. strong influence of friends and family members
with higher motivation to volunteer) and altruistic (e.g. helping people in need and
making the world a better place) motivation rates of volunteers are higher compared
to those seen in other countries (e.g. Canada and the UK; Grönlund et al., 2011). The
current study will contribute to cross-cultural volunteer studies by identifying the
uniqueness of volunteer attitudes, goals and engagement levels in Korea. Existing volun-
teer literature suggests that individuals may perform the same actions to serve a variety of
different functions (Snyder 1987). These different functions of volunteers’ behavior are
explained by the motivations that persuade them to explore volunteer opportunities
and commit themselves to help and to sustain their volunteering involvement over
long periods of time (Clary et al., 1992; Clary et al., 1998). Clary et al. (1998) proposed
six motivational functions served by volunteering: values, understanding, social,
career, protective, and enhancement. Given these six motivational functions that are rel-
evant to all contexts of volunteering, later studies have investigated motivational
elements associated specifically with sporting events (e.g. MSEs). Giannoulakis et al.
(2007) found that Olympics volunteers are motivated by three major factors: Olym-
pics-related, egoistic, and purposive. More specifically, Bang and her colleagues (Bang
et al., 2008; Bang & Chelladurai, 2009; Bang & Ross, 2009) identified seven factors
affecting volunteer motivation in the context of international sporting events: expression
of values, patriotism, interpersonal contacts, personal growth, career orientation, extrin-
sic rewards, and love of sport. For example, some individuals might have been involved
in the PyeongChang Winter Olympics to help the international event run successfully in
their city (i.e. patriotism) while others might have volunteered to gain experience that
could lead to future employment (i.e. career orientation). Despite several different
approaches to categorizing the motivation of volunteers at sports events, it is commonly
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accepted that engaging in volunteer work becomes an exchangeable commodity when
individuals believe that their motivational needs and desires are satisfied through their
experiences as volunteers (Bang et al., 2019).

Volunteer engagement

The current study divided volunteer engagement into two categories: psychological
engagement (i.e. emotional attachment; Macey & Schneider, 2008) and behavioral engage-
ment (i.e. extra-role behavior; Macey & Schneider, 2008; van Doorn et al., 2010) and
explores how each function relates to the two categories of volunteer engagement.
Among numerous behavioral engagements, the current study focuses on volunteer’s
extra-role behavior. Considerable research into consumer behavior (Asada & Ko, 2016,
2019; Kim, 2014; Kim & Mauborgne, 1996; van Doorn et al., 2010) has highlighted the
importance of extra-role behavior that is described as individuals going beyond the call
of duty (e.g. WOM, suggestion, and cooperation). Yet, most previous volunteer studies
have not fully examined volunteers’ extra-role behavior. Among numerous extra-role
behaviors, current research focused on the three salient extra-role behaviors (i.e. WOM,
suggestion, and prosocial behavior), that apply to volunteers’ behavioral engagement.

WOM. Westbrook (1987) defined WOM as ‘all informal communications directed at
other consumers about the ownership, usage, or characteristics of particular goods and
service or their sellers’ (p. 261). Prior research found that WOM significantly influences
others’ behaviors (Asada & Ko, 2016, 2019; Hennig-Thurau et al., 2010). People trust the
information from other customers because such information is based on their experi-
ences with no hidden meanings (Bansal & Voyer, 2000). Furthermore, because of tech-
nological advancements (e.g. social media), the range of WOM has expanded from close
acquaintances (e.g. family and friends; Heskett et al., 1997) to unspecified individuals
worldwide who are looking for the information from other customers. In sport volunteer
literature, WOM is an important motivational factor for volunteer retention (Wisner
et al., 2005). Wisner et al. (2005) noted that volunteer’s willingness to spread positive
WOM about the organization to other potential volunteers is a key component of volun-
teer loyalty behavior. Hence, volunteers’ WOM intention solidifies their commitment to
organizations, which in turn increases their consistent ongoing future behavior (i.e.
intention to continue volunteering; Cialdini, 2009)

Suggestion. Suggestions refer to voluntary customer behaviors when they exchange their
opinions and suggestions with firms regarding improvements to product development
and service delivery (van Doorn et al., 2010). Suggestions are considered an important
source of information because they provide the voice of engaged people (Kim, 2014). Pre-
vious research identified that suggestions (including complaints) provided valuable
insights to remedy any problems with current services and create new services (Kumar
et al., 2013). Therefore, volunteers’ suggestions can help organizations and event man-
agers better understand the needs and preferences of their volunteers and improve
their environment (Kumar & Bhagwat, 2010). Volunteers who recognize that the organ-
ization listens to their suggestions tend to have higher overall satisfaction, develop an
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enhanced sense of connection, and increase their intention to volunteer further (Barnes
& Sharpe, 2009; Craig-Lees et al., 2008)
Prosocial behavior. Prosocial behavior is defined as ‘voluntary, intentional behavior that
results in benefits for another’ (Eisenberg & Miller, 1987, p. 92). This prosocial behavior
includes behaviors like following rules (Hughes & Kwok, 2007), cooperating with col-
leagues (Hughes & Kwok, 2007), and voluntarily helping others (Osterman, 2000). Pre-
vious research emphasized the role of volunteers’ prosocial behavior in their engagement
as volunteers (Janoski et al., 1998; Penner et al., 2005). The pro-social behavior of volun-
teers goes beyond merely interacting with colleagues and following rules; they are more
engaged in helping others and solving problems in their volunteer work (Bettencourt,
1997; Janoski et al., 1998). Thus, volunteers’ contribution to the organization increases
their attachment to volunteering, which in turn, becomes a strong motivator for
future volunteer intentions (Janoski et al., 1998). Therefore, it is hypothesized that:

H3. Volunteers’ extra-role behavior is positively correlated with their intention to continue
volunteering.

H4. Volunteers’ extra-role behavior plays a mediating role in the relationship between func-
tional attitude and intention to continue volunteering.

Emotional attachment

Emotional attachment is defined as the emotional bond connecting a specific object to
the self (Bowlby, 1979). The emotional attachment engaged in during short term
events such as the Olympics might be different from that seen in other types of events.
Nichols et al. (2017) found that volunteers’ emotional attachment is likely to be driven
by pride in and knowledge of their host city, and this leads to a distinctive passion in
their contribution to the Olympic Games. Thus, in international mega-events, voluntary
participation by citizens of the host country has a great impact on their emotional
attachment.

In the volunteer literature, scholars found that volunteers’ emotional attachment to
the organization and voluntary activity is of particular importance in determining
their behavioral engagement (Bang et al., 2012; Engelberg et al., 2012; Engelberg et al.,
2014). Volunteers’ emotional attachment indicates their high commitment and dedica-
tion to the organization; hence, their emotional bond has beneficial impacts for organiz-
ations including increased frequency of participation (Beaton et al., 2011), intention to
remain (Vecina et al., 2013), and prosocial behavior (Farny et al., 2019).

