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i i The purposes of this study were to investigate: the effects of personality
fit between sporting events and destination on event satisfaction and destination loyalty; and the

influences of event satisfaction on brand awareness, destination image, and destination loyalty.
With regard to the research 1, the results showed that Excitement/ Competence in personality fit had
a positive effect on the event satisfaction, while event satisfaction was an important predictor of
destination loyalty. Regarding the research 2, the results indicated that event satisfaction had

directly influenced on the brand awareness. Next, brand awareness had positive effects on
infrastructure, attraction, and value of destination image. Finally, infrastructure, attraction, and
enjoyment were an important factor of destination loyalty.
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