It has previously been demonstrated that psychological attachment plays a central role
in determining positive spontaneous behaviors at work (Holmes, Nichols, & Ralston,
2018; Zhang et al., 2018) and philanthropic behavior such as giving (Ko et al., 2014).
According to cognitive dissonance theory (Festinger, 1957), we have an inner drive to
hold our attitude and behavior in harmony and avoid dissonance, known as the principle
of cognitive consistency. Because emotional attachment is inherently linked to self-rel-
evance (Mikulincer et al., 2005), once the level of emotional attachment increases, an
individual has a supportive attitude toward the object that matches their self-concept.
Hence, emotional attachment sets the stage for consistent future behavior and creates
not only high rates of immediate participation but also long-term follow-through
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(Herscovitch & Meyer, 2002; Kang, 2016; Zhang et al., 2018). From this theoretical evi-
dence, we propose that volunteers’ behavioral engagement is driven by their emotional
attachment to the organization or activity. We therefore hypothesize as follows:

H5. Volunteers’ emotional attachment correlates positively with their extra-role behavior.

H6. Volunteers’ emotional attachment is correlates positively with their intention to con-
tinue volunteering.

H7. Volunteers’ emotional attachment plays a mediating role in the relationship between
functional attitude and extra-role behavior, and intention to continue volunteering.

The hypothesized model can be found in Figure 1.

Methods

Measures

The current study modified and used existing scales to measure the research constructs;
functional attitude (Grewal et al., 2004; Wilcox et al., 2009), emotional attachment
(Kim, 2014), and extra-role behavior (Kim, 2014). Intention to continue volunteering
was measured by asking behavioral intention questions, ‘I will participate in the volunteer
work in the future,’ and ‘I will continue to participate in sporting events volunteer after the
Olympic Games’. All items were measured using a 7-point Likert-type scale with higher
scores representing a more positive agreement rate of each variable, ranging from 1 =
Strongly Disagree to 7 = Strongly Agree. They are summarized in Table 1.

Participants and data collection procedures

The current study used a survey research design to not only obtain accurate information
describing volunteer behavior but also to test our hypotheses and research questions in
the study (Zikmund et al., 2013). The participants of the current study were volunteers at
the 2018 PyeongChangWinter Olympic Games. 12 trained assistants were assigned to six
different venues (Alpensia Olympic Park, Olympic Sliding Centre, Phoenix Snow Park,
Jeongseon Alpine Centre, Gangneung Curling Centre, and Gangneung Hockey

Figure 1. Proposed research model.
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Centre). The assistant collected the data during the Game time (Feb 9, 2018 – Feb 25,
2018) using simple random sampling (Sharma, 2017) to ensure that each volunteer of
the population has an equal chance of being selected. The overall population of volun-
teers at these venues was 4,996 (POCOG, 2018). Before starting the survey, the research
staff explained the purpose of the current study and procedures and told them the survey
was voluntary and there were no compensation or benefits for their participation. The
survey response rate remained about 45.2%. A total of 271 volunteers (n = 105 males;
n = 166 females) completed the survey and are included in the data analysis. Participants’
ages ranged from 18–58 years old, with the majority in their twenties (82.3%). About 70%
of those were volunteering at a sporting event for the first time. These demographic
characteristics of the participants are deemed to adequately represent volunteers in the
2018 PyeongChang Winter Olympic Games (POCOG, 2018).

Analysis and results

To examine the theoretical relationships among the research constructs, we conducted
confirmatory factor analyses (CFA) and a series of structural equation modeling
(SEM) by using Mplus 8.0.

Confirmatory factor analysis

Before testing hypothesized models, we examined the measurement scale’s validity and
reliability. The results of CFA indicated a good model fit (χ2/df = 2.217, CFI = .954,

Table 1. Descriptive statistics, standardized factor loading (λ), average variance extracted (AVE), and
construct reliability (CR) (N = 271).
Variables M SD λ AVE CR

Functional attitude
Volunteering in the PyeongChang Winter Olympic Games,
Value-expressive 5.21 1.40
Makes me to communicate my self-identity 5.30 1.35 .81 .66 .85
Enables to express myself 5.30 1.38 .89
Help me define myself 5.03 1.48 .72
Social-adjustive 4.72 1.37
Is a symbol of social status 4.25 1.46 .75 .56 .72
Helps me in fitting into important social situations 5.18 1.28 .75
Utilitarian 5.02 1.5
Is helpful for my work and career 5.27 1.46 .93 .68 .81
Gives me many gifts and souvenirs for free 4.77 1.54 .71
Knowledge 4.53 1.52
Makes my daily life is well organized 4.83 1.55 .83 .69 .87
Makes me feel secure in an uncertain world 4.41 1.56 .89
Makes my life predictable 4.34 1.44 .76
Emotional attachment 5.89 1.16
This volunteer work is very special to me 5.83 1.19 .91 .80 .92
I am very attached to the volunteer work 5.84 1.20 .90
This volunteer work means a lot to me 6.00 1.1 .87
Extra-role behavior engagement
(WOM, suggestion, and prosocial behavior)

5.56 1.18

I highly recommend volunteer work for sporting events to my friends 5.71 1.19 .78 .58 .81
I make constructive suggestions on how to improve the volunteer work 5.33 1.20 .79
I cooperate with the members of the organizing committee as much as I can 5.65 1.15 .72
Intention to continue volunteering 5.83 1.23
I will participate in the volunteer work in the future 5.91 1.20 .85 .74 .85
I will continue to participate in sporting events volunteer after the Olympic Games 5.75 1.26 .87
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TLI = .938, RMSEA = .067, SRMR = .043). All factor loadings (p < .001; .70–.93), average
variance extracted (AVE; .56–.80), and composite reliability (.72–.92) were higher than
the suggested threshold, which confirmed convergent validity and reliability of the
measures (see Table 1). Furthermore, all squared correlations between constructs were
smaller than the AVE values; thus the discriminant validity was also established
(Fornell & Larcker, 1981, see Table 2).

Simultaneous equations model

To estimate the hypothesized relationships, simultaneous equations were used. The pro-
posed research model showed a good fit to the data (χ2/df = 2.217, CFI = .954, TLI = .938,
RMSEA = .067, and SRMR = .043). Four functional attitudes (value-expressive, social-
adjustive, utilitarian, and knowledge) showed different effects on the dependent vari-
ables. Specifically, the direct paths from value-expressive (β = .27, p = .001), social-adjus-
tive (β = .22, p = .039), and utilitarian attitude (β =−.21, p = .009) to extra-role behavior
were significant. Interestingly, utilitarian attitude was negatively related to extra role
behavior. The direct path from value-expressive (β = .28, p = .001), utilitarian attitude
(β = .17, p = .027), and knowledge (β = .45, p = .001) to attachment was significant and
positive. However, social-adjustive was negatively related to emotional attachment
(β =−.30, p = .008). The direct path from emotional attachment to extra-role behavior
was significant (β = .47, p = .001). In a similar way, the direct path from extra-role to
volunteering intention was also positive and significant (β = .68, p = .001; see Table 3
and Figure 2).

The mediating effect of emotional attachment and extra-role behavior on the relation-
ship between attitude and the behavioral intention was assessed with the BC boot-strap-
ping method (500 bootstrap samples; Preacher & Hayes, 2004). The results of the BC
boot-strapping method showed that the confidence interval for the difference scores
excludes zero (ranged from −.320 to .383); this indicated the mediating effect (Preacher
& Hayes, 2004; see Table 4). Specifically, indirect path from value-expressive (β = .13,
p = .013) and knowledge (β = .21, p = .006) though emotional attachment to extra-role
behavior was positive and significant, while social-adjustive (β =−.14, p = .013)
showed a negative effect. These results provided evidence that emotional attachment
mediates the relationship between three functional attitudes (value-expressive, knowl-
edge, and social-adjustive) and extra-role behavior. Furthermore, when statistically con-
trolling for emotional attachment, the direct path from knowledge attitude to extra-role

Table 2. Construct inter-correlations.
Variables 1 2 3 4 5 6 7

AVE 66 .56 .68 .69 .80 .58 .74
1.Value expressive 1
2.Social adjustive .288** 2
3.Utilitarian .278** .278** 3
4.Knowledge .415** .503** .34** 4
5.Emotional attachment .253** .07** .183** .272** 5
6.Future engagement .403** .264** .132** .413** .456** 6
7. Intention to continue volunteering .3** .135** .213** .272** .483** .64** 7

**p < .01.
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behavior was not significant (β = .19, p = .087); this indicates full mediation. Whereas the
other two attitudes (value-expressive and social-adjustive) indicate partial mediation.

Except for utilitarian attitude (β = .22, p = .004), all direct paths from attitudes to
volunteering intention were not significant; value-expressive (β =−.01, p = .929),
social-adjustive (β =−.11, p = .319), and knowledge (β =−.06, p = .581). However, the
indirect path from value-expressive (β = .09, p = .032) and knowledge (β = .14, p = .024)

Table 3. Standardized structural estimates.
Direct Path Coefficients β SE P-value

Value-expressive →Emotional Attachment .28*** .09 ***
Value-expressive → Extra-role Behavior .27*** .07 .001
Value-expressive →Intention to Continue Volunteering −.01 .09 .930
Social-adjustive → Emotional Attachment −.30* .13 .008
Social-adjustive → Extra-role Behavior .22* .11 .039
Social-adjustive → Intention to Continue Volunteering −.11 .12 .327
Utilitarian → Emotional Attachment .17* .08 .027
Utilitarian → Extra-role Behavior −.21** .07 .009
Utilitarian → Intention to Continue Volunteering .22** .08 .005
Knowledge → Emotional Attachment .45*** 011 ***
Knowledge → Extra-role Behavior .19 .09 .087
Knowledge → Intention to Continue Volunteering −.06 .10 .587
Emotional Attachment → Extra-role Behavior .47*** .06 ***
Emotional Attachment → Intention to Continue Volunteering .21* .09 .021
Extra-role Behavior → Intention to Continue Volunteering .68*** .14 ***

*p < .05; **p < .01; ***p < .001.

Table 4. Results of mediating effect estimation.

Indirect Path Coefficients
Standardized

bootstrap estimate SE
P-

value

95% bootstrap CIs

LL CIs UL CIs

Value-expressive
Value-expressive → Emotional Attachment → Extra-role
Behavior

.13* .05 .013 .064 .241

Value-expressive → Extra-role Behavior → Intention to
Continue Volunteering

.18 .10 .058 .51 .357

Value-expressive → Emotional Attachment → Extra-role
Behavior →Intention to Continue Volunteering

.09* .04 .032 .040 .190

Social-adjustive
Social-adjustive → Emotional Attachment → Extra-role
Behavior

−.14* .07 .04 −279 −.054

Social-adjustive → Extra-role Behavior → Intention to
Continue Volunteering

.15 .01 .14 .022 .339

Social-adjustive → Emotional Attachment → Extra-role
Behavior → Intention to Continue Volunteering

−.10 .06 .09 −.225 −.037

Utilitarian
Utilitarian → Emotional Attachment
→ Extra-role Behavior .08 .05 .128 .011 .186
Utilitarian→ Extra-role Behavior→ Intention to Continue
Volunteering

−.14 .08 .092 −.322 −.045

Utilitarian → Emotional Attachment → Extra-role
Behavior → Intention to Continue Volunteering

.06 .04 .20 .007 .138

Knowledge
Knowledge → Emotional Attachment
→ Extra-role Behavior .21** .08 .006 .114 .392
Knowledge → Extra-role Behavior → Intention to
Continue

.13 .09 .14 −.03 .252

Knowledge → Emotional Attachment → Extra-role
Behavior →Intention to Continue Volunteering

.14* .06 .024 .071 .288

Note: CI: confidence interval; LL: lower limit; UL: upper limit. *p < .05; **p < .01; ***p < .001.

10 S. YOO ET AL.



through emotional attitude and extra-role behavior to intention, to continue volunteer-
ing, was significant. This finding provided evidence that attachment and extra-role
behavior mediates the relationship between value-expressive/knowledge and volunteer-
ing intention, indicating full mediation. The standardized structural estimates and the
mediating effect estimates are represented in Tables 3 and 4 (Figure 2).

General discussion

Drawing on functional attitude theory, we examined the differential impact of social and
psychological goals and attitudes toward the 2018 PyeongChang Winter Olympics on
volunteer engagement (i.e. extra-role behavior and intention to continue volunteering).
Furthermore, we tested the mediator roles of emotional attachment and extra-role behav-
ior in the relationships between functional attitudes (i.e. value-expressive, social-adjus-
tive, utilitarian, and knowledge) and the intention to continue volunteering. The
results of a series of structural equation modeling analyses highlighted several important
theoretical implications of the volunteer literature.

The effects of functional attitudes on extra-role behavior

Our findings showed that value-expressive and social-adjustive attitudes are important
predictors of extra-role behavior. That is, volunteers are more likely to show extra-role
behavior (i.e. WOM, suggestion, and prosocial behavior) when they think volunteering
enhances their psychological development and self-value (i.e. value-expressive attitude)
or helps them gain social approval from interaction with others (i.e. social-adjustive atti-
tude). These results support previous findings that volunteers are expected to exert more
effort beyond the call of duty when their goals match with the requirements of their role
/required duties (Clary et al., 1998; Petty & Wegener, 1998).

However, a utilitarian attitude was found to have a negative effect on extra-role behav-
ior. Unlike other attitudes, the utilitarian function reflects experiences with the practical
benefits and rewards to the individual (Katz, 1960). Volunteers with high utilitarian

Figure 2. Estimates of model test. *p < .05; **p < .01; ***p < .001.
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attitude would attempt to perform the right act in their situation to achieve the highest
balance of benefits over cost (Nelson & Shavitt, 2002). That is, their high utilitarian atti-
tude might not lead to extra-role behaviors because they consider such behaviors as extra
effort that is irrelevant to their desired benefits (e.g. developing professional networks)
and therefore the benefit does not outweigh the costs (e.g. spending time). This study
indicates that volunteers’ utilitarian attitude can positively affect their extra-role behav-
ior, but only if it increases their emotional attachment toward the work.

The knowledge attitude did not directly affect extra-role behavior but did affect it
indirectly through emotional attachment. Some scholars noted that knowledge attitude
serves no purpose other than to learn about the world for its own sake (Locander &
Spivey, 1978). This indicates that gaining an enriched understanding of the operation
of society through volunteering activities is not essential to directly influence volunteers’
decisions to begin extra-role behaviors. Yet, the knowledge function of attitudes serves
individuals in meeting the basic need to know (Katz, 1960). The right fit between volun-
teers’ personal needs and the opportunities offered by the volunteer setting for fulfilling
these needs in turn generates a more positive feeling toward the voluntary task (Allen &
Meyer, 1996).

The effects of functional attitudes on behavioral intention

We found that only the utilitarian attitude directly affected intention to continue volun-
teering. That is, volunteers with a high utilitarian attitude had higher intentions to con-
tinue volunteering if they expected to receive tangible/intangible rewards. However,
other attitudes (i.e. value-expressive, social-adjustive, and knowledge) did not directly
affect future intention to continue volunteering. Instead, value-expressive and knowledge
attitude positively affected their future volunteering behavior only if volunteers had
emotional attachment toward their work and exhibited extra-role behavior, in the case
of the Olympic Games.

The mediating effects of emotional attachment

Our study found that emotional attachment mediates the relationship between functional
attitudes and extra-role behavior and intention to continue volunteering. Higher levels of
value-expressive, utilitarian, and knowledge attitudes were significantly associated with
emotional attachment toward volunteer work, increasing in turn extra-role behaviors
and intention to continue volunteering. Volunteers were more likely to be attached to
their volunteer work if they had the attitudes of value-expressive (e.g. enhancing their
self-value), utilitarian (e.g. receiving tangible/intangible rewards), and knowledge (e.g.
gaining a greater understanding of the operation of a mega event).

However, social-adjustive attitude was negatively correlated with emotional attach-
ment. Snyder and DeBono (1985) have argued that attitudes can serve contrasting func-
tions for individual differences in self-monitoring. High self-monitors often hold
attitudes serving a social-adjustive function, which is associated with adapting oneself
to gain the social approval of others (Snyder & DeBono, 1985). In contrast, low self-
monitors tend to build upon internal sources of information (e.g. principles and
values) rather than the expectations of others, holding more value-expressive attitudes
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(Snyder & DeBono, 1985). Accordingly, high self-monitors are characterized as prag-
matic in their approach to relationships while low self-monitors are identified as com-
mitted and principled. Supporting Snyder and DeBono’s (1985) argument, this study
implies that high self-monitors with attitudes primarily serving a social adjustive func-
tion might want to remain flexible and make little emotional investment in their volun-
teer work that was temporary due to the episodic nature of the Olympic Games.
Conversely, low self-monitors whose prime attitudes are value-expressive might be
emotionally attached to their volunteer work so that they can express their attitudes,
traits, and dispositions (Snyder, 1987). In summary, volunteers who hold less social-
adjustive attitudes would find it easier to become committed to their volunteer tasks.

The significant effects of the four functional attitudes on emotional attachment in turn
led to higher levels of extra-role behavior and intention to continue volunteering. This
result is consistent with previous literature indicating that emotional attachment is an
essential ingredient for enhancing behavioral reactions to the target of attachment
(Mikulincer et al., 2005). Volunteers’ emotional attachment to the volunteer work pro-
motes a sense of belonging, which in turn enhances their extra-role behavior (Meyer
& Allen, 1991) and their intentions to volunteer again in future.

Theoretical contributions

The current study offers several new theoretical insights into volunteer behavior and
makes a theoretical contribution to the volunteer literature. First, the current study
extends functional attitude theory in the context of volunteering. Although much
research has been conducted to identify attitudes serving unique functions (e.g. Dutta-
Bergman, 2003; Snyder & DeBono, 1985), there has been no clear examination of the
impact of functional attitudes on volunteer settings, specifically their relation to commit-
ment or behavior. Considering the nature of volunteering at the Olympics (e.g. voluntary
behavior including investment of one’s time and effort), the current study used four rel-
evant functional attitudes (i.e. value-expressive, social-adjustive, utilitarian, and knowl-
edge) held by volunteers at the PyeongChang Olympics. Our findings revealed that the
four functional attitudes held by volunteers at these Olympic Games served critical
psychological functions, but there were differences in the relationship direction and
the structure that links each attitude to emotional attachment, extra-role behavior, and
intention to volunteer in future. Therefore, our empirical findings advance our under-
standing of functional attitude theory by identifying how different functional attitudes
result in volunteers’ behaviors in the context of large-scale sporting events.

Second, this study suggests that volunteers’ functional attitude is a high predictive
indicator for understanding volunteers’ behavioral engagement. Our findings are consist-
ent with previous studies in that when individuals’ goals match with their role or organ-
ization, this congruence leads to positive role performance and organizational
commitment (Kristof-Brown et al., 2005; Petty &Wegener, 1998). In alignment with pre-
vious research, the study thus contributes to the volunteer literature as emotional attach-
ment was a significant mediator that explains why the functions served by volunteering
lead to positive consequences. We found that psychological attachment plays an impor-
tant mediating role in the relationship between functional attitude and behavioral
engagement. Once volunteers’ functional attitudes are related to emotional attachment
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toward the organization and their volunteer work, they show more positive behavioral
engagement. It is also important to note that these results are consistent with the
major tenet of cognitive dissonance theory (Festinger, 1957). Volunteers’ high level of
emotional attachment results in not only high rates of immediate participation but
also long-term follow-through (i.e. retention of volunteers). Even if there is no definite
persuasive message or suggestion that matches functional attitudes, emotional attach-
ment can spontaneously drive positive extra-role behaviors and future intentions.

Third, our findings indicate that volunteers’ extra-role behaviors are a significant pre-
dictor of their future retention. This result is consistent with previous findings that
employees’ voluntarily exerted efforts beyond the call of duty in the organization signifi-
cantly influenced their ongoing and consistent future behavior (Cialdini, 2009; Herscov-
itch & Meyer, 2002). Therefore, this study expands the perspective of research on the
mechanisms underlying volunteer behavior engagement.

Practical implications

The current study had several implications for volunteer management. Event managers
should use effective recruitment strategies to identify the attitudes of their volunteers that
are most relevant for emotional attachments and extra-role behaviors. In MSEs, mass
appeal is needed to attract as many volunteers as possible (warm body recruitment).
Tactics may include (1) the development of clear volunteer role descriptions by
defining the skills that are needed and (2) the creation of a variety of recruitment mess-
ages by highlighting specific benefits available for volunteers (e.g. personal and career
development opportunities, free gifts and souvenirs). Then, managers should carefully
assign each volunteer to a role that matches their skills, personal goals, and attitudes.

Second, managers need to identify effective methods to enhance their volunteers’
emotional attachment to their work. Often in MSEs, volunteers’ tasks can be narrowly
defined, and they might easily lose interest. This becomes a major hinderance to the
development of emotional attachment. Thus, the managers of volunteers should continu-
ally stress the importance of each volunteer’s contribution to the success of an event and
offer appropriate rewards to foster their engagement. The model used for the volunteer
program at the 2018 PyeongChang Winter Olympic Games is a good example. The orga-
nizing committee implemented the ‘Pride up’ volunteer management program. This
compliment/reward program (1) posted photos of the volunteers at the venue, (2)
offered special gifts (e.g. Swatch watches – Olympic sponsor product) once a week,
and (3) handed out special rewards (e.g. free tickets for the opening ceremony rehear-
sals). Consequently, volunteers feel that they were valued members of the group and
feel pride that they were involved in a MSE, which, in turn, enhanced their affection
and commitment toward the organization.

Third, event managers need to consider effective ways to improve volunteers’ extra-
role behavior during events. Specifically, it is essential to create an environment in
which volunteers can freely share their suggestions with event managers to ensure the
success of operations. Building an environment that emphasizes the importance of team-
work can encourage volunteers to share their knowledge and experience. This helps to
maximize efficiency and enhance volunteers’ sense of goal attainment and satisfaction.
Within MSEs that manage large numbers of volunteers, volunteers tend to work in
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small groups and perform rotating roles. Managers should create a friendly atmosphere
between these groups to boost productivity and motivation to work together more
efficiently. Considering the nature of MSEs, volunteers have more opportunities to
work with foreign staff and volunteers. Cultural training ensures teamwork and is
greatly beneficial in reducing miscommunication and cultural friction. Consequently,
these work environments positively impact volunteers’ extra-role behaviors, and volun-
teers become more motivated to contribute to the success of their event.

Limitations and suggestions for future study

There are several limitations to the current study. First, the current study was limited to
volunteers in only one MSE (i.e. the 2018 PyeongChang Olympic Games). To generalize
our findings, future research should use a broader sample of similar events (e.g. Summer
Olympic Games and FIFA World Cup). Second, in the current study, we focused on
WOM, suggestion, and prosocial behavior as indicators of volunteers’ extra-role behav-
ior. Thus, it is warranted to examine other types of extra-role behavior including com-
munication with other volunteers/organizations (Brodie et al., 2011). Third, to operate
any large-scale international event, the ability to collaborate with people from various
cultural backgrounds is essential. In the Olympic Games, foreign staff and volunteers
may not be prepared to operate within certain cultures and may have problems.
During the PyeongChang Olympics, 15% of the volunteer workers were not Korean,
and in many departments, the managers themselves were foreign (POCOG, 2018). Cer-
tainly, volunteers experienced challenges due to cultural differences. Therefore, future
research should consider how cultural differences affect volunteer engagement. Fourth,
in the case of the PyeongChang Olympics, only 73% of the volunteers were assigned
to their preferred positions (POCOG, 2018). However, the current study did not consider
whether respondents were assigned to their preferred teams. Thus, future research
should consider how volunteer engagement is affected by volunteer satisfaction in
their assigned position. Fifth, future studies should investigate how volunteer retention
is affected by previous experiences. Scholars have suggested that experienced volunteers
will be more likely to recognize the importance of their assigned tasks and show a greater
satisfaction (Downward & Ralston, 2006; Khoo & Engelhorn, 2011), which in turn
increases their interest in volunteering (Downward & Ralston, 2006). Therefore, future
research should consider how previous experiences influence the plans of volunteers
to volunteer again in future. Nonetheless, we do feel that these results offer meaningful
theoretical insights and several strategic options for volunteer management, particularly
in the context of large-scale sporting events.

Disclosure statement

No potential conflict of interest was reported by the author(s).

References

Ajzen, I., & Fishbein, M. (1975). A Bayesian analysis of attribution processes. Psychological
Bulletin, 82(2), 261–277. https://doi.org/10.1037/h0076477

EUROPEAN SPORT MANAGEMENT QUARTERLY 15

https://doi.org/10.1037/h0076477


Alexander, A., Kim, S. B., & Kim, D. Y. (2015). Segmenting volunteers by motivation in the 2012
London Olympic Games. Tourism Management, 47, 1–10. https://doi.org/10.1016/j.tourman.
2014.09.002

Allen, N. J., & Meyer, J. P. (1996). Affective, continuance, and normative commitment to the
organization: An examination of construct validity. Journal of Vocational Behavior, 49(3),
252–276. https://doi.org/10.1006/jvbe.2001.1842

Asada, A., & Ko, Y. J. (2016). Determinants of word-of-mouth influence in sport viewership.
Journal of Sport Management, 30(2), 192–206. https://doi.org/10.1123/jsm.2015-0332

Asada, A., & Ko, Y. J. (2019). Perceived influence of word-of-mouth recommendation on sport-
watching behavior: A gender difference perspective. Sport Marketing Quarterly, 28(3), 135–
147. https://doi.org/10.32731/SMQ.283.092019.02

Bang, H., Alexandris, K., & Ross, S. (2008). Validation of the revised volunteer motivations scale
for international sporting events (VMS-ISE) at the Athens 2004 Olympic Games. Event
Management, 12(3), 119–131. https://doi.org/10.3727/152599509789659759

Bang, H., Bravo, G. A., Mello Figuerôa, K., & Mezzadri, F. M. (2019). The impact of volunteer
experience at sport mega-events on intention to continue volunteering: Multigroup path analy-
sis. Journal of Community Psychology, 47(4), 727–742. https://doi.org/10.1002/jcop.22149

Bang, H., & Chelladurai, P. (2009). Development and validation of the volunteer motivations scale
for international sporting events (VMS-ISE). International Journal of Sport Management and
Marketing, 6(4), 332–350. https://doi.org/10.1504/IJSMM.2009.030064

Bang, H., & Ross, S. (2009). Volunteer motivation and satisfaction. Journal of Venue and Event
Management, 1(1), 61–77. https://www.sc.edu/study/colleges_schools/hrsm/research/journal_
venue_and_event_management_archives/jvem_pdfs/vol1_no1/volunteer_motivation.pdf

Bang, H., Ross, S., & Reio, T. G. (2012). From motivation to organizational commitment of vol-
unteers in non-profit sport organizations: The role of job satisfaction. Journal of Management
Development, 32(1), 96–112. https://doi.org/10.1108/02621711311287044

Bansal, H. S., & Voyer, P. A. (2000). Word-of-mouth processes within a services purchase decision
context. Journal of Service Research, 3(2), 166–177. https://doi.org/10.1177/109467050032005

Barnes, M. L., & Sharpe, E. K. (2009). Looking beyond traditional volunteer management: A case
study of an alternative approach to volunteer engagement in parks and recreation. Voluntas:
International Journal of Voluntary and Nonprofit Organizations, 20(2), 169–187. https://doi.
org/10.1007/s11266-009-9080-5

Beaton, A. A., Funk, D. C., Ridinger, L., & Jordan, J. (2011). Sport involvement: A conceptual and
empirical analysis. Sport Management Review, 14(2), 126–140. https://doi.org/10.1016/j.smr.
2010.07.002

Bettencourt, L. A. (1997). Customer voluntary performance: Customers as partners in service
delivery. Journal of retailing, 73(3), 383–406. https://doi.org/10.1016/S0022-4359(97)90024-5

Bettencourt, L. A., & Brown, S. W. (1997). Contact employees: Relationships among workplace
fairness, job satisfaction and prosocial service behaviors. Journal of Retailing, 73(1), 39–61.
https://doi.org/10.1016/S0022-4359(97)90014-2

Bowlby, J. (1979). On knowing what you are not supposed to know and feeling what you are not
supposed to feel. The Canadian Journal of Psychiatry, 24(5), 403–408. https://doi.org/10.1177/
070674377902400506

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement conceptual
domain, fundamental propositions, and implications for research. Journal of Service Research,
14(3), 252–271. https://doi.org/10.1177/1094670511411703

Cialdini, R. B. (2009). Influence: Science and practice (5th ed.). Pearson Education, Inc.
Clary, E. G., & Snyder, M. (1991). A functional analysis of altruism and prosocial behavior: The

case of volunteerism. In M. S. Clark (Ed.), Review of Personality and Social Psychology, Vol.
12. Prosocial behavior (pp. 119–148). Sage.

Clary, E. G., Snyder, M., & Ridge, R. (1992). Volunteers’ motivations: A functional strategy for
the recruitment, placement, and retention of volunteers. Nonprofit Management and
Leadership, 2(4), 333–350. https://doi.org/10.1002/nml.4130020403

16 S. YOO ET AL.

https://doi.org/10.1016/j.tourman.2014.09.002
https://doi.org/10.1016/j.tourman.2014.09.002
https://doi.org/10.1006/jvbe.2001.1842
https://doi.org/10.1123/jsm.2015-0332
https://doi.org/10.32731/SMQ.283.092019.02
https://doi.org/10.3727/152599509789659759
https://doi.org/10.1002/jcop.22149
https://doi.org/10.1504/IJSMM.2009.030064
https://www.sc.edu/study/colleges_schools/hrsm/research/journal_venue_and_event_management_archives/jvem_pdfs/vol1_no1/volunteer_motivation.pdf
https://www.sc.edu/study/colleges_schools/hrsm/research/journal_venue_and_event_management_archives/jvem_pdfs/vol1_no1/volunteer_motivation.pdf
https://doi.org/10.1108/02621711311287044
https://doi.org/10.1177/109467050032005
https://doi.org/10.1007/s11266-009-9080-5
https://doi.org/10.1007/s11266-009-9080-5
https://doi.org/10.1016/j.smr.2010.07.002
https://doi.org/10.1016/j.smr.2010.07.002
https://doi.org/10.1016/S0022-4359(97)90024-5
https://doi.org/10.1016/S0022-4359(97)90014-2
https://doi.org/10.1177/070674377902400506
https://doi.org/10.1177/070674377902400506
https://doi.org/10.1177/1094670511411703
https://doi.org/10.1002/nml.4130020403


Clary, E. G., Snyder, M., Ridge, R. D., Copeland, J., Stukas, A. A., Haugen, J., & Miene, P. (1998).
Understanding and assessing the motivations of volunteers: A functional approach. Journal of
Personality and Social Psychology, 74(6), 1516–1530. https://doi.org/10.1037/0022-3514.74.6.
1516

Craig-Lees, M., Harris, J., & Lau, W. (2008). The role of dispositional, organizational and situa-
tional variables in volunteering. Journal of Nonprofit & Public Sector Marketing, 19(2), 1–24.
https://doi.org/10.1300/J054v19n02_01

Cuskelly, G. (2004). Volunteer retention in community sport organizations. European Sport
Management Quarterly, 4(2), 59–76. https://doi.org/10.1080/16184740408737469

Dickson, T. J., Benson, A. M., & Terwiel, F. A. (2014). Mega-event volunteers, similar or different?
Vancouver 2010 vs London 2012. International Journal of Event and Festival Management, 5(2),
164–179. https://doi.org/10.1108/IJEFM-07-2013-0019

Doherty, A. (2009). The volunteer legacy of a major sport event. Journal of Policy Research in
Tourism, Leisure and Events, 1(3), 185–207. https://doi.org/10.1080/19407960903204356

Doherty, A. J., & Carron, A. V. (2003). Cohesion in volunteer sport executive committees. Journal
of Sport Management, 17(2), 116–141. https://doi.org/10.1123/jsm.17.2.116

Downward, P. M., & Ralston, R. (2006). The sports development potential of sports event volun-
teering: Insights from the XVII Manchester Commonwealth Games. European Sport
Management Quarterly, 6(4), 333–351. https://doi.org/10.1080/16184740601154474

Dutta-Bergman, M. J. (2003). The linear interaction model of personality effects in health com-
munication. Health Communication, 15(1), 101–116. https://doi.org/10.1207/
S15327027HC1501_5

Eisenberg, N., & Miller, P. A. (1987). The relation of empathy to prosocial and related behaviors.
Psychological Bulletin, 101(1), 91–119. https://doi.org/10.1037/0033-2909.101.1.91

Engelberg, T., Skinner, J., & Zakus, D. (2014). What does commitment mean to volunteers in
youth sport organizations? Sport in Society, 17(1), 52–67. https://doi.org/10.1080/17430437.
2013.828900

Engelberg, T., Zakus, D. H., Skinner, J. L., & Campbell, A. (2012). Defining and measuring dimen-
sionality and targets of the commitment of sport volunteers. Journal of Sport Management,
26(2), 192–205. https://doi.org/10.1123/jsm.26.2.192

Fairley, S., Kellett, P., & Green, B. C. (2007). Volunteering abroad: Motives for travel to volunteer
at the Athens Olympic Games. Journal of Sport Management, 21(1), 41–57. https://doi.org/10.
1123/jsm.21.1.41

Farny, S., Kibler, E., & Down, S. (2019). Collective emotions in institutional creation work.
Academy of Management Journal, 62(3), 765–799. https://doi.org/10.5465/amj.2016.0711

Farrell, J. M., Johnston, M. E., & Twynam, G. D. (1998). Volunteer motivation, satisfaction, and
management at an elite sporting competition. Journal of Sport Management, 12(4), 288–300.
https://doi.org/10.1123/jsm.12.4.288

Festinger, L. (1957). A theory of cognitive dissonance (Vol. 2). Stanford University Press.
Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables and

measurement error: Algebra and statistics. Journal of Marketing Research, 18, 382–388. https://
doi.org/10.1177/002224378101800313

Giannoulakis, C., Wang, C. H., & Gray, D. (2007). Measuring volunteer motivation in mega-sport-
ing events. Event Management, 11(4), 191–200. https://doi.org/10.3727/152599508785899884

Grewal, R., Mehta, R., & Kardes, F. R. (2004). The timing of repeat purchases of consumer durable
goods: The role of functional bases of consumer attitudes. Journal of Marketing Research, 41(1),
101–115. https://doi.org/10.1509/jmkr.41.1.101.25090

Grönlund, H., Holmes, K., Kang, C., Cnaan, R. A., Handy, F., Brudney, J. L., Haski-Leventhal, D.,
Hustinx, L., Kassam, M., Meijs, L. C. P. M., Pessi, A. B., Ranade, B., Smith, K. A., Yamauchi, N.,
& Zrinščak, S. (2011). Cultural values and volunteering: A cross-cultural comparison of stu-
dents’ motivation to volunteer in 13 countries. Journal of Academic Ethics, 9(2), 87–106.
https://doi.org/10.1007/s10805-011-9131-6

Harmer, J. (2001). The practice of English language teaching. Longman Press.

EUROPEAN SPORT MANAGEMENT QUARTERLY 17

https://doi.org/10.1037/0022-3514.74.6.1516
https://doi.org/10.1037/0022-3514.74.6.1516
https://doi.org/10.1300/J054v19n02_01
https://doi.org/10.1080/16184740408737469
https://doi.org/10.1108/IJEFM-07-2013-0019
https://doi.org/10.1080/19407960903204356
https://doi.org/10.1123/jsm.17.2.116
https://doi.org/10.1080/16184740601154474
https://doi.org/10.1207/S15327027HC1501_5
https://doi.org/10.1207/S15327027HC1501_5
https://doi.org/10.1037/0033-2909.101.1.91
https://doi.org/10.1080/17430437.2013.828900
https://doi.org/10.1080/17430437.2013.828900
https://doi.org/10.1123/jsm.26.2.192
https://doi.org/10.1123/jsm.21.1.41
https://doi.org/10.1123/jsm.21.1.41
https://doi.org/10.5465/amj.2016.0711
https://doi.org/10.1123/jsm.12.4.288
https://doi.org/10.1177/002224378101800313
https://doi.org/10.1177/002224378101800313
https://doi.org/10.3727/152599508785899884
https://doi.org/10.1509/jmkr.41.1.101.25090
https://doi.org/10.1007/s10805-011-9131-6


Hennig-Thurau, T., Malthouse, E. C., Friege, C., Gensler, S., Lobschat, L., Rangaswamy, A., &
Skiera, B. (2010). The impact of new media on customer relationships. Journal of Service
Research, 13(3), 311–330. https://doi.org/10.1177/1094670510375460

Herek, G. M. (1987). Can functions be measured? A new perspective on the functional approach to
attitudes. Social Psychology Quarterly, 50(4), 285–303. https://www.jstor.org/stable/2786814
https://doi.org/10.2307/2786814

Herscovitch, L., & Meyer, J. P. (2002). Commitment to organizational change: Extension of a
three-component model. Journal of Applied Psychology, 87(3), 474–487. https://doi.org/10.
1037//0021-9010.87.3.47

Heskett, James L., Sasser EarlW. Jr. & Schlesinger, Leonard A. (1997). The Service Profit Chain:
How Leading Companies Link Profit and Growth to Loyalty, Satisfaction, and Value. New
York: The Free Press.

Holmes, K., Nichols, G., & Ralston, R. (2018). It’s a once-in-a-lifetime experience and opportunity
—deal with it! volunteer perceptions of the management of the volunteer experience at the
London 2012 Olympic Games. Event Management, 22(3), 389–403. https://doi.org/10.3727/
152599518X15252895715050

Hsu, C. H., Cai, L. A., & Li, M. (2010). Expectation, motivation, and attitude: A tourist behavioral
model. Journal of Travel Research, 49(3), 282–296. https://doi.org/10.1177/0047287509349266

Hughes, J., & Kwok, O. M. (2007). Influence of student-teacher and parent-teacher relationships
on lower achieving readers’ engagement and achievement in the primary grades. Journal of
Educational Psychology, 99(1), 39–51. https://doi.org/10.1037/0022-0663.99.1.39

Hustinx, L. (2010). I quit, therefore I am? Volunteer turnover and the politics of self-actualization.
Nonprofit and Voluntary Sector Quarterly, 39(2), 236–255. https://doi.org/10.1177/
0899764008328183

Janoski, T., Musick, M., & Wilson, J. (1998). Being volunteered? The impact of social participation
and pro-social attitudes on volunteering. Sociological Forum, 13(3), 495–519. https://doi.org/10.
1023/A:1022131525828

Kang, M. (2016). Moderating effects of identification on volunteer engagement: An exploratory
study of a faith-based charity organization. Journal of Communication Management, 20(2),
102–117. https://doi.org/10.1108/JCOM-08-2014-0051

Katz, D. (1960). The functional approach to the study of attitudes. Public Opinion Quarterly, 24(2),
163–204. https://doi.org/10.1086/266945

Khoo, S., & Engelhorn, R. (2011). Volunteer motivations at a national Special Olympics event.
Adapted Physical Activity Quarterly, 28(1), 27–39. https://doi.org/10.1123/apaq.28.1.27

Kim, M., Chelladurai, P., & Trail, G. T. (2007). A model of volunteer retention in youth sport.
Journal of Sport Management, 21(2), 151–171. https://doi.org/10.1123/jsm.21.2.151

Kim, M., Kim, M. K., & Odio, M. A. (2010). Are you proud? The influence of sport and community
identity and job satisfaction on pride of mega-event volunteers. Event Management, 14(2), 127–
136. https://doi.org/10.3727/152599510X12766070300920

Kim, M., Trail, G. T., Lim, J., & Kim, Y. K. (2009). The role of psychological contract in intention
to continue volunteering. Journal of Sport Management, 23(5), 549–573. https://doi.org/10.
1123/jsm.23.5.549

Kim, T. H. (2014). Customer engagement framework endemic to the fitness industry. University of
Florida.

Kim, W. C., & Mauborgne, R. A. (1996). Procedural justice and managers’ in-role and extra-role
behavior: The case of the multinational. Management Science, 42(4), 499–515. https://doi.org/
10.1287/mnsc.42.4.499

Ko, Y. J., Rhee, Y. C., Kim, Y. K., & Kim, T. (2014). The influence of corporate social responsibility
on donor behavior: Commitment and trust perspectives. Sport Marketing Quarterly, 23, 17–26.

Kristof-Brown, A. L., Zimmerman, R. D., & Johnson, E. C. (2005). Consequences of individual’s fit at
work: A meta-analysis of person–job, person–organization, person–group and person–supervisor
fit. Personnel Psychology, 58(2), 281–342. https://doi.org/10.1111/j.1744-6570.2005.00672.x

Kumar, V., & Bhagwat, Y. (2010). Listen to the customer. Marketing Research, 22(2), 14–19.

18 S. YOO ET AL.

https://doi.org/10.1177/1094670510375460
https://www.jstor.org/stable/2786814
https://doi.org/10.2307/2786814
https://doi.org/10.1037//0021-9010.87.3.47
https://doi.org/10.1037//0021-9010.87.3.47
https://doi.org/10.3727/152599518X15252895715050
https://doi.org/10.3727/152599518X15252895715050
https://doi.org/10.1177/0047287509349266
https://doi.org/10.1037/0022-0663.99.1.39
https://doi.org/10.1177/0899764008328183
https://doi.org/10.1177/0899764008328183
https://doi.org/10.1023/A:1022131525828
https://doi.org/10.1023/A:1022131525828
https://doi.org/10.1108/JCOM-08-2014-0051
https://doi.org/10.1086/266945
https://doi.org/10.1123/apaq.28.1.27
https://doi.org/10.1123/jsm.21.2.151
https://doi.org/10.3727/152599510X12766070300920
https://doi.org/10.1123/jsm.23.5.549
https://doi.org/10.1123/jsm.23.5.549
https://doi.org/10.1287/mnsc.42.4.499
https://doi.org/10.1287/mnsc.42.4.499
https://doi.org/10.1111/j.1744-6570.2005.00672.x


Kumar, V., Chattaraman, V., Neghina, C., Skiera, B., Aksoy, L., Buoye, A., & Henseler, J. (2013).
Data-driven services marketing in a connected world. Journal of Service Management, 24(3),
330–352. https://doi.org/10.1108/09564231311327021

Locander, W. B., & Spivey, W. A. (1978). A functional approach to attitude measurement. Journal
of Marketing Research, 15(4), 576–587. https://doi.org/10.1177/002224377801500407

Macey, W. H., & Schneider, B. (2008). The meaning of employee engagement. Industrial and
Organizational Psychology, 1(1), 3–30. https://doi.org/10.1111/j.1754-9434.2007.0002.x

Meyer, J. P., & Allen, N. J. (1991). A three-component conceptualization of organizational com-
mitment. Human Resource Management Review, 1(1), 61–89. https://doi.org/10.1016/1053-
4822(91)90011-Z

Mikulincer, M., Shaver, P. R., Gillath, O., & Nitzberg, R. A. (2005). Attachment, caregiving,
and altruism: Boosting attachment security increases compassion and helping. Journal
of Personality and Social Psychology, 89(5), 817–839. https://doi.org/10.1037/0022-3514.89.5.
817

Minnaert, L. (2012). An Olympic legacy for all? The non-infrastructural outcomes of the Olympic
Games for socially excluded groups (Atlanta 1996–Beijing 2008). Tourism Management, 33(2),
361–370. https://doi.org/10.1016/j.tourman.2011.04.005

Nelson, M., & Shavitt, S. (2002). The role of attitude functions in persuasion and social judgment. In
The persuasion handbook: Developments in theory and practice. SAGE.

Nichols, G., Ralston, R., & Holmes, K. (2017). The 2012 Olympic ambassadors and sustainable
tourism legacy. Journal of Sustainable Tourism, 25(11), 1513–1528. https://doi.org/10.1080/
09669582.2017.1291648

Osterman, K. F. (2000). Students’ need for belonging in the school community. Review of
Educational Research, 70(3), 323–367. https://doi.org/10.3102/00346543070003323

Penner, L. A., Dovidio, J. F., Piliavin, J. A., & Schroeder, D. A. (2005). Prosocial behavior:
Multilevel perspectives. Annual Review of Psychology, 56(1), 365–392. https://doi.org/10.1146/
annurev.psych.56.091103.070141

Petty, R. E., & Wegener, D. T. (1998). Matching versus mismatching attitude functions:
Implications for scrutiny of persuasive messages. Personality and Social Psychology Bulletin,
24(3), 227–240. https://doi.org/10.1177/0146167298243001

POCOG. (2018). Handbook for PyeongChang 2018 volunteers: Basic training. PyeongChang 2018
Organizing Committee.

Preacher, K. J., & Hayes, A. F. (2004). SPSS and SAS procedures for estimating indirect effects in
simple mediation models. Behavior Research Methods, Instruments, & Computers, 36(4), 717–
731. https://doi.org/10.3758/BF03206553

Sharma, G. (2017). Pros and cons of different sampling techniques. International Journal of
Applied Research, 3(7), 749–752.

Smith, M. B., Bruner, J. S., & White, R. W. (1956). Opinions and personality. Wiley.
Snyder, M. (1987). Public appearances, private realities: The psychology of self-monitoring. WH

Freeman/Times Books/Henry Holt & Co.
Snyder, M., & DeBono, K. G. (1985). Appeals to image and claims about quality: Understanding

the psychology of advertising. Journal of Personality and Social Psychology, 49(3), 586–597.
https://doi.org/10.1037/0022-3514.49.3.586

van Doorn, J., Lemon, K. E., Mittal, V., Nab, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010).
Customer engagement behavior: Theoretical foundations and research directions. Journal of
Service Research, 13(3), 253–266. https://doi.org/10.1177/1094670510375599

van Ingen, E., & Wilson, J. (2017). I volunteer, therefore I am? Factors affecting volunteer role
identity. Nonprofit and Voluntary Sector Quarterly, 46(1), 29–46. https://doi.org/10.1177/
0899764016659765

Vecina, M. L., Chacón, F., Marzana, D., & Marta, E. (2013). Volunteer engagement and organiz-
ational commitment in nonprofit organizations: What makes volunteers remain within organ-
izations and feel happy? Journal of Community Psychology, 41(3), 291–302. https://doi.org/10.
1002/jcop.21530

EUROPEAN SPORT MANAGEMENT QUARTERLY 19

https://doi.org/10.1108/09564231311327021
https://doi.org/10.1177/002224377801500407
https://doi.org/10.1111/j.1754-9434.2007.0002.x
https://doi.org/10.1016/1053-4822(91)90011-Z
https://doi.org/10.1016/1053-4822(91)90011-Z
https://doi.org/10.1037/0022-3514.89.5.817
https://doi.org/10.1037/0022-3514.89.5.817
https://doi.org/10.1016/j.tourman.2011.04.005
https://doi.org/10.1080/09669582.2017.1291648
https://doi.org/10.1080/09669582.2017.1291648
https://doi.org/10.3102/00346543070003323
https://doi.org/10.1146/annurev.psych.56.091103.070141
https://doi.org/10.1146/annurev.psych.56.091103.070141
https://doi.org/10.1177/0146167298243001
https://doi.org/10.3758/BF03206553
https://doi.org/10.1037/0022-3514.49.3.586
https://doi.org/10.1177/1094670510375599
https://doi.org/10.1177/0899764016659765
https://doi.org/10.1177/0899764016659765
https://doi.org/10.1002/jcop.21530
https://doi.org/10.1002/jcop.21530


Westbrook, R. A. (1987). Product/consumption-based Affective responses and postpurchase pro-
cesses. Journal of Marketing Research, 24(3), 258–270. https://doi.org/10.1177/
002224378702400302

Wilcox, K., Kim, H. M., & Sen, S. (2009). Why do consumers buy counterfeit luxury brands?
Journal of Marketing Research, 46(2), 247–259. https://doi.org/10.1509/jmkr.46.2.247

Wisner, P. S., Stringfellow, A., Youngdahl, W. E., & Parker, L. (2005). The service volunteer–
loyalty chain: An exploratory study of charitable not-for-profit service organizations. Journal
of Operations Management, 23(2), 143–161. https://doi.org/10.1016/j.jom.2004.07.003

Zhang, L., Xia, Y., Liu, B., & Han, L. (2018). Why don’t I help you? The relationship between role
stressors and helping behavior from a cognitive dissonance perspective. Frontiers in Psychology,
8. Article 2220. https://www.frontiersin.org/articles/10.3389/fpsyg.2017.02220/full

Ziemek, S. (2003). The economics of volunteer labor supply: An application to countries of a different
development level. Peter Lang.

Zikmund, W. G., Carr, J. C., & Griffin, M. (2013). Business research methods (book only). Cengage
Learning.

20 S. YOO ET AL.

View publication stats

https://doi.org/10.1177/002224378702400302
https://doi.org/10.1177/002224378702400302
https://doi.org/10.1509/jmkr.46.2.247
https://doi.org/10.1016/j.jom.2004.07.003
https://www.frontiersin.org/articles/10.3389/fpsyg.2017.02220/full
https://www.researchgate.net/publication/359673836

	Abstract
	Theoretical background and hypothesis development
	Functional theory of attitude
	Volunteer behavior in mega sports events
	Volunteer engagement
	Emotional attachment

	Methods
	Measures
	Participants and data collection procedures

	Analysis and results
	Confirmatory factor analysis
	Simultaneous equations model

	General discussion
	The effects of functional attitudes on extra-role behavior
	The effects of functional attitudes on behavioral intention
	The mediating effects of emotional attachment
	Theoretical contributions
	Practical implications
	Limitations and suggestions for future study

	Disclosure statement
	References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /PageByPage
  /Binding /Left
  /CalGrayProfile ()
  /CalRGBProfile (Adobe RGB \0501998\051)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 524288
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings false
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 300
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /ENU ()
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [595.245 841.846]
>> setpagedevice


